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ABSTRACT 

Due to the increased urbanization in China, the lifestyle among Chinese consumers is changing. The 

awareness of food safety has spread due to repeated food scandals and health issues, which has led to a 

continuously increased purchase of ecological food products. This study examines why and how several 

factors affects this change, through reviewing demographic development, culture, motivational aspects and 

e-commerce. As previous literature on the topic has a main focus on Western cultures, the study develops a 

framework that is applicable in East Asian cultures, due to the differences between a collectivist and 

individualist value system. Furthermore, the question of research is approached by conducting semi-

structured interviews with Chinese exchange students living in Denmark, which is triangulated with 

appropriate secondary literature. The study uncovers the crucial importance of health, subjective norm and 

trust, as well as the positive influence of e-commerce. Moreover, the combination of these factors explains 

the increase of cross-border e-commerce, which can upturn the opportunities for companies located outside 

of China. Ultimately, this study provides business practitioners within the food industry, especially those 

coming from Western countries, with valuable insight that can help them adapt to the Chinese consumers. 
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1. INTRODUCTION 

Ecological consumption is increasing its popularity. As the awareness of “eco-friendly” products arise, so 

does the consumption of the products. This includes the Chinese consumers, where factors such as 

healthiness, food scandals, urbanization and the fast-growing sector of cross-border e-commerce (CBEC) can 

play a major role. Together, this indicates a highly interesting change in the Chinese consumer market.  

 

Looking back, the Chinese population has a long history of being health conscious. One of China’s ancient 

traditions, the Traditional Chinese medicine (TCM), was developed 3000 years ago and demonstrates the 

importance of maintaining a good health and treating diseases. It is seen as a complete system of healing (Yu 

et al., 2006). Chinese people often use medicinal cooking, as they perceive it to protect, prevent and heal 

illness (The Government of Canada, 2010). Furthermore, specific food products are consumed in order to 

achieve health benefits, for example the shark fin is understood as a product from a strong and fierce animal 

that will bring strength to those whom eat it (Clarke et al., 2007). These recognitions might not always be a 

stated fact, as there has been found high levels of mercury in shark fins. Still, it explains how health is deeply 

embedded in the Chinese culture (Dickman et al., 1998). Also, the shark fins are not sustainable, as some 

shark species have been listed as endangered species in the Convention on International Trade in Endangered 

Species (Clarke et al., 2007). 

 

Over the years, Chinese consumers have been subject for many different food scandals. There has been a 

manifold of scandals that can relate to all the stages in the production of food, where pesticide over-

application and chemical pollutants are considered as important factors that impact the food safety in China 

(Lu et al., 2015). One of the major shocking disclosures was the melamine milk scandal in 2008. Milk and 

infant formula was adulterated with melamine, which led to the death of six infants, as well as over 300 000 

left sick (Duggan, 2015).  

 

Reviewing the problems regarding food safety in China explain that the lack of laws and regulations in China 

can be viewed as a major problem. In 2003 the National People’s Congress of China established the State 

Food and Drug Administration, where the government intended the administration to oversee all aspects 

regarding food safety controls and regulations. However, today the system is overlapping and sometimes 

unresponsive, as there are ten different departments that share the responsibility to ensure food safety in 

China, as well as both local and regional food safety agencies. Being that there is no clear hierarchy between 

all of these departments and agencies, it has caused both conflict and confusion for the Chinese citizens that 

wish to complain or get a problem resolved (International Business Publications, 2015).   
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As a result, the scandals and lack of laws and regulations have led to an increased food safety concern in 

China, motivating the consumers to obtain knowledge about safe food. Numbers from 2015 show that 71% 

of Chinese people consider food safety to be a major concern, which display that the number has nearly 

tripled since 2008 (Wike & Parker, 2015, p. 4). Additionally, this has increased the popularity of organic 

food and imported products, as it is perceived as a safer alternative, especially in relation to the traditional 

“wet” markets (Qiao et al., 2012; Duggan, 2015). Traditionally, Chinese consumers have been used to 

purchase their food in large, rambling produce halls, where different types of fresh food can be bought. 

Among other things both dead and alive animals are displayed to assure that the products are fresh, as ‘alive’ 

often is equivalent to ‘fresh’ (The Government of Canada, 2010). The raising concerns combined with the 

growing wealth among the Chinese population, has resulted in a quick growth of supermarkets and 

hypermarkets (Motton, 2014). When the supermarkets started to expand their fresh food sections, it fast 

became a trend and resulted in the closing of many of the traditional “wet” markets (Soliman, 2012).  

    

Moreover, there has been an increasingly strong demand for imported goods over the recent years, which 

could indicate a change in food habits and growing wealth among Chinese consumers. The urbanisation can 

be seen as a key factor influencing the change in Chinese consumer behaviour, as it includes higher income, 

which furthermore demonstrates that consumer purchasing power can vary between different provinces 

(National Bureau of Statistics of China, 2017; Fung Business Intelligence Center, 2017). The new demand 

among Chinese consumers has further slowed down the growth of supermarkets and hypermarkets, which 

has lost some of its share to the fast-growing e-commerce sector. The Chinese online retail market is the 

largest in the world today, and in 2016 the transaction value of China’s online retail market increased with 

26.2% YoY and reached 5.16 trillion yuan. The same year, there was 731 million internet users in China of 

which 467 million committed to online shopping (Fung Business Intelligence Center, 2017, p. 2-5). By the 

start of 2017, e-commerce accounted for over 10.7% of total integrated retail sales in China, which is 

equivalent to $480 billion e-commerce market retail sales (Babcock, 2017, p. 4). 

