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Abstract 

 

Fairtrade is one way to reach sustainable development in emerging countries, for 

example South America and Africa. Lately, Fairtrade has become highlighted and 

popular. This has led to studies on consumers’ view on Fairtrade, for instance in 

Belgium and America. Among the previous studies, the ethical consumer has been 

identified. At the moment, there is no research done in Sweden on who the Swedish 

Ethical Consumer is, regarding purchases of Fairtrade coffee. Therefore, with this thesis 

we want to fill the research gap on identifying the Swedish Ethical Consumer and which 

factors that influence him or her in the purchase decision. 

  

The study was performed on Swedish coffee consumers on Facebook. Different factors 

such as consumer related, environmental related, and product related, are measured to 

see if there is any relationship between these factors and how they influence the 

Swedish Ethical Consumer. With help from a snowball sampling technique and a self-

administrated survey, 111 answers were collected. From that, we could identify the 

Swedish Ethical Consumer, given this sample. 

 

The result showed that product and demographics seemed to be the most affecting 

factors on ethical consumer behaviour. For this sample, brand (taste) of the product was 

by far the most popular product related factor to consider when buying coffee. From the 

environmental factors, the demographics were of greatest matter. Attitudes and 

knowledge were the most important consumer related factors. It seems like a majority 

of the respondents who think that Fairtrade is important (attitudes) also do buy Fairtrade 

coffee. Also, the respondents who possess much information (knowledge) about it tend 

to buy it. 

 

This study contributes to fill the gap in the lack of studies of Swedish Ethical Consumer 

behaviour. The conclusions can be used as a guideline and tool for companies to brand a 

new product. It could also be helpful for organisations to provide more information 

about Fairtrade to the consumers.   

 

Keywords: Fairtrade, consumer behaviour, Swedish Ethical Consumer behaviour, 

coffee 
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1   Introduction 
 
 
 
The introduction chapter includes the background, problem formulation, purpose, 

research question, theoretical limitations, and an outline of the rest of the thesis. 

 

1.1 Background 

 

To be able to market a product in the right way, you must be able to understand how 

consumers think and act towards a product. Consumers act in different ways because of 

various factors, both external (environmental, demographics etc.) and internal (attitudes, 

motivations etc.) (Sandhusen, 2008).  

 

Fairtrade products are met with various attitudes by Swedish consumers (FAIRTRADE, 

2011). Fairtrade is one way to reach sustainable development in emerging continents, 

for example South America and Africa. According to UNESCO (2011) a sustainable 

development creates a better economic viability for present and future generations. 

Coffee was one of the first products that were traded as a Fairtrade good (EFTA, 2006), 

and coffee is one of the most important exports good from emerging countries 

(Rainforrest Alliance, 2012). Fairtrade started when the Netherlands imported coffee 

from Guatemala in 1973. Nowadays, hundreds of thousands coffee producers, are 

working together with Fairtrade organisations (EFTA, 2006). 

 

There are four main Fair Trade networks in the world: Fair Trade Labelling 

Organisations International (FLO), World Fair Trade Organisation (WFTO), Network 

of European Worldshops (NEWS!), and European Fair Trade Association (EFTA). In 

December 2001, these organisations agreed on the following definition of Fair Trade: 

Fair trade is a trading partnership, based on dialogue, transparency and 

respect, that seeks greater equity in international trade. It contributes to 

sustainable development by offering better trading conditions to, and 

securing the rights of, marginalized producers and workers – especially in 

the South. Fair Trade organisations, backed by consumers, are engaged 

actively in supporting producers, awareness raising and in campaigning for 
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changes in the rules and practice of conventional international trade. 

(Boonman, et al., 2011, p. 11) 

 

From the beginning the Fairtrade concept was organised by passionate supporters, and 

the idea was further developed and spread to regular people and opinion leaders. As a 

result, the distribution of Fairtrade products was improved, and several major brands 

such as Starbucks (2012) and Barista (2012) have started to use the concept as a 

marketing tool (Boonman, et al., 2011). 

 

The increased popularity of the Fairtrade concept lately, has led to several studies (De 

Pelsmacker, et al., 2005; Loureiro and Lotade, 2005; Arnot, et al., 2006) have been 

made on consumers’ view of Fairtrade. Since Swedish people have one of the highest 

coffee consumption in the world, they have a high level of power to influence the 

industry; that is why it is important that they are aware of what Fairtrade means and 

stands for (FAIRTRADE, 2011). As coffee is popular in Sweden, it is relevant to use 

Swedish consumers as a target group for this study. On one hand, it is interesting to 

investigate which factors that affect the buying behaviour of the Swedish consumers. 

On the other hand, it is interesting to see if there have been any changes or differences 

in consumers’ buying behaviour and their opinions compared to earlier studies in other 

countries. 

1.2 Problem formulation 

 

According to Loureiro and Lotade (2005) very little is known about the general 

consumer response to ethical coffee. This is one of the reasons that we want to study 

this issue further.  

 

A person that buys Fairtrade products can be seen as an ethical consumer (De 

Pelsmacker, et al., 2005). To be an ethical consumer can in some cases be connected 

with status and good reputation. Fairtrade stands for respect and transparency, which 

raise awareness in supporters (Griskevicius, et al., 2010). Ethical consumption can bring 

status. This can be a motive for people to take a pro-social and pro-environmental 

action, because reputation is more valuable than money, as the Roman philosopher 

Publilius Syrus once argued (ibid.). There are many factors, for example the consumer’s 

environment or demographics (Sandhusen, 2008; Blackwell, et al., 2001), which affect 
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consumer behaviour when it comes to buying Fairtrade products. These factors of 

consumer behaviour, together with individual preferences, can affect what type of 

coffee the consumer will buy (Kengthon, 2010). Is Fairtrade a way to reduce a 

consumer’s bad conscience? Will Fairtrade products bring status for the buyers? Or, do 

the Fairtrade buyers want to create welfare for the environment and sustainability? 

 

Previous studies (De Pelsmacker, et al., 2005; De Pelsmacker, et al., 2005), on Fairtrade 

and consumer attitude, mention the attitude-behaviour gap. The attitude-behaviour gap 

occurs when people claim that they care about Fairtrade, but in the end, consumers do 

not consume ethical products. It seems that most people are not willing to pay a price 

premium for these types of products (De Pelsmacker, et al., 2005). This is why 

consumer behaviour in relation to Fairtrade is interesting to study. This study will 

investigate if former studies are still relevant, or if the consumers’ attitudes towards fair 

trade have changed. The consumer perceptions and attitudes influence consumer 

behaviour, but also it is well-known that attitudes alone are not reliable predictors of 

buyer behaviour. There are several other factors that influence the purchase decisions, 

for example price and brand (ibid.). This thesis, (together with consumer behaviour 

studies) investigates which buying factors are the most important for Swedish 

consumers and also underlying demographic factors, for example age, profession, or 

education.  

 

There have already been several studies in this area, mostly in America and other 

European countries (De Pelsmacker, et al., 2005; Loureiro and Lotade, 2005; Arnot, et 

al., 2006). There are two studies (Ljungh and Bergström, 2009; Neuman and Weinholt, 

2009) about consumer behaviour and Fairtrade coffee in Sweden. These studies mainly 

focus on the demand for Fairtrade, rather than the behaviour of the consumers. The 

populations in these studies are also limited to only students and employees of certain 

universities. In this study a wider population was investigated, for example both 

students and workers of different age. 

1.3 Purpose 

 

The purpose and aim of this study is to identify who can be considered as the Swedish 

ethical consumer (age, gender, education, etc.) and identify which factors that influence 



The Insights About the Swedish Ethical Consumer  A Study on Consumer Behaviour Towards Fairtrade  

 

- 10 - 
 

him or her. We want to study relationships between the different existing factors. These 

existing factors are consumer related (demographics etc.), environmental related 

(political, cultural etc.), and product related (price etc.). 

1.4 Research question 

 

Which existing factors (for instance, demographics, political, cultural, and price) 

influence the Swedish consumer to act with an ethical behaviour when buying Fairtrade 

coffee? 

1.5 Limitations 

 

This study is limited to study consumer buying behaviour regarding Fairtrade coffee 

purchases. This thesis will not include areas from a microeconomic perspective, such as 

supply and demand for Fairtrade coffee. The only limitation regarding the 

demographics of the population is that the respondents have to live in Sweden, because 

they need to be representative for the Swedish consumers. 

1.6 Outline 

 

This thesis consists of five chapters. The first chapter, the introduction, presents the 

background, problem, purpose, research question and the theoretical limitations. This is 

followed by chapter two where the theoretical review and the hypotheses are presented. 

In chapter three there will be overviews of the method used in this thesis with research 

philosophy, research approach, choice of theory, and choice of methodology. Chapter 

three also presents the empirical method with research design, time horizon, data 

collection, sample selection, reliability, validity, generalisability, and the 

operationalisation of the hypotheses. Chapter four contains the empirical findings which 

are analysed and discussed. The last chapter, chapter five, presents the conclusion. This 

consists of summary of thesis, conclusion, critical review, practical relevance, and 

future research.  
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1.7 Research philosophy  

 

The relevant research philosophy in this thesis is based on explaining epistemology. 

Saunders et al., (2006, p. 102) explains epistemology in the following way: 

“Epistemology concerns what constitutes acceptable knowledge in a field of study”. In 

epistemology there are two different types of researchers: (1) ‘resources’ researcher 

(explaining) and (2) ‘feelings’ researcher (understanding).  

 

A research can be made from different points of view in epistemological philosophy, 

and the most relevant philosophy for this purpose is positivism (Saunders, et al., 2006). 

Positivism explains an observable social reality that later can be generalised. The 

observation leads to the findings of credible data. To be able to collect this data, a 

hypothesis is developed from existing theories. The hypothesis is then tested and 

confirmed by data collection (ibid.). In this thesis, an explanatory method and 

quantitative study is used. Consumer behaviour is a generalised social reality. Hence, a 

positivistic philosophy is the most adequate to use. There are several existing theories 

that can be further developed and researched. In positivistic research, it is important for 

the researcher to be objective, and not be affected by the subject of the research (ibid.). 

Therefore, this study is done in an objective point of view. 

1.8 Research approach 

 

Depending on which kind of approach is used, the design of the research project is of 

different importance. With this thesis, we want to explain the relationship between 

different variables, and therefore a deductive approach is used. The deductive approach 

is based on scientific research (Saunders, et al., 2006). To be able to explain the 

research from the observations, hypotheses are developed from existing theories. 

Saunders, et al., (2006, p. 118) further write, that by “deducing a hypothesis from 

theory, expressing the hypothesis in operational terms, testing this operational 

hypothesis, examining the specific and modifying the theory” will create a deductive 

approach for the research. Deduction needs to involve explanations in the casual 

relationship between variables. From the result of the explanation of the relationship 

between those variables, a hypothesis can be build (ibid.). To test if a hypothesis is 

correct, a quantitative study is made. There are lots of existing theories and a big 
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amount of relevant literature of Fairtrade and consumer behaviour. In this thesis, we 

want to study which existing factors influence consumer behaviour when buying 

Fairtrade coffee. This involves how a certain variable influence another variable, which 

is significant for a deductive approach (Saunders, et al., 2006).  

1.9 Research strategy 

 

To be able to answer the research question in this thesis, an adequate research design 

needed to be used (Saunders, et al., 2006). Given the aim of this study, the appropriate 

choice was to use an explanatory strategy. This kind of study is used to find 

relationships between different factors and variables in quantitative researches. Since 

we want to explain certain consumer behaviour based on different factors, the natural 

choice will be to use an explanatory research design. These factors are then analysed to 

find casual relationships that explain who and why someone buys or do not buy 

Fairtrade coffee.  There are several types of research strategies possible to collect data; 

experiment, survey, case study, and action research are some of them (ibid.).  

 

This study has, as mentioned previously, a deductive approach. A deductive approach is 

often associated with survey strategy. When the population is large, a survey is the best 

way to easily collect data. The different answer alternatives in the survey are easy to 

compare and it is good when drawing general conclusions about a sample. The data 

from a survey can be analysed quantitatively. It is important that the sample is 

representative for the population (Saunders, et al., 2006). The survey consists of a 

questionnaire, with questions about the factors that we want to study (see Black Box 

Theory, chapter 2). The survey contains general questions about demographics, such as 

gender, age, occupation, and also about buyer characteristics. 
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2 Theoretical Framework 

 

This chapter presents the theoretical framework. Consumer behaviour, Fairtrade and 

consumer behaviour, and social responsibility are discussed. At the end of this chapter, 

the hypotheses and the model which is developed for this thesis are presented. 