 

Furthermore, it is apparent that cross-border e-commerce (CBEC) has presented a new channel for the 

Chinese consumers, where they can purchase imported products such as ecological food products. Still, it 

must be acknowledged that as of today there are few foreign players, which can be explained by the 

restrictive policies that the Chinese government has pushed for many years. This includes the total blocking 

of potential competitors like Google, Facebook, and Twitter, where China has made their own copies, i.e. 

Baidu instead of Google and Youku instead of Youtube (Barboza & Mozur, 2016). 

 

Nonetheless, times are changing and China has established a vision of transforming into an innovative 

society by 2020 (Vaswani, 2016). The country is developing from solely being a manufacturer into a more 
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innovate nation, where they design new products themselves. In President Xi Jinping’s “new era” speech in 

October 2017, he emphasizes that the country’s open door should not be closed, rather opened wider (Tan, 

2017). As of this change, the development of CBEC has been highly supported by the Chinese government, 

in which has rolled out a number of favourable policies during the last years, e.g. favourable tax policies for 

the cross-border B2C import e-commerce in 2016 (Fung Business Intelligence Center, 2017).  

 

Furthermore, new research support changes that we have presented through this introduction, which makes it 

into a interesting story. A research by Boston Consulting Group (BCG) and AliResearch state that the rise of 

the upper-middle class, the emerging new generation of freer-spending consumers and the increasing role of 

e-commerce will reshape both the economy and consumer market of China between the years of 2016 

through 2020 (Kuo, 2016). Furthermore, McKinsey & Company (Zipser et al., 2016) present similar 

findings, stating that 55% of Chinese consumers are confident that their income will increase significantly 

between 2016 to 2020. In addition, Chinese consumers are increasingly purchasing premium products rather 

than mass products, where 50% seek the best and most expensive offerings (Zipser et al., 2016).  

 

To conclude, we have presented different aspects that may influence the purchase of ecological food 

products among Chinese consumers. The combination of a highly food conscious culture, a manifold of food 

scandals and urbanization, present the basis of an interesting story. In addition, the increasing growth of e-

commerce further develops the interesting story, as it establishes a new demand among the Chinese 

consumers. This could possibly bring a shift towards new consumer behaviour in China, due to the major 

lack of trust in the government. Still, as previous literature regarding consumer behaviour ordinarily 

originates from Western countries rather than East Asian countries, it must be acknowledged that cultural 

differences can be essential to this research. The motivation behind the consumer choice might differ a great 

deal between the individualistic and collectivist value system. We acknowledge that it is of high importance 

to challenge the studies that are mainly performed on Western countries, to understand which factors that 

actually influence the Chinese consumer behaviour of ecological food products.  

1.1 Limitations 

Through the introduction, several important aspects have been presented. At this point in our study, there are 

three clear limitations. These can change during the process, in which we will not exclude the aspect, rather 

continuously establish the limitations throughout the different sections of the thesis. Firstly, as there is a 

difference between sustainable and ecological consumption, we delimitate our story towards ecological 

consumption, due to the scope of this research. Secondly, this study will not look into the different provinces 

of China, yet put a focus on the urban areas, due to difficulties of reaching Chinese consumers that live 
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within rural areas. Thirdly, we consider political aspects of the consumer change as a factor we will leave at 

this point, as the thesis has to be narrowed. 

1.2 Research question 

On the basis of the discussed issues in the introduction and the limitations, it is the intention of this paper to 

investigate the following research question: 

 

Why and how do Chinese consumers increasingly purchase more ecological food products? 

 

As an attempt to thoroughly answer the main research question, the problem has been divided into the 

following sub questions: 

● Which demographic factors can influence the Chinese consumption of ecological food products? 

● How can cultural aspects affect the Chinese consumers behaviour in relation to ecological food 

products? 

● What motivates the Chinese consumers to increasingly purchase more ecological food products? 

● How can e-commerce impact Chinese consumers to purchase ecological food products?  

 

1.3 Structure of the thesis 

Section 2 - The purpose of the literature review is to present different theories, as well as their connected 

critiques and limitations, to construct a framework applicable to our research question. Section 2.2 introduces 

consumer behaviour, and demonstrates two of the most well-known consumer behaviour theories, namely 

the Theory of Planned Behaviour and the Consumer Decision Process model. This builds the foundation of 

our literature review. Furthermore, section 2.3 explains consumer characteristics and the change towards 

ecological food products. Moreover, section 2.4 reviews the collectivistic culture to acknowledge the 

possible changes needed to compose the final framework applicable in the East Asian country. Lastly, 

section 2.5 introduces e-commerce, which includes the Technology Acceptance Model. The purpose of this 

section is to ensure that the final framework is applicable in an online setting, due to the potential differences 

between traditional and online consumer behaviour. 