 

2.1 Consumer behaviour 

 

Consumer behaviour is the study of how people (individuals, groups, organisations etc.) 

think when they buy or use certain products. The nature and needs of the consumers is 

studied in consumer behaviour. The behaviour can be influenced by many different 

factors (Sandhusen, 2008).  Consumer behaviour is a result of the basic attitudes of 

cognition (thought processes), affect (emotion), and conation (intended behaviour), 

influenced by personal and environmental factors (Blythe, 2008; Honkanen, et al., 

2006). All these factors will be described in this chapter as variables that influence the 

consumer’s buying process. Consumer behaviour is useful to study in many different 

fields, for example marketing or psychology (Sandhusen, 2008). Consumer behaviour is 

very important to study when it comes to market a product. You need to understand 

who your target group is, and how they act and think. The following sections (2.1, 2.2 

and 2.3) describe earlier studies and results of consumer behaviour, and also towards 

ethical products. These studies show who the ethical consumer is, according to their 

sample. The results of these studies show the consumer behaviour of ethical consumers 

in a way that is useful for marketing ethical products. Since the aim of this study is to 

identify the Swedish ethical consumer and which factors are most affecting in the 

purchase decision, a model of consumer behaviour will be further discussed. Therefore, 

we think that following theories are good to use as a ground stone for our study. 

2.1.1 The Black Box Model 

The Black Box of Consumer Behaviour by Sandhusen (2008) is a model that can be 

used in many different situations. It can be adapted to the area where it is used, both in 

philosophical and scientifically studies. In this case, the model is focused on when, 

why, how and where people buy products. The model studies the relationship between 

external and internal factors. Examples of external types of factors are marketing stimuli 
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(price, product etc.), and environmental stimuli (economic, political etc.). Internal 

factors are the consumer’s characteristics and behaviour coming from earlier 

experiences. These factors are described in detail later in this chapter. Environmental 

(external) factors are inputs, which the consumer cannot affect. This, together with the 

“buyer’s black box” (buyer’s characteristics), creates outputs which are the buyer’s 

responses. Hypotheses can then be developed regarding what happens inside the box 

(ibid.). 

 

The original “black box” (Sandhusen, 2008) contains more factors than the box of this 

study. The most relevant factors are carefully chosen to match our purpose. This model 

forms the basis for the data collection. Given this purpose, the model contains the most 

important parts and factors of what we want to investigate. Since the objectives of this 

study is to identify the most important and affecting factors, when it comes to consumer 

buying behaviour towards Fairtrade products, this model is a very important 

cornerstone. Also, for the other two objectives, identify relationships between factors 

and identify the ethical consumer, this model is very suitable.  

  

Figure 2.1 The Black Box Model (Based on: Sandhusen, 2008, p. 240) 

2.1.1.1 Marketing Stimuli 

The marketing stimuli (see figure 2.1) are something that the companies control 

(Sandhusen, 2008). According to Kotler, et al. (2001) the marketing mix and the four 

P’s (product, price, place, and promotion) are important marketing tools. A social 

product is a product that affects social issues, for example environment and health, in a 
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positive way. Fairtrade coffee is an example of a social product. When marketing a 

social product, the desired behaviour and the associated benefit of that behaviour are 

very important parts to highlight. The price of the social product can be monetary or 

nonmonetary. Nonmonetary costs can be time, effort, and energy. To make consumers 

buy social products, the benefits of the product need to be equal or greater than the cost. 

When deciding a place for the social product, it is important to make it as easy as 

possible for the consumers to reach it. Promotion is used to affect the consumers in the 

company’s desired way. Emotional elements are often used when marketing Fairtrade 

products and the messages that reach the consumers are designed to make them feel for 

example guilt or shame (ibid.) 

2.1.1.2 Environmental stimuli 

The environmental stimuli (see figure 2.1) are external factors that the companies do not 

have any control of. It can be economic or political factors that are unpredictable. In 

previous studies (Honkanen, et al., 2006; Barnett, et al., 2005) politics seem to be an 

influencing factor for buying Fairtrade products. Sandhusen (2008) writes that the 

consumer’s culture is a very important factor when it comes to the buying behaviour. A 

part of the culture that affects the behaviour comes from religion, nationality, or 

geographic location. People from the same culture often have the same values, interests, 

and behaviour. The demographic variables are easy to measure when it comes to 

studying behaviour. Also, it is often easy to link demographic variables, such as gender, 

age, and location, together with behaviour. There are three variables that have 

significant relations with the buyer behaviour: age, occupation, and income (ibid.).  

2.1.1.3 Buyer characteristics 

As displayed in figure 2.1, the buyer characteristics are equal to the buyer’s black box. 

 

People have different attitudes towards different products. The attitudes are formed 

from earlier experiences and behaviour, by families or other social groups, and also 

from information (Sandhusen, 2008). Sandhusen (2008, pp. 249-250) claims that it can 

be difficult to measure how attitudes influence consumer behaviour and it can be: 

 Utilitarian or the ability of the product to help achieve desired goals. 

 Ego-defensive, or the capability of the product to defend the buyer’s 

self-image against internal or external threats. 

 Value expressive, or the degree of consistency of the product with the 

buyer’s central values of self-image. 
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 Knowledge, or the ability of the product to give meaning to the 

individual’s beliefs and experiences. 

 

When a consumer has a need to stimulate something, he or she has a motivation which 

will be there until he or she is satisfied. There are two categories for stimulated needs: 

(1) primary buying motives, and (2) selective buying motives. Primary buying motives 

are associated with broad product categories, in this case coffee. Selective buying 

motives are associated with different brands. In Maslow’s hierarchy of needs, five 

levels are identified ranked in order of how motivated the individual is to satisfy them. 

First are (1) psychological needs, and then (2) safety, (3) social needs, (4) esteem needs, 

and (5) self-actualisation (ibid.). 

 

Blythe (2008) states, that a consumer’s perceptions are important when he or she 

receives meaning from the selection of stimuli from him- or herself or from the external 

environment. Perceptions can be described as automatic decisions in the brain of what is 

relevant or not. It is a process of analysis in the world around, and only the most 

important or interesting things for the individual come through. Expectations and earlier 

experiences have a great impact on the perceptions (ibid.). 

 

According to Blackwell, et al. (2001), another definition for a consumer’s lifestyle is 

psychographics. Psychographics can be measured in a quantitative study. Attitudes, 

interests and opinions are measured in different areas, such as work or politics. Patterns 

can be studied in how people live and spend their time and money. If a group of people 

share the similar lifestyle, it is also interesting to study demographics and marketing 

mix variables, and see if there are further relations that can explain certain behaviour. 

People have different types of self-orientation that affect the buying behaviour. They 

can be principle orientated and make the purchases based on their own beliefs and 

principles, and are not affected of what others think. People can also be status oriented 

and highly affected by their environment, as other people’s opinions, views and beliefs. 

The opposite, too status oriented is action oriented, where the individual buy products 

with the purpose to affect their environment (ibid.) Consumers that are status or action 

orientated will be discussed further in paragraph 2.2.1 and 2.2.2. 

 

Blackwell, et al. (2001) also mentions that a consumer’s knowledge can be defined as 

information of the product, which is stored in the consumer’s memory. For example, it 
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can be things that come to the mind when hearing a brand name. There are two different 

types of consumer knowledge. First, there is the knowledge of the product’s existence 

and second, the knowledge of the product’s attributes and associations. The second type 

is based on information from the marketing stimuli (ibid.).  

2.1.1.4 Decision Process 

When looking at figure 2.1, we can see that the Black Box Model contains the buyer’s 

decision process, which consists of four different stages (Sandhusen, 2008). The first 

stage is the problem recognition, where a combination of internal and external stimuli 

makes the consumer aware of a need. Second, the consumer starts to search for 

information or services that can solve the problem. The consumer searches both for 

internal (in their memories) and for external information. The internal sources are often 

personal experience, and the external consist of personal sources, commercial sources, 

and public sources. Third, the consumer evaluates the alternatives. He or she compares 

the different brands and products to see which alternative that can satisfy their needs in 

the best way. The fourth stage is the final purchase decision. At this point, there are two 

different factors that affect the final decision: attitudes of others and unanticipated 

situations (risks).  The fifth and final stage is the post-purchase behaviour. It is the 

consumer’s psychological response and reactions, and comes together with the output of 

the black box (ibid.).  

2.1.1.5 Buyer’s response 

The buyer’s response is, as figure 2.1 shows, the output of the black box. The output is 

a result from the environmental factors together with the buyer’s black box. The buyer’s 

response of the product and brand choice will be either satisfied or dissatisfied. If the 

consumer is satisfied, he or she is more likely to use the word of mouth and recommend 

the product to others, and also buy it again (Sandhusen, 2008). 

2.1.1.6 Conclusion of the Black Box Theory 

The purpose of explaining consumer behaviour in general in this study is to understand 

how a consumer thinks and acts in certain ways. Additionally, to find out which factors 

that have the most impact on consumer behaviour towards Fairtrade products, it is of 

great importance to understand how the factors affect each other. The environmental 

factors are important to this thesis because they are the “input” of the black box. This 
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means that they have a major impact on the buyer characteristics, and later to the 

buyer’s response. People are in general impressionable by the marketing stimuli, 

especially the price and promotion (Kotler, et al., 2001). The product itself is of course 

important. It is related with attitudes, which is of highest significance when it comes to 

buying Fairtrade products (De Pelsmacker, et al., 2005; De Pelsmacker, et al., 2005; 

Griskevicius, et al., 2010). 

 

The aim of this thesis is to identify the ethical consumer and the relationships between 

the factors, therefore, environmental stimuli are of crucial matter. The demographics 

and culture are relevant to see what kind of person that buys Fairtrade coffee, and also 

to see which factors are most related to the ethical consumer. The buyer characteristics 

are related with the environmental stimuli; for example the knowledge of the product 

partial comes from the marketing stimuli. It is relevant for this study to understand all 

those relationships, and then be able to explain the objectives from this.  

2.2 Fairtrade and consumer behaviour 

 

Two factors that are frequently discussed in previous studies are attitudes and 

motivations (De Pelsmacker, et al., 2005; De Pelsmacker, et al., 2005; Griskevicius, et 

al., 2010). It seems like these two factors are those that affect the consumer buying 

behaviour most. There are different ways to look at this. We have chosen three theories 

that treat this subject and are the opposite too each other: (1) Fairtrade as a status 

symbol, (2) social and environmental concern, and (3) the ethical consumer.  

2.2.1 Fairtrade as a status symbol 

One view of consumer behaviour is that buying Fairtrade products can be seen as a 

status symbol (Griskevicius, et al., 2010). Griskevicius, et al., (2010) claim competitive 

altruism is a way to gain status and to get a pro-social reputation. It can be very valuable 

to have this kind of reputation, to be seen as helpful and cooperative. People that have a 

pro-social reputation are often seen as trustworthy. A previous study (Maynard, 2007) 

has shown that in many cases, the reason for buying “green” (ecological) or Fairtrade 

products is that it shows the world that the owner cares. Griskevicius’s, et al., (2010) 

thoughts are based on the idea that there is an important link between showing concerns 

about the environment, and competing for status. 
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Griskevicius, et al. (2010) further explain the history of status, power, and competitive 

altruism from their point of view. A reputation as altruistic is equal to status and power. 

An example of this is the Native American Kwakiutl tribe. The chiefs were competing 

of who was able to give away the most resources, and the winner was regarded as the 

highest standing member of the tribe. This behaviour has also been observed in other 

hunter-gatherer societies, and the behaviour has followed the man to the modern society 

(ibid.).  

 

Griskevicius, et al. (2010) explain the competitive altruism as derived from the Costly 

Signalling Theory. The Costly Signalling Theory was developed in the field of 

behavioural ecology, and has recently become a structure for understanding 

perspectives of human nature. In the field of consumer behaviour, this signal can show 

the individual’s ability to incur costs by acting pro-social. In addition to this, the 

individual gains status among others by showing that he or she is willing, and also can 

afford, to pay more for Fairtrade products. Fairtrade products often cost more than 

regular products, and it shows that people tend to buy Fairtrade products as a substitute 

for luxury products. Also, Fairtrade products are sometimes associated with trends, and 

people that want to follow trends and be fashionable might buy it for this reason (ibid.).  

2.2.2 The consumers’ social and environmental concerns 

Another theory of buying motives is the consumers’ social and environmental concerns 

(Honkanen, et al., 2006). This theory claims that the consumers actually care about the 

environment. This can be linked together with the lifestyle of people, which is discussed 

previously in this chapter. As mentioned, people with an action orientated lifestyle want 

to affect their environment through their buying behaviour.  

 

According to this theory, there are two levels of beliefs, the ethical belief level and the 

attitude level. This means that the demand of ethical products can be increased by: 

appealing to general ethical and ecological beliefs or by appealing to the 

attitudinal beliefs based on the attributes of organic products. Also, one 

could appeal to the potential advantages of consuming organic products. 

(Honkanen, et al., 2006, p. 427) 
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From the results of Honkanen’s, et al., (2006) study, it can be seen that all the 

investigated factors were correlated in one or another way. The most important factor 

was ecological motives, meaning caring about the environment (ibid.).  

2.2.3 Conclusion of Attitudes and Motivations towards Fairtrade 

From these two theories, two different kinds of consumers are identified: (1) the status 

oriented, and (2) the action oriented (see paragraph 2.1.1.3). But, there can also be a 

third kind of consumer: the one who is indifferent and does not care at all. By forming a 

part of the investigation with these three types of consumers in mind, it will be easy to 

later categorise the sample. In addition, the different factors of the Black box model are 

also studied in these theories, and again the motivations and attitudes seem to be central 

in consumer behaviour. In the next section, the ethical consumer will be further 

discussed. 

2.2.4 The Ethical Consumer 

Being an ethical consumer involves feelings towards the society. These feelings are in 

turn shown in the consumer buying behaviour (De Pelsmacker, et al., 2005). The ethical 

consumer has a big influence towards the companies which sell the Fairtrade products. 

This means that the consumer can choose if they want to buy (or not buy) from the 

company, for the reason that they supply (or not supply) Fairtrade products. The ethical 

consumer chooses to buy products from a green point of view, in this case Fairtrade.  

An earlier study (De Pelsmacker, et al., 2005), claims that Fairtrade means that 

consumers buy products from  developing countries, with unsecure work conditions, on 

conditions that are better than those on the free-market. These products involve an 

”ethical price premium”, which means that the consumers buy products to fairer prices. 

There are no middle hands in the distribution channel which leads to better life 

conditions for the producers (ibid.).  

 

Consumers that buy products from the green point of view choose the brand, the quality 

and so on, from a “positive Fairtrade view”. This means that they are positive towards 

Fairtrade. The other way for an ethical consumer is to not buy products from a negative 

point of view, such as products made from non-ethical work conditions environment 

(De Pelsmacker, et al., 2005). 
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To understand the ethical consumers, it is important to identify who they are. Previous 

studies, (Dickson, 2001; De Pelsmacker, et al., 2005) have tried to understand and 

identify them from a demographic point of view. Hence, according to De Pelsmacker, et 

al., (2005), several studies have been made to identify these customers with different 

outcomes. From that study, it seems that the ethical consumer is mainly a woman at the 

age of forty seven with a lower income than the average. According to De Pelsmacker, 

et al., (2005), another study shows that the ethical consumer is a well-educated person 

with high income and social status. When looking from a demographic point of view, it 

is not clear who the ethical consumer is based on the different results from the studies. 

 

To buy Fairtrade is a way to be an ethical consumer. Walton (2010, pp. 435-436) states 

that: “Fair Trade is a response to contemporary globalization trends which have created 

a consumerist mentality demanding products offering certain ethical guarantees”. De 

Pelsmacker, et al., 2005) claim that discrepancies can occur in the demand of the ethical 

consumer. The attitude-behaviour gap is a reason for this discrepancy. It depends on the 

consumer's perceptions and attitudes which affect the attitude-behaviour. Factors such 

as price, quality, convenience and brand familiarity affect the consumer decisions while 

buying coffee. Simultaneously, factors as lack of availability, information in ethical 

products, and also mistrust of ethical claims can be explained by discrepancy between 

attitudes and ethical buying behaviour (ibid.).  

 

De Pelsmacker, et al., (2005) investigate and talk about different attitudes of Fairtrade 

among consumers. Their conclusion is as follow; the ascetic idealist and value-

conscious consumers have a more positive attitude towards Fairtrade. They buy 

Fairtrade products more often, and spend more money on them. The hedonic self-

seekers and the value-sceptic consumers have a negative attitude towards Fairtrade, and 

they do not buy Fairtrade products often and would not pay more for them. Given this 

thesis’s purpose, attitudes towards Fairtrade will be investigated as one factor to 

identify the Swedish Ethical Consumer. The result of the study from De Pelsmacker, et 

al., (2005) is that consumers need to have more reliable information about Fairtrade and 

Fairtrade products. The consumers would probably buy more Fairtrade products if the 

prices decreased and the distribution was improved. 

 

Studies have shown that the buying behaviour of a consumer’s attitude is a weak 

predictor of buyer behaviour. De Pelsmacker, et al., (2005, p. 54) states that: 
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Especially in the domain of socially responsible or ethical consumer 

behaviour, this may be an important factor: people may have a positive 

attitude to fair- trade products or ecological consumption, but may believe 

that the issue cannot be solved through their own buying behaviour, or that 

their individual contribution will not make difference. 

 

In previous studies (De Pelsmacker, et al., 2005; Loureiro and Lotade, 2005) it is 

concluded that consumers need to receive more information about ethical products. It 

creates confusion among the ethical consumers when lots of different organisations 

supply their consumers with too much information, to connect their message of what 

difference ethical products makes (De Pelsmacker, et al., 2005). De Pelsmacker, et al., 

(2005 p. 54) showed that the “perception by consumers, that the adequate amounts of 

high- quality information are communicated to them may play a significant role in the 

development of ethical buying behaviour in general and fair-trade buying behaviour in 

particular”.  

 

In conclusion, in this thesis it is important to understand the ethical consumer’s acting 

to explain which factors influence the consumer’s behaviour when buying Fairtrade 

coffee.   

2.3 Social responsibility 

 

This section treats Consumer Social Responsibility and Social Responsible Consumer 

Behaviour, and explains how the consumers have a social responsibility for sustainable 

development and how it is defined.  

2.3.1 Consumer Social Responsibility - CnSR 

Consumer Social Responsibility (CnSR) is a new way of Corporate Social 

Responsibility (CSR). CnSR is a way for the consumers to help corporations towards a 

sustainable environmental development (Devinney, et al., 2006). Ethical consumerism 

is of big importance. Devinney, et al., (2006) claim that consumers require corporations 

and societies to act and behave for a sustainable environment, and then the consumers 

blame and hide behind the corporations and the society’s leaders. Corporations promote 

a sustainable environment by encourage the consumers social needs and wants with 
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ethical products and engaging them in certain activities such as buying Fairtrade coffee 

(ibid.).  

 

Devinney, et al., (2006 p. 3) define consumer social responsibility as “the conscious 

and deliberate choice to make certain consumption choices based on personal and 

moral beliefs”. The theory claims that consumer social responsibility occurs in three 

occasions. Devinney, et al., (2006 p. 3) write the first occasion: “expressed activity with 

respect to specific causes – such as donations or willingness to be involved in protests 

and boycotts”; the second occasion: “expressed activity in terms of purchasing or non-

purchasing behaviour” and the third occasion: “expressed opinions in surveys or other 

forms of market research”. 

 

These three ways of the occurring consumer social responsibility can be effective and 

positive when ethical issues are increased and the consumer’s awareness is highlighted 

(Devinney, et al., 2006). There are some concerning issues about Consumer Social 

Responsibility. Consumers tend to think and believe in one way, but act in another 

when it comes to the willingness to pay for the ethical product. According to Devinney, 

et al., (2006), consumers act and have opinions about how unethical corporations can 

act towards societies and its people. Yet, some buy the non-ethical brand products due 

to money issues.  Hence, the importance is within the understanding of the ethical 

consumers decision-making when buying coffee and be able to create, from that 

information, a way to effectively develop helpful and important approaches to find 

ethical consumers.  Further, there are two differences between consumer’s decision 

making and the ethical consumer decision making. There is a need in further reflections 

in the decision making by the ethical consumer. First, the ethical consumer needs to 

possess the right knowledge and information about the ethical product to be considered 

as an ethical consumer on the ethical market. Second, if the ethical consumer suits into 

the ethical market, special preferences regarding different brands and products can be 

essential whether the consumer has the capability to still make an ethical decision based 

on their social consequence (ibid.). 

2.3.2 Social Responsible Consumer Behaviour - SRCB 

Social Responsible Consumer Behaviour is another theory that explains the consumers´ 

responsibility for sustainable environment development through their purchasing 
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decision (Mohr, et al., 2001). Furthermore Mohr, et al., (2001) claim that a social 

responsible consumer buys products from companies that are engaged in developiong a 

sustainable environment. Therefore, social responsible consumer rejects companies that 

supply products with a non-sustainable development engagement. The social 

responsible consumer has a good understanding and awareness among the issue of 

Corporate Social Responsible. The social responsible consumer claims that corporations 

are too concered about profits and the companies status. A way for the social 

responsible customer to create power and control over the large corporations is to reject 

to buy products from the unsocial responsible corporations (ibid.). 

Mohr, et al., (2001 p. 67) states that: 

purschasing is not simply an activity undertaking for oneself or one’s 

family; instead, every purchase has implications for the larger society, both 

in terms of environmental impact and rewarding or punishing companies 

that are seen as more or less socially responsible.  

 

This means that the consumer has the power against corporations to provide a 

sustainable environment. However, social responsible consumers need to receive more 

accurate information about the ethical products and the corporations to be able to keep 

the power towards the corporations. 

2.3.3 Conclusion of CnSR and SRCB 

Consumer Social Responsibility and Social Responsible Consumer Behaviour are both 

important theories when it comes to sustainable development, due to the fact that it is a 

part of the Fairtrade concept. Given our purpose, this is one way to contribute to the 

understanding of the ethical consumer. The factors that will be studied include attitudes 

and motivation towards Fairtrade products. The attitudes and motives are meaningful to 

Consumer Social Responsibility and Social Responsibility Consumer Behaviour 

because they affect the commitment to sustainable environmental development.  

2.4    The Ethical Consumer Model 

The theoretical framework is divided in three parts: (1) Consumer Behaviour, (2) Fair 

Trade and Consumer Behaviour, and (3) Social Responsibility.  

 

The first part contains consumer behaviour in general and the Black Box model. The 

Black Box Model consists of three main parts: environmental factors, buyer’s black 
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box, and buyer’s response (Sandhusen, 2008). The environmental factor part contains 

marketing (product, price, place, and promotion) and environmental stimuli (economic-, 

political-, cultural factors, and demographics). Together they create the input to the 

buyer’s black box and buyer’s characteristics (attitudes, motivation, perceptions, 

lifestyle, and knowledge). The buyer characteristics lead to the decision process 

(problem recognition, information research, alternative evaluation, purchase decision, 

and post-purchase behaviour). Additionally, this leads to the outputs of buyer’s 

response (product choice and brand choice) (ibid.). The Black Box Model is the ground 

stone for the investigation in this thesis. 

 

The second part of the theoretical framework is more focused on consumer behaviour 

and Fairtrade. This explains ethical consumer behaviour more deeply. The theories, Fair 

Trade as a Status Symbol (Griskevicius, et al., 2010), the consumers’ social and 

environmental care (Honkanen, et al., 2006), and the Ethical Consumer, further discuss 

attitudes and motivations towards Fairtrade. Also, they try to identify the ethical 

consumer. Fairtrade as a status symbol means that Fairtrade can be viewed as products 

that gain the owners social status and reputation. The consumer can be seen as a status 

oriented consumer (Griskevicius, et al., 2010). The opposite, the consumers’ social and 

environmental care, means that this type of consumer actually cares about the 

environment. This type of consumer is then seen as an action oriented consumer 

(Honkanen, et al., 2006). The status oriented and action oriented consumer are two 

different types of ethical consumers. There is a third type of consumer, the indifferent, 

who do not care about fair trade. 

 

Further, the third theory in this part is the Ethical Consumer. This theory claims that 

consumers need to receive more adequate and valuable information about Fairtrade 

products and their benefits. The information is of crucial matter in the consumer buying 

process (De Pelsmacker, et al., 2005). This theory also tries to identify who the ethical 

consumer is.  