 

Section 3 - The methodology section presents how our study is designed, as well as explain the chosen 

research methods used in order to collect data. Research philosophy, approach and strategy is elaborated to 

clarify the research design, and the two chosen methods to collect primary and secondary data are presented 

and explained in detail. These two methods are semi-structured interviews and secondary literature, which 
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will be incorporated through data triangulation. The method of data analysis reveals how the data collected is 

analysed, and followed by this the reliability, validity and limitations are explained.  

 

Section 4 - The analysis is structured according to the four sub questions. Section 4.1 reviews which 

demographic factors that can influence the consumption of ecological food products among Chinese 

consumers, were the four most important demographic factors are analysed. Section 4.2 analyses how 

cultural aspects can affect the purchase of ecological food products, while section 4.3 analyses the factors 

that motivate Chinese consumers to purchase more ecological food products. The last section 4.4, analyses 

how e-commerce can impact the purchase of ecological food products. 

 

Section 5 - The discussion critically establishes the combination of the most interesting findings from the 

analysis. These combinations are discussed, as well as new findings that are of interest in order to get a 

deeper understanding of the overall story behind the development.  

 

Section 6 - The conclusion answers the four sub questions, followed by the main research question, based on 

the argumentations in the analysis and discussion. Furthermore, limitations and topics for further research are 

suggested.  

 

2. LITERATURE REVIEW 

2.1 Introduction 

Through the literature review we will propose a framework that is applicable to our research question, by 

thoroughly presenting, discussing and criticizing suitable literature. To acknowledge the most important 

findings within the different topics, they will be summarised in matrices. We will start by presenting 

different theoretical models, whereof the Theory of Planned Behaviour and the Consumer Decision Process 

Model will be further pursued. These frameworks will be presented and criticized, to obtain an understanding 

of what aspects the models might lack in regard to our research. 

 

Furthermore, we will review the change in consumer behaviour, including consumer behaviour 

characteristics. The development of consumer behaviour includes the rise of ecological consumer behaviour 

and the associated characteristics. In addition to this, we established the importance that the majority of 

previous research originates from Western countries, in which it cannot be predicted that previous literature 

will automatically connect well with the collectivist value system. As of this, the literature review will 

continue by addressing the cultural differences between collectivistic and individualistic value systems. Due 
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to the fact that these differences might apply for all the sections in the literature review, the presented theory 

will be revised in the light of cultural differences, to identify if the models need an extension to be applied in 

regard to consumers from collectivistic value systems.  

 

Moreover, the rise of e-commerce brings an important aspect into our research, which leads to the discussion 

of possible differences between traditional and online consumer behaviour. We will present the most 

important factors within online consumer behaviour, keeping the cultural differences of collectivistic value 

systems in mind. Additionally, we will revise the two models, Theory of Planned Behaviour and Consumer 

Decision Process Model, in the light of e-commerce, to identify the strengths and weaknesses of further 

applying these models in regard to the e-commerce aspect. To develop a fully applicable framework, we will 

present, discuss and criticize the widely used Technology Acceptance Model, as it has been successfully 

applied within online consumer behaviour. We will also examine if the model can be used in the cultural 

context of our research.  

 

The literature review will summarise and discuss how the main findings, with a focus on the cultural aspect 

and the e-commerce aspect, can provide us with a suitable framework. From this, we will present our final 

developed framework, that will be adopted in the analysis of the thesis. 

2.2 Consumer behaviour 

As a discipline, consumer behaviour originated in the mid- to late 1960’s (Erasmus et al., 2001). Many early 

theories within consumer behaviour were based on the economics theory, and hereby presuming that 

consumers act rationally in order to maximise the satisfaction of the products and services they purchase 

(Schiffman & Kanuk, 2000). Today, the consumer behaviour models are still being used to structure 

consumer behaviour research, still knowing that consumer decision making cannot be generalised (Erasmus 

et al., 2001). Reviewing different research regarding consumer behaviour, it is clear that it can be defined in 

many different ways, and that it is difficult to predict (Armstrong, 1991). There are different contradictions 

on how to define what consumer behaviour actually is. Kotler (1994) defines consumer behaviour as the 

study of how, why, what and when people buy products. On the contrary, consumer behaviour can also be 

defined as the process done by individuals and groups when selecting, purchasing or using different 

products, services, ideas and experiences to satisfy needs and desires (Kotler and Keller, 2011).  

 

Considering previous years, there are many different theories that has tried to explain consumer behaviour. 

Some of the well-known consumer behaviour decision models were developed in the 1960’s and 1970’s. 

One of the earliest models on consumer behaviour is the Andreason model from 1965, which acknowledge 

information as an important factor for the consumer decision-making processes (Andreason, 1965). 
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Moreover, several models have been presented, such as the Engel-Kollat-Blackwell model (1968), today 

known as the Consumer Decision Process model, the Nicosia-model (1966), Theory of Reasoned Action 

(TRA) by Fishbein and Ajzen (1975) and the extended version of TRA namely Theory of Planned Behaviour 

(1991) (Erasmus et al., 2001; Blackwell et al., 2006). Furthermore, more recent theories have been created, 

such as the Motivation Opportunity Ability Motivation (MOAB) framework, which is an extension of the 

MOA framework by Michael L. Rothschild (1999) (Ölander & Thøgersen, 1995).  