 

Hypotheses could be developed when putting the first and second parts together. The 

dependent variable in the hypotheses is “Ethical Consumer Behaviour” and it will be 

studied if it is related to several independent variables from the Black Box Model. 

Ethical Consumer Behaviour is the definition in this thesis for Fairtrade friendly 
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consumer behaviour. In other words: ethical consumer behaviour means that the 

consumer buys Fairtrade products.  

 

Since the price of Fairtrade coffee is higher than regular coffee, the price might 

discourage people to buy it. This leads to hypothesis one: 

(H1) The price of Fairtrade coffee is negatively related with Ethical Consumer 

Behaviour. 

 

According to the Black Box Theory, attitudes are of greatest matter in the consumer 

behaviour (Sandhusen, 2008). If a consumer has a positive attitude towards Fairtrade, 

he or she is more likely to buy it. Hence, hypothesis two is formulated as followed: 

(H2) Positive attitudes towards Fairtrade coffee are positively related to Ethical 

Consumer Behaviour. 

 

People seems often to buy a brand which they have experience of, and know the taste 

(Sandhusen, 2008), and therefore they are more likely to not try fair trade coffee, if they 

are used to another brand. This leads to hypothesis three:  

(H3) Brand familiarity is negatively related to Ethical Consumer Behaviour. 

 

We think that people who claim that they do not know very much about what Fairtrade 

stands for, are not likely to buy Fairtrade coffee. From this, hypothesis four is 

developed: 

(H4) Lack of information about Fairtrade coffee is negatively related to Ethical 

Consumer Behaviour. 

 

One reason that people buy Fairtrade coffee might be to remove a bad conscience and 

feel good about them-selves. Therefore, hypothesis five is formulated as followed: 

(H5) A consumer’s conscience is positively related to Ethical Consumer 

Behaviour. 

 

We think that there is an existing attitude-behaviour gap among Swedish consumers, 

just as in other countries (De Pelsmacker, et al., 2005; De Pelsmacker, et al., 2005). 

People claim that they do care about Fairtrade but in the end they do not buy Fairtrade 

coffee. This leads to hypothesis six: 
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(H6) The attitude behaviour gap is negatively related to Ethical Consumer 

Behaviour. 

 

Environment and sustainable development are often discussed among politicians 

(Utrikesdepartementet, 2011). We think that people who are interested in politics also 

are more socially conscious, and more likely to buy Fairtrade coffee. This develops 

hypothesis seven: 

(H7) An interest in politics is positively related to Ethical Consumer Behaviour. 

 

Promotion for social (Fairtrade) products often uses emotional elements to affect the 

consumers purchase decision. We think that people who are most affected by 

commercials in their consumer behaviour are more likely to buy Fairtrade coffee. This 

leads to hypothesis eight: 

(H8) The commercial impact is positively related to Ethical Consumer Behaviour. 

 

The third and last part of the theoretical framework involves Social Responsibility. 

Consumer Social Responsibility (CnSR) derives from CSR. CnSR is a way for 

consumers to help corporations towards a sustainable environmental development 

(Devinney, et al., 2006). There are three ways to occur CnSR: (1) “expressed activity 

with respect to specific causes – such as donations or willingness to be involved in 

protests and boycotts”; (2) “expressed activity in terms of purchasing or non-

purchasing behaviour”; and (3) “expressed opinions in surveys or other forms of 

market research” (ibid. p 3).The third theory is the Social Responsibility part is Social 

Responsible Consumer Behaviour (SRCB). SRCB describes consumers’ responsibility 

through purchase decisions. The consumers have the power to boycott corporations that 

do not provide ethical products (Mohr, et al., 2001). These theories are important to 

understand to be able to explain and identify the Swedish Ethical Consumer. 

 

The Ethical Consumer Model is developed from our hypotheses. The hypotheses are in 

their turn developed from the theoretical framework. We believe that these factors and 

assumptions create the ethical consumer. In the next chapter, there is made an empirical 

study of these factors, and we will see if our assumptions were correct or if we have to 

reject them. Following hypotheses and model were developed: 
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 (H1) The price of Fairtrade coffee is negatively related to Ethical Consumer 

Behaviour. 

 (H2) Positive attitudes towards Fairtrade coffee are positively related to Ethical 

Consumer Behaviour. 

 (H3) Brand familiarity is negatively related to Ethical Consumer Behaviour. 

 (H4) Lack of information about Fairtrade coffee is negatively related to Ethical 

Consumer Behaviour. 

 (H5) A consumer’s conscience is positively related to Ethical Consumer 

Behaviour. 

 (H6) The attitude behaviour gap is negatively related to Ethical Consumer 

Behaviour. 

 (H7) An interest in politics is positively related to Ethical Consumer Behaviour. 

 (H8) The commercial impact is positively related to Ethical Consumer 

Behaviour. 

 

The middle section of the figure is grounded on the study described in 2.2.2. It means 

that a person can be seen as an ethical consumer in two different ways: (1) the status 

oriented consumer, who buys Fairtrade because they want to look better in front of 

others, and (2) the action oriented consumer, someone who really cares about ethical 

products (Honkanen, et al., 2006). The indifferent consumer does not care about 

Fairtrade, and is not considered as an ethical consumer in this study. All the different 

stimuli and the character from the Black Box, affects what kind of ethical consumer a 

person is. 
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Figure 2.2 The Ethical Consumer Model  
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3 Method 

 

The purpose of this chapter is to present the method used in this thesis. This chapter 

contains the choice of methodology. The relevant research philosophy, research 

approach, and the choice of theory are presented. This chapter also presents the 

empirical method used in this thesis. The research strategy, time horizon, data 

collection method, sample selection, operationalisation, reliability, validity, and 

generalisability are discussed. 

 

3.1 Choice of methodology 

 

This thesis explains which factors influence the consumer behaviour when buying 

Fairtrade coffee. By reading and analysing existing theories and literature, gaps in 

consumer behaviour have been found and are investigated further in a quantitative 

study. The quantitative study provides answers that help to explain the consumer 

behaviour. The possibility to make generalisations from the results of the study to 

explain what the outcome of the research is, have been reduced. The results from the 

study are used to see which factors influence the consumer behaviour when buying 

Fairtrade coffee. 

3.2 Choice of theory 

 

The aim of this thesis is to explain, and make the reader aware of, how consumers act 

when making their buying decision regarding coffee. Existing theories are studied and 

developed to create hypotheses. The main theories which are studied in this thesis are 

Consumer Buying Behaviour together with Ethical Consumer Behaviour. Other 

theories, that are connected to these main theories and useful for this study, are: The 

Black Box theory, and two different points of view regarding attitudes and motivations: 

Fair Trade as A Status Symbol, Consumer Social Responsibility (CnSR), and 

Consumers’ Social and Environmental Concerns. Theories of Social Responsible 

Consumer Behaviour are also relevant for this study. The mentioned theories are useful 

since they cover external, demographical and psychological factors. Those factors are 
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helpful to explain the consumer behaviour when buying coffee, and to identify the 

ethical consumer. The connection between these theories and buying Fairtrade coffee 

will be further discussed in the analysis in chapter five. 

3.3 Time horizon 

 

Since our survey is answered at one particular time, this is a so called cross-sectional 

study. It is common to use surveys for these kinds of studies (Saunders, et al., 2006). It 

is possible to find relationships between the studied factors at specific occasion. Also, a 

cross-sectional study is efficient when it comes to the time perspective (ibid.). For this 

study it is suitable to use this type, since we have a time limitation of 15 weeks.  

3.4 Data collection method 

 

As mentioned earlier, the data for this thesis is collected through a survey. Surveys are 

the most common type of questionnaires. According to Saunders, et al., (2006), the 

design of the survey is of crucial matter. The design will have an impact of the response 

rate and also on the validity of the collected data. To avoid any misunderstandings, the 

survey has to have a clear layout and a short explanation of the aim. For this study, an 

Internet-mediated self-administrated survey was used. The advantages of using an 

Internet-mediated survey are many; it becomes very easy to reach a large sample at low 

costs, the time to complete the collection is short, and the data input is usually 

automated. Another advantage is that the respondents would not try to please the 

researcher, or lie, to look better. Those issues can be common in interviewer-

administrated questionnaires (ibid.) 

3.5 Sample selection 

 

This study was performed as a quantitative study. To be able to explain and achieve the 

research question and objectives about Swedish Ethical Consumer Behaviour, choosing 

the right sample technique is of huge importance. By selecting the right sample 

technique, we were able to collect and analyse the available data. Lack of time, money 

and access are factors that make all data available to collect and analyse impossible to 

study (Saunders, et al., 2006). This thesis’s population is Swedish consumers who drink 
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coffee. Saunders, et al., (2006) present two types of sampling techniques. First, the 

probability (representative) sampling and second, the non-probability (judgemental) 

sampling. Probibability sampling technique demands a complete list of the population 

and everyone in the population has an equal chance to be selected through these 

technique. When the probibability sampling technique is used, objectives and the 

research question can be answered through statistically estimate the population´s 

characteristics through one sample. With a non-probibability sampling technique, the 

ambition to genrealise is reduced. The sample is selected from a subjective judgement 

and limited resources and problem to specify the sample frame are involved with non-

probibabilty sampling techniques. For this thesis a snowball sample technique is used 

(non-probability). According to Saunders, et al., (2006), the snowball sampling 

technique is of use when there is a problem to identify exactly who the participant of the 

population of interest is. To be able to identify the members of the population, 

Saunders, et al., (2006, p. 232) recommend four points to take into consideration when 

using a snowball sample selection; (1) “Make contact with one or two cases in the 

population”; (2) “Ask these cases to identify further cases”; (3) “Ask these new cases to 

identify further new cases (and so on)” (4) “Stop when either no new cases are given or 

the sample is as large as is manageable”. This technique was adequate for this thesis 

since our aim was to identify the Swedish Ethical Consumer. We used Facebook to 

make the first contact and then the survey was spread. Thereafter, friends shared the 

survey with their friends and so on.  

3.6 Operationalisation 

3.6.1 Background 

This study used a self-administrated questionnaire, consisting of questions that are 

completed by the respondents themselves (Bryman & Bell, 2011; Saunders, et al., 

2006). We sent the questionnaire to users on Facebook since it is cheap and quick to 

administrate. Additionally, a self-administrated questionnaire enabled us to send the 

questionnaire to the respondents through Facebook and then let them complete the 

questionnaire whenever it was appropriated (ibid.). We constructed the questions by 

ourselves since we wanted to ask questions that were relevant for Sweden because we 

wanted to identify who the Swedish Ethical Consumer is. With help from the theory we 

could develop questions that were appropriate for our research.       
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In this study, we used three types of variables: (1) dependent, (2) independent, and (3) 

extraneous. The independent variable affects the dependent variable and causes changes 

in it. The dependent variable can also be affected and changed by an extraneous 

variable, which can provide an alternative explanation to the outcomes.  In this thesis, 

the dependent variable is “Ethical Consumer Behaviour”. This variable was tested 

together with eight independent variables, taken from our theoretical framework: (1) 

price, (2) attitudes, (3) brand, (4) information, (5) conscience, (6) attitude-behaviour 

gap, (7) politics, and (8) commercial impact. There are also some extraneous variables 

which mainly consist of demographic factors: (1) gender, (2) age, (3) education level, 

(4) occupation, (5) culture, and (6) income. 

3.6.2 Operationalisation of the questionnaire 

The questions were operationalised in the following way; question 1 and 2 are range of 

issue questions. Question 3 to 12, as well 14 to 17, are later compared in the data 

analysis with question 13 (Do you buy Fairtrade coffee?). The ones who answered 

“Yes” or “Sometimes” on question 13, are here considered to be ethical consumers. 

This is a very simplistic view, and only valid for this sample. This is relevant since we 

want to see which variables (independent and extraneous) that are connected with the 

consumers that do buy Fairtrade coffee in Sweden.  

 

 Q1. Do you drink coffee? 

Question 1 is essential because if a person who answered the survey did not drink 

coffee, he or she is irrelevant for this study. If the person did not drink coffee, he or she 

was asked to end the survey. 

 

 Q2. Do you live in Sweden permanently? 

The aim of this study is to identify the Swedish Ethical Consumer, and therefore it is of 

crucial matter that the sample consists of people who live in Sweden. The people who 

do not live in Sweden were asked to end the survey, because their answer is irrelevant 

for us. 

 

 Q3. Gender 

 Q4. Age 
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 Q5. Education level 

 Q6. Occupation 

 Q7. Culture 

 Q8. Income 

These questions are of greatest importance when it comes to identifying who the 

Swedish Ethical Consumer is. We wanted to see if the demographics, for example, men 

and women, or different ages, have any impact on whether consumers buy or do not buy 

Fairtrade coffee. All these extraneous variables are important for the data analysis, and 

to see if there is any connection between those variables and the fact if the respondent 

buys Fairtrade coffee or not. 

 

 Q9. Are you interested in politics? 

This question is important since one of our hypotheses is based on our belief that 

political interested people are more socially conscious.  

 

 Q10. How important is the price when you buy coffee? 

Question 10’s answer is a five-point Likert scale. In the answer, the respondents were 

able to choose an alternative between 1 (not important at all) and 5 (very important). 

This question is relevant for the study because we think that the price is one of the most 

important existing factors that affects if a consumer buys or do not buy Fairtrade coffee. 

 

 Q11. How much do you consider that you know about Fairtrade? 

The answer of this question, as Q9, is also based on a five-point Likert scale: 1 (not 

much) to 5 (very much). One of the factors in the environmental stimuli is information. 

We think that lack of information about what Fairtrade stands for, discourages people 

from buying Fairtrade coffee and acting like an ethical consumer.  

 

 Q12. How important do you think Fairtrade is? 

 Q13. Do you buy Fairtrade coffee? 

These two questions together can create an attitude-behaviour gap. The answers for Q12 

are a five-point Likert scale. If a person answers that he or she thinks that it is important 

with Fairtrade, but later answers that he or she does not buy Fairtrade coffee, we have 

found an attitude-behaviour gap. Earlier foreign studies (De Pelsmacker, et al., 2005; 

De Pelsmacker, et al., 2005) have shown that the attitude-behaviour gap does exist, and 

we want to investigate if it exists in Sweden as well. Of course, it is of crucial matter for 
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this study that we know how many people in our sample that buys Fairtrade coffee, 

since the answers of this question was later compared to answers of the other questions.  

 

 Q14. For what reason would you be willing to buy Fairtrade coffee? 

 Q15. For what reason would you not be willing to buy Fairtrade coffee? 

With these questions, we want to study which reasons that are the most important ones 

when it comes to buying or not buying Fairtrade coffee. The answers are relevant 

because they contribute to accept or reject hypotheses 1, 3, and 5. With help from these 

answers, it will also be easy to analyse how a Swedish consumer thinks and acts. 

 

 Q16. Which factors is of greatest importance when you buy coffee? 

This question is important because we can generalise the answers for this sample, and 

we can separate the ethical consumer (probably chooses Fairtrade) from the non-ethical 

consumer. 

 

 Q17. What/who influences you as a consumer the most? 

The answers of this question are relevant for this study because the theories previously 

discussed claim that a consumer is mostly influences by his or her closest environment, 

as well as commercials and politicians (Blackwell, et al., 2001; Blythe, 2008; 

Honkanen, et al., 2006; Sandhusen, 2008). This is significant because we want to see 

which factor that makes a Swedish consumer act ethically.  

3.7 Reliability 

 

To measure the reliability of a study, there are three questions: 

1. Will the measures yield the same results on other occasions? 

2. Will similar observations be reached by other observers? 

3. Is there transparency in how sense was made from the raw data? 

(Saunders, et al., 2006, p. 149) 

 

There are four main threats to the reliability of a study (Saunders, et al., 2006). The first 

is the subject or participant error. This means that if a person answers a question one 

day, it is not sure that he or she will give the same answer another day. The best thing to 

do to avoid this error is to choose a “neutral” time. Since the survey was self-
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administrated, and the respondents themselves selected when they wanted to answer, we 

could not avoid this issue. The second threat is subject or participant bias. This problem 

is based on that the persons answer the question in the way they think is most pleasant 

for the interviewer. Therefore, anonymity, which was applied in this study, is very 

important to consider in the research design. The third threat is observer error, which 

means that if there is more than one interviewer, the risk of using different ways of 

asking questions to elicit answers is higher. It is important to have a well-planned 

structure through the whole interview to avoid this threat. The fourth, and last, threat is 

observer bias.  This means that the observers interpret the answers in different ways 

(ibid.). Both threat three and four, was avoided by using a self-administrated survey.  

3.8 Validity 

 

Saunders, et al., (2006, p. 150) describe the validity of a study in the following way: 

“Validity is concerned with whether the findings are really about what they appear to be 

about. Is the relationship between two variables a causal relationship?” There are 

several threats to the validity of a study: (1) history, (2) testing, (3) instrumentation, (4) 

mortality, (5) maturation, and (6) ambiguity about causal direction (ibid.).  

 

The only threat that we found relevant for this thesis was the history. The threat of 

history is based on if there had been any relevant attention to the product recently. This 

can affect the target group and have a misleading effect on the results of the study 

(Saunders, et al., 2006). Since there have not been any unusual attention to Fairtrade 

coffee recently, this issue was avoided. 

3.9 Generalisability 

 

According to Saunders, et al., (2006), generalisability can also be named external 

validity. To be able to generalise, it is possible that your findings can be used in other 

researches. In this thesis we were not able to generlise for the whole Swedish 

population. This research was conducted on a large population, but through a snowball 

sampling technique. The snowball sampling lead to difficulties in the generalisability 

since there is a risk that the sample is not representative for Swedish coffee drinking 
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consumers (Bryman & Bell, 2011; Saunders, et al., 2006). Hence, the result of this 

study might only be representative for this sample. 
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4 Analysis 

 

In this chapter, the empirical findings and analysis is presented. It starts with an 

introduction of the sample that was collected. Second, the empirical findings and tests 

are presented. The hypotheses and research proposal are later tested, and finally the 

chapter ends with a critical discussion and conclusion. 

4.1 Sample and types of data 

 

The population of this thesis is Swedish coffee consumers and the sample was collected 

through snowball sampling technique. It was conducted through Facebook. There were 

141 responses, and 30 were excluded since those respondents of these did not drink 

coffee, were not permanently living in Sweden or did not answer the questionnaire 

completely. Due to this fact, 111 answers were adequate for this analysis.  

 

In this study, two types of data were used: categorical and numerical. The majority of 

the data is categorical. Categorical data cannot be measured quantitatively (Saunders, et 

al., 2006). The categorical data are instead studied in a qualitative way. Below, a table 

(Table 4.1) of the variables and which type of data they are is displayed. 

 

Table 4.1 Variable list  

Variable Operationalisation Type 

Extraneous Gender Categorical 

Extraneous Age Categorical 

Extraneous Education level Categorical 

Extraneous Occupation Categorical 

Extraneous Income Categorical 

Independent Price Categorical/Numerical 

Independent Attitudes Numerical 

Independent Brand Categorical 

Independent Information Numerical 

Independent Conscience Categorical 

Independent Attitude-behaviour gap Categorical/Numerical 

Independent Politics Categorical 

Independent Commercial impact Categorical 

Dependent Ethical consumer behaviour Categorical/Numerical 
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4.2 Empirical findings 

 

In this section of the chapter, the empirical findings are presented. The different types of 

variables are posed. First come, the extraneous variables, since they are important to 

explain the sample more deeply. Second, the independent variables and third, the 

dependent variable are presented. In this section, descriptive statistics are presented for 

numerical variables, and frequencies are presented for categorical variables. The 

different variables are displayed in table 4.1. 

4.2.1 Dependent variable 

The dependent variable in this thesis is “Ethical Consumer Behaviour”. This variable is 

measured by the answers of question 13: “Do you buy Fairtrade coffee?” Here, the 

answers are presented as frequencies statistics. This question could be answered with 

three alternatives: yes, sometimes and no. Since there was a very low frequency of the 

answer yes, and relatively high frequency of sometimes, we decided to collapse the 

table and put yes and sometimes together as one answer. The answer of this question is 

essential if the respondent is an ethical consumer or not. 45.9% answered yes or 

sometimes on this question and 54.1% answered no. The answers from the respondents 

on the question “Do you buy Fairtrade coffee?”, are likely affected by different 

independent variables (for our examples, see 4.2.2 below). Therefore, we consider 

“ethical consumer behaviour” as a dependent variable for this study.  

 

Table 4.2 Frequency statistics (Do you buy Fairtrade coffee?) 

 

4.2.2 Independent variables 

The independent variables affect and change the dependent variable (Saunders, et al., 

2006). Some of the independent variables (brand, conscience, and commercial impact) 

are studied as alternatives (together with other factors) in the survey questions. They 
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are presented as frequencies together with the other answer alternatives in the 

questions. The rest of the independent variables (attitudes, price, and information) are 

presented as descriptive statistics. Since the attitude-behaviour gap is a combination of 

two different variables (Ethical Consumer Behaviour (see 4.3.1) and Attitudes (see 

below)), it is not presented as frequencies or descriptive statistics in this section.  

 

Table 4.3 shows the attitudes about Fairtrade coffee, and how important the 

respondents think it is. This is measured with a five-point Likert scale with 1 as ”not 

important at all” and 5 as ”very important”. According to this sample, the mean is 3.04, 

which shows that the respondents are indifferent, but more towards important than not 

important. 

 

Table 4.3 Descriptive statistics (attitudes) 

 

 

Table 4.4 shows how important the respondents think the price of coffee is. This is also 

measured in a five-point Likert scale. 1 is”not important at all” and 5 is”very 

important”. The mean is 2.92 and shows that the respondents are indifferent about the 

price, but more towards not important than important. 

 

Table 4.4 Descriptive statistics (price)  

 

 

Table 4.5 displays how much the respondents consider that they know about Fairtrade. 

Also here, a five-point Likert scale is used here to measure the mean, which is 2.91. 

This sample is indifferent but it seems like they do not know very much about Fairtrade. 
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Table 4.5 Descriptive statistics (information) 

 

 

The frequency statistics table 4.6 below shows which factor is most important for the 

respondents when they buy coffee. The independent variable in this question is brand 

(taste), which has the highest answer frequency, 83%.  

 

Table 4.6 Frequency statistics (brand)  

 

 

Table 4.7 shows the different reasons for buying Fairtrade coffee. The independent 

variable in this question is ”Improve my conscience”, which was not the best reason to 

buy Fairtrade coffee according to this sample. It only had 24.1% of the answers. The 

best reason according to this sample (42%) was “Because I care”.   

 

Table 4.7 Frequency statistics (conscience) 

 

 



The Insights About the Swedish Ethical Consumer  A Study on Consumer Behaviour Towards Fairtrade  

 

- 42 - 
 

This table, table 4.8, shows what influence the respondents as consumers the most. The 

independent variable here is commercial impact, and it was not the most influential 

factor (13.4%). What influence the respondents of this sample the most is family/friends 

(62.5%). 

 

Table 4.8 Frequency statistics (commercial impact) 

 

4.2.3 Extraneous variables 

The extraneous variables affect the dependent and can be used as an alternative 

explanation for the results together with the independent variable (Saunders, et al., 

2006). Statistics and analysis of the extraneous variables are presented in section 4.4 

below. The variables are cross tabulated with the question “Do you buy Fairtrade 

coffee?”. The result helped us to profile the Swedish Ethical Consumer. 

4.3 Who is the Swedish Ethical Consumer? 

 

This section of the analysis chapter presents the findings of what profile the Swedish 

Ethical Consumer has. The consumer’s culture is discussed in the Black Box Theory. 

87.4% (see Appendix 3) of the respondents in our study were Protestant-European 

(Nordic Germanic). We decided to not include the variable “culture” for this analysis, 

because the sample is much distorted. The answers of “Do you buy Fairtrade coffee?” 

are cross-tabulated with the extraneous variables. As mentioned in section 4.3.1 The 

dependent variable, the answers “yes” and “sometimes” have been collapsed because of 

lack of the answer “yes”. There is also an alternative profile for the Swedish Ethical 

Consumer. This is because the sample is distorted. Therefore, the results in the 

alternative profile are measured within the variables. Example: age (Table 4.10). If we 
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only look at the result within “Do you buy Fairtrade coffee?”, respondents between 18 

and 30 stands for 70.6% of the ones that answered that they buy Fairtrade coffee. But, if 

we only look at the result within age we have another result: 54.5% of the respondents 

over 50 years old buy Fairtrade coffee. If we compare this to respondents between 18 

and 30 years (45.6% buy Fairtrade coffee), we find that it is more popular to buy 

Fairtrade coffee among the oldest respondents than among the younger respondents.  