 

This literature review will continue by presenting, discussing and criticizing the models Theory of Planned 

Behaviour (TPB) and the Consumer Decision Process Model (CDPM). Although the two theories stand out 

as the “grand models” among many different approaches to consumer behaviour, they do have some major 

weaknesses that needs to be elaborated to understand how the models could potentially be applied in the case 

of this research. We will therefore go through the main critiques and limitations for each of the models, to 

get an understanding of what perspectives we need to add on to the frameworks. 

2.2.1 The Theory of Planned Behaviour 

Over the recent years, psychologists have tried to improve the predictive power of attitudes, through 

developing integrated models of behaviour that includes additional determinants of behaviour such as social 

norms and intentions (Olson & Zanna, 1993). One of the most widely researched models within the field is 

the TPB, which is an expectancy-value model of attitude-behaviour relationships (Conner & Armitage, 

1998). The theory assumes that an individual’s behaviour is directly affected by both rational and conscious 

intentions, which is further influenced by the belief of ability to control values and possibilities. The 

framework is an extension of the TRA model, which was developed by Fishbein and Ajzen in 1975. The 

extension of the theory was made necessary due to limitations that was proved in regard to behaviour, in 

which people would have incomplete volitional control. Thus, in the model of TPB, perceived behavioural 

control is added to the initial measures of attitude toward the behaviour and subjective norm (Ajzen, 1991).  

 

The central factor in the model is the individual’s intention to perform a given behaviour. Ajzen (1991) 

explains that the intentions of an individual gives an indication of how hard the person is willing to try, 

which in other words indicate that intentions are assumed to capture the motivational factors that influences a 

behaviour. However, it must be emphasized that the model assumes that performance also depends on non-

motivational factors, which can be understood by the availability of resources like time, money or skills (De 

Pelsmacker et al., 2007).  

 

According to Ajzen (1991), the human action is guide by three kinds of considerations, namely behavioural 

beliefs, normative beliefs and control beliefs. If the individual holds a positive attitude towards the 
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behaviour, has favourable social norms and a high level of perceived behavioural control, these three 

together form the best predictors to structure a specific behavioural intention and turn it into a displayed 

behaviour. However, if one or two of the constructs are negative, the likelihood of the behaviour decreases 

(Ajzen, 1991). 

 

Attitude toward the behaviour (Behavioural beliefs) 

The first construct presents the belief of the likely consequence of the behaviour. The perceived outcome can 

be both positive and negative and therefor steer the attitude towards the behaviour. The model quantifies the 

outcome as the multiplicative combination of the perceived likelihood that the performance of the behaviour 

will lead to a particular outcome, as well as evaluation of that outcome. Moreover, the construct divides 

between two types of attitude. The affective attitude regards whether the person believes the behaviour will 

be positive or not, and the instrumental attitude regards whether the behaviour in itself is believed to 

beneficial or harmful (Conner & Armitage, 1998; Ajzen, 1991). 

 

Subjective norm (Normative beliefs) 

The second construct represents the perception of specific significant others’ preferences in regard to 

whether one should or should not engage in the behaviour. The subjective norm puts a focus on what is 

around the individual, such as cultural norms, group beliefs and social network. Ajzen (1991) quantifies it as 

the subjective likelihood that the specific individuals or groups actually believe that the person should 

perform the behaviour or not, multiplied by the motivation of the individual itself. Also, the difference 

between injunctive norms and descriptive norms must be mentioned, as it can be of importance if the specific 

individuals or groups encourage the behaviour (injunctive norm) or actually engage in the behaviour 

themselves (descriptive norm) (Ajzen, 1991; Conner & Armitage, 1998). 

 

Perceived behavioural control (Control beliefs) 

According to Ajzen (1991), the resources and opportunities that are available to a person, can to some extent 

dictate the likelihood of the behavioural achievement. In this context, control beliefs is referred to as the 

individual's perception that factors that can either simplify or delay performing the behaviour is present. 

These factors include both internal factors (e.g. skills, information) and external factors (e.g. opportunities, 

barriers). In other words, the target of this construct is the individual’s own belief in how easy or hard it is to 

act in a certain way or displace a certain behaviour. According to Ajzen (1991), the people who perceive 

both opportunities and access to the right resources, are likely to have a high degree of perceived behavioural 

control.  
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Critique and limitations of the model 

According to Conner and Armitage (1998), it is the continuously proven success of the model that accounts 

for the popularity of the framework. In addition to being successfully applied to consumer behaviours and 

health behaviours (Godin & Kok, 1996), the theory has also been successfully applied in the prediction of 

food choices (Beale & Manstead, 1991; Sparks et al., 1992; Sparks & Shepherd, 1992). The research of 

Sparks et al. (1992) highly supports the structure of the TPB in the domain of food choice. Godin and Kok 

(1996) discuss that the theory performs well across behavioural categories, when the goal is to explain the 

intentions of the individual’s behaviour. Still, what the theory has been a main target for during the last years 

is criticism (Arvola et al., 2008; Godin & Kok, 1996; Armitage & Conner, 2001). 