4.3.1 Gender 

The majority (60.8%) of the people who claim that they buy Fairtrade coffee always or 

sometimes are women. This leads to the conclusion that the Swedish Ethical Consumer 

is a woman according to this sample. 

 

Table 4.9 Gender 
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4.3.2 Age 

The majority (70.6%) of the respondents who claim that they buy Fairtrade coffee 

always or sometimes are between 18 and 30 years old. Hence, the Swedish Ethical 

Consumer is between 18 and 30 years old, according to this sample. 

 
Table 4.10 Age  
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4.3.3 Education level 

The majority (56.9%) of the respondents, who claim that they buy Fairtrade coffee 

always or sometimes, have a university, college, or higher vocational education (well 

educated). The Swedish Ethical Consumer is, therefore, well-educated according to this 

sample. 

 

Table 4.11 Education 
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4.3.4 Occupation 

The majority (60.8%) of the respondents who claim that they buy Fairtrade coffee 

always or sometimes, works for a living. The Swedish Ethical Consumer works, 

according to this sample 

 

Table 4.12 Occupation  

 

 

4.3.5 Income 

The relative majority (49%) of the respondents who claim that they buy Fairtrade coffee 

always or sometimes earn less than 20 000:- per month. The Swedish Ethical Consumer 

has a low-income, according to this sample. 
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Table 4.13 Income  

 

 

4.3.6 Profile of the Swedish Ethical Consumer  

The result for the profile of the Swedish Ethical Consumer is measured by the most 

frequent answers: 

 Female 

 18 – 30 years old 

 Well educated (University/College/Higher vocational education) 

 Works for a living 

 Low-income (less than 20 000:- per month) 

 

As mentioned before, we found an alternative profile for the Swedish Ethical 

Consumer. This is made because the sample is distorted and the frequency of younger 

respondents, between 18 and 30 years old, was very high and we think that this is not a 

fair representation for the Swedish Ethical Consumer. Therefore we want to highlight 

the alternative profile for this sample: 

 Female 

 50 years or older 

 High school education 

 Work (3 respondents were unemployed and 66.7% of them buy Fairtrade coffee, 

but we do not think that would be a fair view) 
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 Income 25 000 – 30 000:- per month 

4.4 Hypotheses testing 

 

In this part, the hypotheses are tested and either they are accepted or rejected. A chi-

square test was used to show the significance of the hypotheses. When testing if the 

hypothesis is significant, the chi-squared probability (P) needs to be equal or less than 

0.05 to be accepted. We chose a chi-square test because that was a good way to see if 

we could accept or reject our hypotheses. Every hypothesis is here presented with a 

small explanation, a statement about the answers according to the percentage result, and 

at last: if the hypothesis is shown to be statistically significant or not. From that the 

hypothesis is accepted or rejected. The dependent variable in all hypotheses is Ethical 

Consumer Behaviour. This variable is measured with the question “Do you buy 

Fairtrade?”, and if the respondent answered “yes” or “sometimes”, we consider him or 

her as an ethical consumer. The dependent variable is cross tabulated with the eight 

different independent variables to see if there are any relationships between them. 

 

4.4.1 (H1) The price of Fairtrade coffee is negatively related to Ethical Consumer 

Behaviour. 

This thesis’s first hypothesis is developed from the Black Box Theory. The dependent 

variable is cross tabulated with the independent variable price (measured with the 

question “How important is the price when you buy coffee?”), to see if there is a 

relationship between the variables. The result was following: 38% of the respondents 

that buy Fairtrade coffee are indifferent with the price, and 43.3% of the respondents 

who do not buy Fairtrade coffee are also indifferent with the price. We cannot prove a 

relationship between these two variables, since the test is not significant (P=0.552). This 

leads to rejection of hypothesis one. We cannot prove that the price of Fairtrade coffee 

is negatively related with ethical consumer behaviour, with this sample.  
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Table 4.14 Hypothesis 1 

 

 

4.4.2 (H2) Positive attitudes towards Fairtrade coffee are positively related to Ethical 

Consumer Behaviour. 

According to the Black Box Theory, attitudes are of crucial matter in the consumer 

behaviour (Sandhusen, 2008). The dependent variable is cross tabulated with the 

independent variable attitudes, shown in the question “How important do you think 

Fairtrade is?”. The answering alternatives are in this table collapsed to three different 

answers instead of five: “Not important/less important”, “Indifferent”, and 

“Important/very important“. This is done because it gave a more fair result and 

decreased the spread of the answers. The result of the test is that 54.9% of the 

respondents that buy Fairtrade think it is very important/important with Fairtrade. Of 

the respondents that answered “no” on the question “Do you buy Fairtrade coffee?”, 

54.2% think it is not important or less important with Fairtrade. The test is significant 

and we accept this hypothesis (P=0.000). Therefore, given our sample, positive attitudes 

towards Fairtrade are related to ethical consumer behaviour.  
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Table 4.15 Hypothesis 2  

 

 

 

4.4.3 (H3) Brand familiarity is negatively related to Ethical Consumer Behaviour. 

People often seem to buy a brand which they have experience with and knowledge of 

the taste (Sandhusen, 2008). Therefore, the Black Box Theory led us to develop 

hypothesis three. The independent variable brand is measured with the question 

“Who/what affects you as a consumer the most?”. This variable is cross tabulated with 

the dependent variable and the answering alternatives are collapsed to only “Known 

taste/brand” and “Others”. This is because we want to highlight the independent 

variable against all the other alternatives (see appendix 2). The result of this test showed 

that the respondents who buy Fairtrade coffee and are affected by a known brand/taste 

were 80.4%. 86.7% of the respondents that do not buy Fairtrade coffee also claim that 

they are affected by a known brand/taste. Even if the numbers are very convincing, and 

show that a known brand/taste is the most important factor, this test is not significant. 

This contributes to a rejection of the hypothesis (P=0.443). This means that we cannot 

prove that brand familiarity is negatively related to ethical consumer behaviour, with 

this sample. 
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Table 4.16 Hypothesis 3   

 

 

4.5.4 (H4) Lack of information about Fairtrade coffee is negatively related to Ethical 

Consumer Behaviour. 

Earlier studies have shown that there is a lack of information in Fairtrade coffee (De 

Pelsmacker, et al., 2005). The dependent variable is cross tabulated with the 

independent variable information (“How much do you know about Fairtrade?”). The 

table is collapsed to three answering alternatives, instead of five: “Nothing/little”, 

“medium”, and “Much”. The result of the test shows that 52.5% of the respondents, 

who buy Fairtrade coffee, know much about Fairtrade. 52.5% of the respondents who 

do not buy Fairtrade coffee know nothing or little about Faritrade. There is a 

relationship between these two variables and the test is significant. Therefore, we can 

accept this hypothesis (P=0.002): given our sample, lack of information is negatively 

related to ethical consumer behaviour.  

 

Table 4.17 Hypothesis 4  
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4.5.5 (H5) A consumer’s conscience is positively related to Ethical Consumer 

Behaviour. 

The assumption in hypothesis five is that consumers buy Fairtrade coffee to improve 

their conscience. The independent variable, conscience, is measured with the question 

“For what reason would you buy Fairtrade coffee?”. This table is collapsed to “Improve 

my conscience” and “Others” to highlight the independent variable. 68.6% of the 

respondents who answered “Yes” or “Sometimes” stated that they have other reasons 

(see appendix 2) to buy Fairtrade coffee than to improve their conscience. The test is 

not significant. Therefore, the hypothesis is rejected (P=0.125) and, we cannot prove 

that a consumer’s conscience is positively related to ethical consumer behaviour, given 

this sample.  

 

Table 4.18 Hypothesis 5  

 

 

 

4.5.6 (H6) The attitude behaviour gap is negatively related to Ethical Consumer 

Behaviour. 
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Hypothesis six treats the attitude-behaviour gap. De Pelsmacker, et al., (2005) claim 

that there is an existing attitude-behaviour gap. This means that people claim that they 

care about Fairtrade, but do not buy it. The dependent variable is cross tabulated with 

the independent variable attitude-behaviour gap, measured with the question “How 

important do you think Fairtrade is?”. Also this table is collapsed to three answering 

alternatives instead of five (see appendix 2). 20.3% of the respondents claim that they 

care about Fairtrade, but do not buy it. Here we have a small attitude-behaviour gap in 

our sample. The test is significant. As a result, we can accept the hypothesis (P=0.000). 

The attitude-behaviour gap exists in this sample and is negatively related with ethical 

consumer behaviour. 

Table 4.19 Hypothesis 6  

 

 

 

4.5.7  (H7) An interest in politics is positively related to Ethical Consumer Behaviour. 

Hypothesis seven was developed from the fact that the environment and sustainable 

development are often discussed among politicians (Utrikesdepartementet, 2011). It was 

also developed from the Black Box Theory as an environmental factor (Sandhusen, 

2008). The dependent variable is cross tabulated with the independent variable, politics, 

measured with the question “Are you interested in politics?”. This table is collapsed 

from three to two answering alternatives (see appendix 2). The result shows that 52.9% 

of the respondents, who buy Fairtrade, are interested in politics and 47.1% are not 

interested. There is no notable difference between the interests in politics or not for the 

respondents who buy Fairtrade coffee. This test is not significant and the hypothesis is 

rejected (P=0.570). We cannot prove that politics is positively related to ethical 

consumer behaviour, given this sample.  
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Table 4.20 Hypothesis 7  

 

 

4.5.8 (H8) The commercial impact is positively related to Ethical Consumer 

Behaviour. 

The independent variable, commercial impact, is taken from the Black Box Theory 

(promotion) (Sandhusen, 2008). This independent variable is measured with the 

question “Who/what affect you as a consumer the most?”. The answering alternatives in 

the table are collapsed to “Commercial” and “Others” (see appendix 2) to highlight the 

independent variable. 84.3% of the respondents, who buy Fairtrade coffee, claim that 

they are most affected by other reasons than commercials. Only 15.7% of the 

respondents, who buy Fairtrade coffee, are mostly affected by commercials. This test is 

not significant. We cannot prove that there is a relation between the variables. 

Therefore, hypothesis eight is rejected (P=0.586). Given our sample, we cannot prove 

that commercial impact is positively related to ethical consumer behaviour.      

 

Table 4.21 Hypothesis 8  
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4.6 Analysis of Hypotheses 

 

In this section the empirical findings are discussed and analysed for the hypotheses. The 

empirical findings are linked with the literature review, possible explanations to the 

outcome of the hypotheses are discussed, and conclusions are drawn. Below, a table of 

the outcome of the hypotheses can be displayed (Table 4.22). We want to highlight that 

the result is only valid for this sample, and it is not general statements about the 

Swedish ethical consumer. 
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Table 4.22 Hypotheses outcome  

 

 

4.6.1 Analysis of Hypothesis 1 

In chapter 2, the price of Fairtrade coffee is discussed as an important factor. According 

to the articles from De Pelsmacker, et al., (2005) and Griskevicius, et al., (2010), the 

price is of crucial matter, since the price of Fairtrade products is often higher than 

regular products. Hypothesis 1 was construced from the assumption that the high price 

would discourage people from buying Fairtrade coffee. The result showed that the 

respondents were mostly indifferent to the importance of the coffee price, and therefore, 

the assumption was wrong. According to the chi-square test, we cannot prove any 

relationship between price and ethical consumer behaviour, since the test was not 

significant. This lead to that the hypothesis is rejected (P=0.552). An explanation to this 

outcome is that coffee is an everyday good that many people cannot live without; 

therefore they are indifferent to the price of coffee. This study implicates that many 

people in the sample buy the coffee they want, without no thinking further about the 

price.  

4.6.2 Analysis of Hypothesis 2 

Theories about attitudes (De Pelsmacker, et al., (2005); De Pelsmacker, et al., (2005); 

Blackwell, et al., (2001); Kotler, et al., (2001); Griskevicius, et al., (2010); Sandhusen, 

(2008)) state that this is one of the most important factors when it comes to consumer 

buying behaviour. Since it was such a frequently discussed factor, we assumed that it 

would be relevant for our study, and developed a hypothesis about this. The answer 

frequency was very convincing towards an accepting of the hypothesis, and the chi-

square test showed that it was significant, and therefore also accepted (P=0.000). An 

explanation to this is that a person’s attitude is formed by his or her environment. If the 

earlier experiences of Fairtrade are positively formed, the attitudes also become 

Hypothesis Outcome 

1 Rejected 

2 Accepted 

3 Rejected 

4 Accepted 

5 Rejected 

6 Accepted 

7 Rejected 

8 Rejected 
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positive. We think that people connect the word “Fairtrade” with good things, and 

becomes positive about it.   

4.6.3 Analysis of Hypothesis 3 

In section 2.3.1 about Consumer Social Responsibility, the issue of making an ethical 

buying decision or not is discussed. Devinney, et al., (2006) claims that all factors need 

to be right for the consumer to still fit into the ethical market. Prefecences about the 

brand are central for making the ethical buying decision or not. If the brand does not fall 

into the consumer’s taste, he or she will probably reject it. The result of the test showed 

that a majority of the respondents who buy Fairtrade coffee is affected by the fact that 

the brand/taste of the coffee is known. This frequency is convincing that the hypothesis 

should be accepted, but when testing the result with a chi-square test, we could see that 

it is not significant. This contributes to a rejection of the hypothesis (P=0.443). This 

means that we cannot prove that the brand familiarity is negatively related to ethical 

consumer behaviour. Although, the high frequency of respondents that chose 

“Brand/taste” shows that the brand is very important. An explanation to this is that 

people are convenient and it is easy to buy products that you know well.  

4.6.4 Analysis of Hypothesis 4 

Based on theories about knowledge and information about products, we assume that 

people, who do not possess much information about Fairtrade coffee, are not likely to 

buy it. The result of the test showed that a majority of the respondents that buy Fairtrade 

coffee also know much about Fairtrade. A majority of the respondents, who do not buy 

Fairtrade coffee, know nothing or little about Faritrade. From that frequency, we can 

assume that there is a relationship between knowledge and ethical consumer behaviour. 

Testing the hypothesis showed that it was significant. Therefore, we can accept this 

hypothesis (P=0.002). Given our sample, lack of information is negatively related to 

ethical consumer behaviour. This outcome supports previous work (De Pelsmacker, et 

al., (2005); De Pelsmacker, et al., (2005); Loureiro & Lotade, (2005)), information and 

knowledge as central for consumer behaviour. It is concluded that consumers need to 

receive more information about ethical products. A consumer’s knowledge is defined as 

information of the product, which is stored in the consumer’s memory. There are two 

types of consumer knowledge: the product’s existence and the product’s attributes. 
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(Blackwell, et al., 2001). It is obvious that people do not buy products that they do not 

know exist or how it works, and this study reinforces this statement. 

4.6.5 Analysis of Hypothesis 5 

Promotion for ethical products is often designed to make the consumers feel shame or 

guilt (Kotler, et al., 2001). Hypothesis five was developed from the assumption that 

people buy Fairtrade coffee for selfish reasons: to improve their conscience. We found 

that a majority of the respondents answered another alternative than improve their 

conscience. However, improve the conscience was regarded as the second most 

important reason for buying Fairtrade coffee (see appendix 4). By only looking at the 

frequency, it is convincing that the hypothesis should be rejected. When testing the 

result is not significant since there is no relationship between the variables (conscience 

and ethical consumer behaviour). Therefore, the hypothesis is rejected (P=0.125). We 

cannot prove that a consumer’s conscience is positively related to ethical consumer 

behaviour, given this sample. The explanation for this might be that the most people do 

buy Fairtrade for the greater good, and not for their own sake.  

4.6.6 Analysis of Hypothesis 6 

The attitude-behaviour gap is discussed in the literature review. From the study, we 

found that about a fifth of the respondents who do not buy Fairtrade coffee, claim that 

they think Fairtrade is important. From that, we can assume that the hypothesis should 

be accepted. The test showed a relationship between the variables and the test is 

significant. As a result, we can accept the hypothesis (P=0.000): the attitude-behaviour 

gap is negatively related with ethical consumer behaviour. One possible explanation for 

this attitude-behaviour gap is that people think that an individual cannot make a 

difference by him- or herself. They do care about Fairtrade, but not enough to be willing 

to try to affect the issue. Another explanation is that the benefits of Fairtrade coffee are 

probably not equal or greater than the costs for some people. A third explanation would 

be that these people have heard about Fairtrade as a positive thing, but do not really 

know what it stands for. Therefore, they claim that they think it is important, but since 

they have a lack of information, they do not buy it.  
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4.6.7 Analysis of Hypothesis 7 

The Black Box Theory mentions politics as an important environmental factor 

(Sandhusen, 2008). Environment and sustainable development is frequently discussed 

among politicians, and we assumed that an interest in politics could affect ethical 

consumer behaviour. In the study we found that the frequency showed an almost equal 

result between the ones who are interested in politics and not. The hypothesis was 

rejected since there was no relationship between the variables (P=0.570). Given our 

sample, we cannot prove that politics is positively related to ethical consumer 

behaviour, given this sample. A possible explanation for this is that the most 

respondents in our sample is interested in politics, but not in an active way (see 

appendix 5). Of the few who actually were interested in politics, everyone buy Fairtrade 

coffee. Only being interested, and not active, have no impact of the ethical buying 

behaviour in our sample.  

4.6.8 Analysis of Hypothesis 8 

Promotion is discussed in chapter two, as a factor which has impact on the buying 

behaviour. From promotion, consumers receive information about products and their 

functions. In the study we found that a majority of the respondents chose another 

alternative than commercial impact. From that we could assume that the hypothesis 

should be rejected, and by testing it we could see that the result was not significant. The 

hypothesis is rejected (P=0586), and we cannot prove that commercial impact is 

positively related to ethical consumer behaviour. The most likely explanation for this is 

that people are more affected by their friends and families, which the study shows for 

our sample (see appendix 6). Another possible explanation is that the consumers in the 

sample are supplied with too much information about different products. In the end they 

become confused about it and are not affected by the commercial messages anymore. 

This match the findings of De Pelsmacker, et al., (2005), discussed in section 2.2.4. 
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5 Conclusion 

 

The fifth and last chapter of this thesis consists of five parts: (1) Summary of thesis, (2) 

Conclusion, (3) Critical review, (4) Practical relevance, and (5) Future implications. In 

this chapter the whole thesis is summarised and concluded, and a new model is 

presented.  

5.1 Summary of Thesis 

 

The background for writing this thesis was that Fairtrade is today a very popular issue, 

and consumer behaviour studies are a big part of marketing. Therefore, we wanted 

study Fairtrade in relationship with consumer behaviour. The aim of this study was to 

identify who can be considered as the Swedish Ethical Consumer, by demographics, 

and identify which factors that affect him or her. The factors are taken from the Black 

Box Theory (which was the main theory for this study), and contain marketing stimuli 

(product, price, place, and promotion), environmental stimuli (economics, political, 

cultural, demographics), buyer’s characteristics (attitudes, motivations, perceptions, 

lifestyle, and knowledge), decision process, and the buyer’s response. The decision 

process and buyer’s response was discussed to receive a deeper understanding about the 

consumer buying behaviour. Several theories and articles about ethical consumer 

behaviour are discussed: Fairtrade as a Status Symbol (Griskevicius, et al., 2010), 

Social and Environmental Concern (Honkanen, et al., 2006), The Ethical Consumer (De 

Pelsmacker, et al., 2005), Consumer Social Responsibility (Devinney, et al., 2006), and 

Social Responsible Consumer Behaviour (Mohr, et al., 2001). From all these theories, 

eight hypotheses were developed. To be able to either accept or reject the hypotheses, 

we had to collect data to support the theories. This data was collected through a survey 

about coffee consumption in Sweden. The sample was Swedish coffee drinking 

consumers. The survey was a self-administrated questionnaire, conducted online 

through Facebook. We used a snowball sampling technique to spread the survey. From 

the result of this study we found the following information: 

 Who the Swedish Ethical Consumer is, according to this sample. 

 Hypotheses 2, 4 and 6 were accepted, and 1, 3, 5, 7 and 8 were rejected. 

 The most affective factors are: product, demographics, attitudes, and knowledge, 

according to this sample. 
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5.2 Conclusion 

 

Fairtrade is an important issue today, and consumer behaviour is central for marketing. 

This was interesting to study, since there was no previous relevant Swedish study in this 

field. The purpose of this thesis was to identify who can be considered as the Swedish 

Ethical Consumer, and identify which factors that influence him or her. We also wanted 

to study the relationships between consumer related, environmental related, and product 

related factors. Do the different factors have any effect on eachother? The research 

question was stated as follows: 

 

Which existing factors influence the Swedish consumer to act with an ethical behaviour 

when buying Fairtrade coffee?  

 

Theories and models within the fields of consumer behaviour and Fairtrade 

consumption helped us to develop hypotheses. These hypotheses gave us the 

opportunity to answer the research question. Hence, eight hypotheses were created. 

From the acceptations (H2, H4, and H6) and rejections (H1, H3, H5, H7, and H8) of the 

hypotheses a new model for the Ethical Consumer was developed: the Swedish Ethical 

Consumer Model: 

Figure 5.1: The Swedish Ethical Consumer Model 



The Insights About the Swedish Ethical Consumer  A Study on Consumer Behaviour Towards Fairtrade  

 

- 62 - 
 

One of the aims of this thesis was to find out which factors that affect the Swedish 

ethical consumer the most. The Black Box Theory shows which chosen factors that are 

relevant for consumer behaviour for this purpose. The Black Box model (see figure 2.1, 

page 9) shows factors, which affect consumer behaviour in general. The survey in this 

thesis was developed from this model. The answers of the questions were based on the 

factors to determine which of them are the most influential on the Swedish Ethical 

Consumer. From the answers, we have been able to analyse the essential factors. 

 

In table 5.1, the buyer’s response is excluded because it was only exposed because we 

wanted to understand the consumer behaviour further. Following factors were 

mentioned from the beginning: 

 

Table 5.1 Factors from the Black Box Theory 

Environmental factors   Buyer's black box 

Marketing stimuli Environmental stimuli 

Buyer's 

characteristics 

Product Economic Attitudes 

Price Political Motivations 

Place Cultural Perceptions 

Promotion Demographics Lifestyle 

  

Knowledge 

 

From the marketing and environmental stimuli, one factor from each category was 

found to be most affecting: Product (see table 4.16, page 50) and demographics. Given 

our sample, this matches Devinney’s, et al., (2006) findings about special preferences 

regarding different brands (see 2.3.1). By comparing ethical consumer behaviour in 

demographics, we found differences between the different factors, such as age and 

income (see 4.4). From the buyer’s black box two distinguishing factors were found: 

Attitudes and knowledge. It seems like a majority of the respondents who think that 

Fairtrade is important (attitudes) also do buy it (see table 4.19, page 51). Also, the 

respondents who possess much information (knowledge) about Fairtrade tend to buy it 

(See table 4.17, page 50).  

 

The Swedish Ethical Consumer is action oriented, according to this sample. How do we 

know that he or she is action oriented, and not status oriented? In table 5.2, we can see 

that there are more respondents who answered that the reason if they would buy 
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Fairtrade coffee is “Because I care” (action oriented), and not “I care about what other 

people think” (status oriented). The answering alternatives are collapsed in this table, all 

alternatives that considered a consumers environment were collapsed to one alternative, 

“I care about what other people think of me” (see appendix 4). 

 

Table 5.1 Status or action oriented ethical consumer 

 

 

Given our sample we found that the Swedish Ethical Consumer is a female with an age 

between 18 and 30. She is well-educated (University/College/Higher vocational 

education), she works for a living, and has a low income (less than 20 000:- per month). 

We also found an alternative profile, which we think is more fair according to the 

distorted sample: female, 50 years or older, high school education, works, and middle-

income (25 000 – 30 000:- per month). 