 

One of the main critiques towards the TPB, debates that the model does not consider affective and moral 

influences on behaviour sufficiently (Arvola et al., 2008; Armitage & Conner, 2001). The model assumes 

that all moral and normative influences on behaviour are conveyed via the measures of subjective norms and 

attitudes, which according to Arvola et al. (2008) is insufficient as issues of moral and normative influences 

are well known to be important in influencing behaviour. The issue of moral is especially important in regard 

to changing consumers’ purchase behaviour, as aspects like ethical issues could influence towards choosing 

ecological food (Mintel, 1994), which challenge the use of this model in our study of ecological food 

purchase. In a study performed by Godin and Kok (1996), they confirm that the efficiency of predicting 

behaviour varies a lot and propose that two variables should be added to the model in research that regards 

health-related behaviours, namely personal norms and moral norms. In this context, they explain personal 

norms as one’s perception of how a person like themselves should behave and moral norms as the feeling of 

responsibility to the performance or not of a given action (Godin & Kok, 1996). By these findings, we 

acknowledge how specifically moral norms could affect this study.  

 

Additionally, Sniehotta et al. (2014) establish a view that the model has limited predictive validity. The 

limitation of the model can be presented as the problem of “inclined abstainers”, namely when individuals 

fail to act on their previously formed intention. According to the authors, it is clearly shown that the 

measures established in the model fail to account for variability in the observed behaviour, and through 

several examples of evidence that is found through previous research, they propose to focus on the two 

aspects of validity and utility. They argue that the theory has lost its utility due to the fact that the field has 

moved on, as well as most of the studies that apply the theory use extended forms of the model. Moreover, 

the authors conclude their article by stating that “The TPB is no longer a plausible theory of behaviour or 

behaviour change and should be allowed to enjoy its well-deserved retirement” (Sniehotta et al., 2014, p. 4). 

This is a highly important point that we will continue to pursue, as we need to be aware that the consumer 

might fail to act on the intention they have previously formed, due to the fact that the consumer might have a 

https://www.sciencedirect.com/science/article/pii/S0195666307003728#bib12
https://www.sciencedirect.com/science/article/pii/S0195666307003728#bib57
https://www.sciencedirect.com/science/article/pii/S0195666307003728#bib58
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clear reason to change his purchasing behaviour, yet can be stopped by factors like the increasing price. In 

order for us to understand ecological buying patterns we recognize the likelihood that we need to extend the 

model in the case of applying constructs from the TPB in our final framework.  

2.2.2 Consumer Decision Process Model 

The model was introduced in 1968 by the professors Blackwell, Miniard and Engel, and aims to help 

understand consumer behaviour by looking at the decision-making process. The framework identifies the 

different stages, namely problem recognition, information search, evaluation of alternatives, purchase, and 

post purchase satisfaction/dissatisfaction. Moreover, the model includes both internal and external 

influences, in which can affect how the consumers think and act (Blackwell et al., 2006). According to the 

authors, the model represents “a road map of consumers’ minds that marketers and managers can use to help 

guide product mix, communication, and sales strategies”, and the goal with the model is to analyse how 

consumers take decisions both logically and consistent on the background of facts and influences. The five 

stages shown in figure 1, explains that the decision to purchase starts already before the actual purchase 

(Blackwell et al., 2006, p. 70).  

 
Figure 1: Consumer Decision Process Model.  

 
Source: Blackwell et al. (2006) 

 

1. Problem recognition 

The stage of problem recognition occurs when the consumer recognises the need of a product. This phase is 

dominated by a mental process, referring to the cognitive, rational and subjective processes (Blackwell et al., 

2006). Solomon et al. (2016) classifies the human needs into two categories, psychological needs that derive 

from emotional feelings, and physical needs that are based on necessities. On the contrary, Tyagi and Kumar 

(2004) argues that the recognition of need often happens when the consumer first comes across the specific 

product. 

 

2. Information search 

Once the recognition of need has taken place, the consumer starts searching for information and solutions in 

order to satisfy their demand. This phase can be influenced by both internal factors (e.g. comparing 
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alternatives from past experience) and external factors (e.g. information collected from friends or family) 

(Blackwell et al., 2006).  

 

3. Evaluation of alternatives 

Together with the information search stage, this stage acts as the foundation upon what purchase decision the 

consumer proceeds. The consumer understands the options and considers which choice that is is the best by 

reviewing factors like brand, price, and quality. The different consumers use different evaluative criteria, and 

the evaluation is affected by both individual and environmental influences (Blackwell et al., 2006).  

 

4. Purchase decision 

In the fourth stage the consumer choose whether to continue with the purchase. If the consumer proceeds the 

purchase, there are two additional phases, namely the choice between retailers and the in-store choice, in 

which the consumer is likely to be influenced by the salesperson, product display, etc. According to Kacen 

and Lee (2002), the purchase decision can be divided into three different categories of purchase: planned, 

partially and impulse purchase. Hoyer and Macinnis (2008) supports this, adding the example that a person 

might buy the product online if the item is out of stock in the physical store. 

 

5. Post purchase evaluation 

In the last stage of the process, the consumer compares his perceptions of the product with the expectation, 

hereby evaluates if he is satisfied with the product. As the consumer considers how he subjectively feels 

about the product, this accounts for the mental processes responding to cognitive and rational considerations 

(Blackwell et al., 2006). 

 

Critique and limitations of the model 

According to Camerer et al. (2005), a main critique is the rational perspective of decision making. In the 

model, the consumer is characterised as calm and information seeking, which is not always the fact in the 

real world. The model has been criticized to lack the aspect that consumers have limited time and skills, as 

well as the fact that they are living in an imperfect world. Instead the model implies a simplistic worldview 

and as the model describes a time-consuming process it cannot be expected that the consumers act rationally 

and deliberately at any time (Camerer et al., 2005). This makes an interesting point looking at our research, 

as we emphasize the importance of e-commerce. If the model lacks the ability to be applied successfully in a 

“real world situation”, it might be limited how well it will work in the context of the emerging e-commerce, 

which is something we acknowledge moving forward. 
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Furthermore, the model has been criticised for lack of flexibility, being that it explains decision making as an 

hierarchical process, which is complex in the sense that it is difficult for consumers to shift from one phase to 

another, or follow a different path than the model presents. The inflexibility forces the purchase behaviour to 

rely on “existing complex individual circumstances” instead of a generalised behaviour (Solomon et al., 

2016; Camerer et al., 2005). According to Erasmus et al. (2001), the CDPM has a tendency to generalize  

conditions that are specialized, where products and situations are specific. 

 

To summarize the most important aspects of the two models, we present a summary including both strengths 

and weaknesses in matrix 1. 

 
Matrix 1: The most important aspects of the Theory of Planned Behaviour and the Consumer Decision Process model. 

 Strengths Weaknesses 

The Theory 

of Planned 

Behaviour 

● Has been continuously used 

within research regarding 

predictions of food choice (Beale 

& Manstead, 1991; Sparks et al., 

1992; Sparks & Shepherd, 1992) 

● The individual’s intention to 

perform a given behaviour is the 

central factor (Ajzen, 1991) 

● The best predictors to form a 

specific behavioural intention 

and turn it into a displayed 

behaviour is formed by a positive 

attitude towards the behaviour, 

favourable social norms and a 

high level of perceived 

behavioural control (Ajzen, 

1991) 

● Might not consider affective and 

moral influences on behaviour 

sufficiently (Arvola et al., 2008; 

Armitage & Conner, 2001) 

● Holds the problem of “inclined 

abstainers” (Sniehotta et al., 

2014) 

The 

Consumer 

Decision 

Process 

● Continuously updated in order to 

be accurate and up to date 

(Blackwell et al., 2006) 

● Acknowledges the importance of 

● Implies a simplistic worldview 

and lacks the fact that consumers 

can have limited time and skills, 

living in an imperfect world 

https://www.sciencedirect.com/science/article/pii/S0195666307003728#bib58
https://www.sciencedirect.com/science/article/pii/S0195666307003728#bib58
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Model both the mechanisms that take 

place under the decision-making 

process, as well as internal and 

external influences (Blackwell et 

al., 2006) 

(Camerer et al., 2005) 

● Lacks flexibility, explains 

decision making as an 

hierarchical process (Solomon et 

al., 2016) 

Source: own 

 

As of these findings, we consider that applying the three constructs of the TPB can serve as the best basis for 

our framework at this point. We believe that the three constructs will prove important to our research due to 

the possible attitude-behaviour gap that could arise from the different cultural context and the e-commerce 

aspects. Also, we aim to get a deep understanding of the consumers’ intention, which makes it appropriate to 

apply the model that acknowledges the consumers intention to perform a certain behaviour as the central 

factor. By this, we do not believe that observing the complete decision-making process from problem 

recognition to post purchase evaluation is strong in relation our research question. The decision-making 

process that the individual consumer performs is therefore not of interest to us, but rather the attitude and 

motivation behind ecological food purchase.  

 

However, the moral aspect has proved to be of high importance within the change of behaviour in regard to 

ethical issues. The weak inclusion of the moral aspect is one of the main critiques towards the TPB model, 

and as of this we choose to include the aspect of moral norms into our framework. We see this as important 

as our research concern ecological food. By doing this, we also consider Sniehotta et al. (2014) to have an 

extremely valid point in their critique, where they propose that TPB is mostly applied using extended forms 

of the theory, which displays that the model has lost its utility as its original form. Also, we acknowledge 

that the issue of inclined abstainers could prove to be of importance within the research on ecological 

purchasing patterns, as it can be a number of different factors that prevent consumers from acting on their 

previously formed intention. Within the topic of purchasing ecological food products, it is likely to assume 

that the consumer has a clear reason for the change in behaviour, that could be affected by factors like e.g. 

the price of the product. We therefore choose to include the aspect of inclined abstainers into our framework. 