 

To conclude, this result came from a small sample, 111, that can not be generalised. The 

sample is slightly distorted, and should not be used for further researches. Although, 

some findings were very interesting and matched previous studies well. With help from 

the literature review and the survey, we could be able to answer the research question in 

a satisfying way. What we have learned from this study is that the Swedish Ethical 

Consumer has preferences about the coffee brand. Also, knowledge about Fairtrade is 

needed if the consumers should buy it, and the consumers seems to be more influenced 

by friends and families, rather than promotion. Additionally, Mohr, et al., (2001) claim 

that social responsible consumer behaviour means that consumers rejects non ethical 

products (see 2.3.2). We claim that a person can be considered as an ethical consumer 

by having Fairtrade on his or her mind, and sometimes also buy it. No one can do 

everything, but everyone can do something.  
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5.3 Critical Review 

 

This thesis’s purpose was to identify who could be considered as the Swedish Ethical 

Consumer and identify which factors that influence him or her in the purchasing 

decision. The results from the study show who the Swedish Ethical Consumer is and 

which factors affect her most, according to this sample. However, since we used a 

snowball sampling technique, our sample was subjective because the survey was 

conducted on Facebook where our friends and their friends could answer the 

questionnaire. Even if the survey was made statistically, the generalisability was 

reduced. The result of the survey only represents our sample. A critical reflection is that 

we could have used another sampling technique to collect the data. Maybe the result 

would be more reliable for generalisability if we had used another technique. We could 

also have used another method, for example experiments or in-depth interviews with a 

target group. Another possibility to receive more significant data would be to use 

statements instead of questions in the survey.  

5.4 Practical Relevance 

 

As previous research focus on the ethical consumers’ attitudes and beliefs, the aim of 

this study was to fill the academic gap in the field of Swedish Consumer Behaviour on 

Fairtrade coffee. Also, try to identify who the Swedish Ethical Consumer was. There 

have been similar studies in other countries in this field, but not in Sweden and on 

Swedish consumers. Therefore, this research possesses some academic value. This 

thesis’s results and the conclusion made from the results can in practical purposes be 

valuable for companies which provide Fairtrade coffee. The conclusion of this thesis 

could be used as a guideline and tool for companies to brand a new product. It could 

also be helpful for organisations to provide more information about Fairtrade to the 

consumers.   

5.5 Future Research 

 

Future research within this field could be to study consumer behaviour under a longer 

time. Since we had a short time limit, we could not get a high answers frequency. If a 

study was conducted over a longer time, probably it would give more answers to the 
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survey. Further, we think that a different type of method could be used. To use a 

qualitative study, with in-depth interviews or mystery shoppers method could reveal 

different factors to this field of research. Additionally, a research could also be 

conducted on study consumer behaviour studies of other Fairtrade products. This would 

be interesting to study and see if there are any differences in the consumer behaviour, 

and to see if there are any differences between other Fairtrade products and Fairtrade 

coffee. This type of study could also be taken to a higher level within the information 

field. It could be conducted in favour for a Fairtrade company, and study how 

consumers can be better informed about the Fairtrade concept. 
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Appendix 1: The questionnaire (Swedish)  

 

En undersökning av konsumentbeteende gällande kaffe 
Vi är två studenter som skriver vår kandidatuppsats i företagsekonomi. Denna uppsats 

handlar om konsumentbeteende kring köp av Fair Trade-kaffe. Fair Trade arbetar för en 

hållbar utveckling i mindre utvecklade länder. Genom Fair Trade får kaffeodlarna bättre 

arbetsvillkor och möjlighet till högre livskvalitet. Med vår undersökning vill vi 

identifiera vilka existerande faktorer som påverkar val av kaffesort samt ta reda på 

"vem" den etiska konsumenten är. Svaren på enkäten kommer att vara anonyma. Det 

går bara att välja ett alternativ på varje fråga. Tryck på Submit/Skicka när har lämnat 

era svar. Vi är tacksamma för att du tar dig tid att medverka i vår undersökning!  

 

Karolina & Nathalie  

Ekonomprogrammet 

Högkolan Kristianstad  

 

Dricker du kaffe? Om svaret är nej så kan du avsluta enkäten genom att trycka på 

"Submit" längst nere på sidan 

 Ja 

 Nej 

 

Är du permanent boende i Sverige?Om svaret är nej så kan du avsluta enkäten genom 

att trycka på "Submit" längst nere på sidan 

 Ja 

 Nej 

 

Kön 

 Kvinna 

 Man 

 

Ålder 

 -18 
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 19-30 

 31-40 

 41-50 

 51-60 

 61-70 

 70+ 

 

Utbildningsnivå 

 Grundskola 

 Gymnasie 

 Högskola/universitet/KY 

 Övrig eftergymnasial utbildning 

 

Huvudsaklig sysselsättning 

 Studerande gymnasie 

 Studerande högskola/universitet/KY 

 Jobbar 

 Sjukskriven 

 Arbetslös 

 Pensionär 

 

Vilken kultur härstammar du/din familj ifrån? Frågan är relevant därför vi vill 

undersöka om det finns kulturellt samband i konsumentbeteendet. 

 Afrikansk 

 Arabisk-Muslimsk 

 Latinamerikansk 

 Katolsk eurpoeisk (latineuropeisk) 

 Anglosaxisk 
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 Protestantisk europeisk (Nordisk, germansk) 

 Ortodox europeisk 

 Sydasiatisk 

 Konfuciansk 

 Other:  

 

Inkomstnivå 

 <20 000:-/mån 

 20 000 - 24 999:-/mån 

 25 000 - 29 999:-/mån 

 30 000 - 34 999:-/mån 

 35000 - 39 999:-/mån 

 >40 000:-/mån 

 Vill ej lämna svar 

 

 

Är du politiskt intresserad? 

 Ja, aktivt engarerad 

 Ja, fast ej aktivt engarerad 

 Nej 

 Vill ej lämna svar 

 

Hur viktigt är priset när du köper kaffe? 

 
1 2 3 4 5 

 
Inte alls viktigt      Mycket viktigt 

       

Hur mycket anser du dig veta gällande vad Fair Trade står för? 

 
1 2 3 4 5 
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Inget alls      Mycket 

       

Hur viktigt tycker du det är med Fair Trade-kaffe? 

 
1 2 3 4 5 

 
Inte alls viktigt      Mycket viktigt 

       

Köper du Fair Trade-kaffe? 

 Ja 

 Nej 

 Ibland 

 

Av vilken anledning skulle du kunna tänka dig att köpa Fair Trade-kaffe?Välj endast ett 

alternativ 

 För att jag verkligen bryr mig 

 För att jag ska få gott samvete 

 För att det är trendigt 

 För att jag ser det som en statussymbol, att jag har råd att köpa det 

 För att det smakar bättre 

 För att det ska se ut som om jag är socialt medveten 

 Other:  

 

Av vilken anledning skulle du inte köpa Fair Trade-kaffe?Välj endast ett alternativ 

 För dyrt 

 Bryr mig inte 

 Föredrar en annan sort 

 Svårt att finna i butiken 

 Other:  
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Vilken faktor är viktigast när du köper kaffe?Välj endast ett alternativ 

 Pris 

 Fair Trade 

 Smak 

 Enkelt att finna i butiken 

 Other:  

 

Vad/vem/vilka påverkar dig som konsument mest?Välj endast ett alternativ 

 Reklam 

 Politiker 

 Familj/vänner 

 Kända människor 

 Människor i min närmiljö (ej familj/nära vänner) 

 Ingen 

 Other:  
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Appendix 2: The questionnaire (English)  

 

A study of consumer behaviour regarding coffee 

We are two students who write our bachelor thesis in the fields of business 

administration. This thesis studies consumer behaviour about buying Fairtrade coffee. 

Fairtrade seeks to promote sustainable development in less developed countries. 

Through Fairtrade coffee producers receive better working conditions and enhanced 

quality of life. With this study, we wish to identify the existing factors that influence 

choice of coffee type and find out "who" the ethical consumer is. The answers to the 

questionnaire will remain anonymous. You can only choose one option for each 

question. Press Submit / Send when you have submitted your answers. We are grateful 

for you taking the time to participate in our survey! 

 

Karolina & Nathalie  

International Business and Economics Program  

Kristianstad University  

 

Do you drink coffee? If the answer is ”no”, you can finish the survey by the “Submit” 

button at the bottom of the page. 

 Yes 

 No 

 

Are you permanent living in Sweden? If the answer is ”no”, then you can finish the 

survey by the “Submit” button at the bottom of the page. 

 Yes 

 No 

 

Gender 

 Female 

 Man 
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Age 

 -18 

 19-30 

 31-40 

 41-50 

 51-60 

 61-70 

 70+ 

 

Education level 

 Elementary school 

 High school 

 University/College/ Higher vocational education 

 Other 

Occupation 

 Student elementary school/  High school 

 Student University/ College/ Higher vocational education 

 Working 

 Sick leave 

 Unemployed 

 Retired 

 

Which culture originated you/your family from? The question is relevant because we 

want to investigate whether there are cultural context of consumer behaviour. 

 African 

 Arab-Muslim 
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 Latin American 

 Catholic european ( Latin european) 

 Anglo-saxon 

 Protestan european (Nordic, Germanic) 

 Orthodox european 

 South Asian 

 Confucian 

 Other:  

 

Income 

 <20 000:-/month 

 20 000 - 24 999:-/month 

 25 000 - 29 999:-/month 

 30 000 - 34 999:-/month 

 35000 - 39 999:-/month 

 >40 000:-/month 

 Would not provide answer 

 

Are you interested in politics? 

 Yes, actively dedicated 

 Yes, but not actively dedicated 

 No 

 Would not provide answer 
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How important is the price when you buy coffee? 

 
1 2 3 4 5 

 
Not important at all        Very important 

 

How much do you consider that you know about what Fairtrade stands for? 

 
1 2 3 4 5 

 
Nothing      Much 

 

 

How important do you think Faritrade coffee is? 

 
1 2 3 4 5 

 
Not important at all      Very important 

 

 

Do you buy Fairtrade coffee? 

 Yes 

 No 

 Sometimes 

 

For what reason would you buy Fairtrade coffee? 

 Because I really care 

 For me to have a clear conscience 

 Because it is trendy 

 Because I see it as a status symbol that I can afford to buy it 

 Because it taste better 

 To make it look as if I am socailly conscious 

 Other:  
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For what reason would you not buy Fairtrade coffee? 

 Too expensive 

 Do not care 

 Prefer another brand 

 Hard to find in store 

 Other:  

 

Which factor is the most important when you buy coffee? 

 Price 

 Fair Trade 

 Taste 

 Easy to find in store 

 Other:  

 

What/who/ which influences you as a consumer the most? 

 Commercial 

 Politicians 

 Friends/ family 

 Celebrities 

 People in my neighborhood (not family or close friends) 

 No one 

 Other:  
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Appendix 3: The consumer’s culture  
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Appendix 4: Reasons for Buying Fairtrade  
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Appendix 5: Politics  

 

  



The Insights About the Swedish Ethical Consumer  A Study on Consumer Behaviour Towards Fairtrade  

 

- 81 - 
 

Appendix 6: Influencing the consumer  
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Appendix 7: Chi-square test result 
 

(H1) The price of Fairtrade coffee is negatively related to Ethical Consumer Behaviour. 

“How important is the price when you buy coffee?” cross tabulated with “Do you buy 

Fairtrade coffee?” 

 

 

 

 

 

 

 

 

 

(H2) Positive attitudes towards Fairtrade coffee are positively related to Ethical 

Consumer Behaviour. 

“How important do you think Fairtrade coffee is?” cross tabulated with “Do you buy 

Fairtrade coffee?” 

 

 

 

 

 

 

 

 

 

(H3) Brand familiarity is negatively related to Ethical Consumer Behaviour. 

“Which factor is the most important when you buy coffee?” cross tabulated with “Do 

you buy Fairtrade coffee?” 
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(H4) Lack of information about Fairtrade coffee is negatively related to Ethical 

Consumer Behaviour. 

“How much do you know about Fairtrade?” cross tabulated with “Do you buy Fairtrade 

coffee?” 

 

 

 

 

 

 

 

(H5) A consumer’s conscience is positively related to Ethical Consumer Behaviour. 

“For what reason would you buy Fairtrade coffee?” cross tabulated with “Do you buy 

Fairtrade coffee?” 
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(H6) The attitude behaviour gap is negatively related to Ethical Consumer Behaviour. 

“How important do you think Fairtrade coffee is?” cross tabulated with “Do you buy 

Fairtrade coffee?” 

 

 

 

 

 

 

 

 

 

(H7) An interest in politics is positively related to Ethical Consumer Behaviour. 

“Are you interested in politics?” cross tabulated with “Do you buy Fairtrade coffee?” 

 

 

(H8) The commercial impact is positively related to Ethical Consumer Behaviour. 

“Who/what affects you as a consumer the most?” cross tabulated with “Do you buy 

Fairtrade coffee?” 
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