By this, the constructs of our proposed framework at this stage are as following;  

● Attitude toward the behaviour 

● Subjective norm 

● Perceived behavioural control 

● Moral norm 

● Inclined abstainers 
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However, we accept that this is the starting point of our model, as there are several aspects that needs to be 

established in the literature review. As consumer behaviour has been developing continuously over the last 

years, it is crucial to understand how and why. As presented, much of consumer behaviour theory originates 

from Western countries. This makes it critical to establish potential differences between the cultures, as they 

could prevent the models from being correctly applied in the context of China. For example, one issue that 

could arise is the difficulty to measure the subjective and moral norm, due to the fact that the collectivistic 

value systems are known for following the norms of their in-group rather their individual motivations. Also, 

as our research regard the aspect of e-commerce, the final framework needs to be applicable in the context of 

online consumer behaviour. As of this, we believe these five constructs to be the most valuable to our 

research at this point. Still, we continue the literature review bringing forward both the TPB and the CDPM, 

as this belief could change by the inclusion of the mentioned factors. 

2.3 Consumer behaviour characteristics 

According to Kotler and Keller (2011), it is ordinary that consumers change their mind easily, which makes 

it difficult to understand them. There can be different motives determining the consumer purchase decision, 

for instance to meet a consumer’s basic need or to satisfy at a deeper level (Chisnall, 1994). According to 

Kotler and Armstrong (2014), consumer behaviour can be influenced by four different characteristics; 

psychological, personal, social and cultural. 

  

Firstly, Kotler and Armstrong (2014) believe that the psychological characteristics can be divided into 

motivation, perception, learning and beliefs & attitudes. Motivation refers to the different biological or 

psychological needs that must be satisfied, while as perception is the process where the consumers select, 

organise and interpret information. The learning characteristic can change the consumers behaviour as the 

consumer hold more knowledge and experience, and beliefs & attitudes can influence the purchase behaviour 

in terms of brand awareness (Kotler & Armstrong, 2014).  

 

Secondly, the personal characteristics consist of influence from five different categories, namely age & life-

cycle stage, occupation, economic situation, lifestyle and personality & self-concept. These personal 

characteristics explain the current life situation of the consumer and aim to specify personal influences such 

as yearly income.  

 

Thirdly, Kotler and Armstrong (2014) divide the social characteristics into reference groups, family and 

roles & status. By this, they explain that different reference groups (e.g. online communities, social media), 

the people around the consumer or the status a consumer has in different settings can influence the 

individuals purchase behaviour (Kotler & Armstrong, 2014; Zhao, 2012). 
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Fourthly, Kotler and Armstrong (2014) explain cultural characteristics through the three different categories 

culture, subcultures and social class. The factor of culture is based on values and beliefs that the consumer 

has learnt from a young age and studies have shown that different cultural characteristics can have an effect 

on purchase behaviour, where collectivism has shown a positive effect (Yoon, 2009).   

 

Reviewing the concept of Blackwell et al. (2006), it is much alike the view of Kotler and Armstrong (2014). 

The authors define the five major categories that affect purchase behaviour as: (1) demographics, 

psychographics, values and personality, (2) consumer resources, (3) motivation, (4) knowledge, and (5) 

attitudes. As of this, Blackwell et al. (2006) present similar factors as Kotler and Armstrong (2014), which 

we accept when further looking at literature regarding ecological consumer behaviour characteristics. The 

authors also share the confusion of which characteristics that are of importance in different situations, which 

we acknowledge as significant for our research, namely the difficulty of predicting a consumer’s behaviour 

through set characteristics.   

2.3.1 The change in consumer behaviour 

Throughout the last years there has been changes within consumption. Consumers have become more aware 

of the threatening environmental problems due to their consumer lifestyle, and realised that sustainable 

lifestyles cannot be reached without a change in consumer behaviour (Ölander and Thørgersen, 1995). 

Consumers throughout the world are therefore becoming more responsible for their own behaviour (Hansen 

& Schrader, 1997; Dickinson & Carsky, 2005), which has led to the rise of ‘ethical consumption’ (Harrison 

et al., 2005). Ethical issues such as human rights, the environment, labour rights and political donations can 

affect the consumers to change their buying patterns (Mintel, 1994). Others also suggest that it is the 

consumers ‘moral self-realisation’ that is the reason behind their approach to ethical issues, where they are 

‘obtaining a part of their identity through their consumption’ (Kozinets and Handelman, 1998; Langeland, 

1998). 

  

Moreover, the changes in the consumers’ attitudes and perceptions of social context, combined with their 

perceived needs and gathered information could cause changes in consumer behaviour. As the world has 

become smaller due to more advanced technology, it is much easier to gather information about ethical 

issues that one is not aware of exists. Furthermore, because of ethical issues affecting consumers purchasing 

behaviour, they start adapting towards ecological consumer behaviour (Newhold and Shaw, 2007).  
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2.3.2 Ecological consumer behaviour 

The market for organic products is one of the most important aspects within the changes in consumer 

behaviour over the last years, as it has been constantly growing and is the market with the most growth 

within the food industry (Hughner et al., 2007). Considering organic and ecological products as similar, the 

purchase behaviour of these products is more or less the same. This is due to the fact that consumers rarely 

know the difference between these two terms, and therefore do not differentiate between them 

(Chryssochoidis, 2000). As of this fact, this section will examine the factors that might influence the 

purchase of ecological products without distinguishing between ecological and organic purchase behaviour, 

as there is no differentiated perception between these products. 

Throughout the last three decades, people have become more aware of the environmental responsibility they 

have as consumers. This has influenced towards more responsible purchase behaviour, and there has been an 

increased environmental concern, were the consumers expect institutions to act responsibly. Still, not all 

studies believe that the consumer purchase that is measured by environmental surveys actually reflects 

consumers’ intentions, as it is usually measured in regard to environmental concern (Peattie, 1995). Due to 

the increasing interest in ecological products, there has become more focus on the consumer profile 

characteristics that define these consumers (Fraj & Martinez, 2007; Hughner et al., 2007). However, most 

studies agree it as no easy task defining the ecological consumer characteristics (Tilikidou and Zotos, 1999). 

 

2.3.3 Ecological consumer characteristics 

Much similar to what we presented in regard to traditional consumer behaviour characteristics (Kotler & 

Armstrong, 2014; Blackwell et al., 2006), there are several different perceptions of which characteristics that 

affect the consumer behaviour towards ecological products. According to Hughner et al. (2007), the 

consumers’ purchase decisions are based on subjective experiences and individual perceptions of ecological 

foods. In the authors’ opinion, the factors that influence the purchase of ecological food products can be 

explained by demographic, socio-demographic and psychographic factors. Motives for purchasing ecological 

can originate from different considerations, such as healthiness, taste and food safety. Still, different 

obstacles can hold people back from purchasing ecological, such as high prices, lack of availability, 

scepticism or cosmetic defects (Hughner et al., 2007).  

However, as some researchers state that demographic factors affect ecological purchase behaviour, others 

have found demographics to be contradictory (Davies et al., 1995; Food Marketing Institute, 2001). Some 

studies have found that ecological food consumers generally are female, often with the presence of children 

in the household (Thompson and Kidwell, 1998; Roddy et al., 1996; Schifferstein and Ophuis, 1998; Cicia et 

al., 2002). Others have found that younger consumers have more positive attitudes towards ecological food, 
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still, it is the more well-established consumers that are more likely to purchase them (Magnusson et al., 

2001). Furthermore, some studies show that age does not always follow the same direction, and there have 

been found both positive and negative relationships in regard to education and income (Tilikidou and Zotos, 

1999; Wilkins and Hillers, 1994; Chinnici et al., 2002; O’Donovan and McCarthy, 2002).  

Taking psychographic factors into consideration, ecological food consumption can be described as a way of 

life, where the consumers live by an ideology in which affects attitudes, personality measures and 

consumption behaviour (Schifferstein and Ophuis, 1998). According to Engel et al. (1990), psychographics 

is defined as a person's attitudes, beliefs, opinions and lifestyle, and can therefore provide a deeper 

understanding regarding an individual’s consumer motivation. It has also been found that people will 

purchase ecological products if they follow a lifestyle that includes taking an active part in the environment, 

vegetarianism or health consciousness (Cicia et al., 2002; Makatouni, 2002).  

According to Peattie (1995, p. 154), “the theory is that consumers who are knowledgeable about 

environmental problems, will be motivated towards green consumer behaviour”, which establishes that 

knowledge can be an important factor. However, capturing the links between environmental knowledge and 

behaviour is difficult, as people hold different degrees and depth of information (Martin and Simintiras, 

1995; Amyx et al., 1994). Additionally, Solomon et al. (2016) explain attitude as an important factor that 

could influence towards ecological food, as attitude is determined by a person's motives. The authors explain 

attitudes as three components, namely affect, behaviour and cognition. Affect represents how a consumer 

feels about an attitude object, behaviour is the intention of doing something about the attitude object, and 

cognition is the beliefs a consumer holds about an attitude object (Solomon et al., 2016).  

Matrix 2: The most important findings regarding ecological consumer characteristics.  

Ecological consumer characteristics 

● Factors of influence towards ecological food products can be explained by demographic, 

socio-demographic and psychographic factors (Hughner et al., 2007) 

● Demographic factors have been stated as contradictory in several researches (Davies et al., 

1995; Food Marketing Institute, 2001) 

● Attitude is highly important as it is determined by a person’s motives (Solomon et al., 

2016) 

Source: own 

 

This section confirms different factors that could affect the purchase behaviour. At this point we chose not to 

exclude any of the three factors that are stated as the most influential. We have established the demographic 
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factors as one of the aspects we want to understand more in depth through the sub questions. Also, we 

choose to prioritise the aspect of attitude, due to the possible attitude-behaviour gap within the collectivistic 

culture. It is important to acknowledge that there could be a difference between the attitude aspect of 

Solomon et al. (2016) and Ajzen (1991). In the first construct of TPB, attitude toward the behaviour, the 

attitude aspect regards whether the individual himself believes that performing a certain behaviour will have 

a positive outcome. By this, the construct regards the feelings of the person in the form of affective and 

instrumental. Looking at the attitude aspect of Solomon et al. (2016), they hold the same view as they 

emphasize attitude as a combination of the feelings, the intention and the beliefs that the person holds 

towards performing the specific behaviour. As of this, we establish the aspect of attitude to be covered 

through the first construct of TPB, as it undergoes the same aspects of attitude as the view by Solomon et al. 

(2016). 

This potential difference also applies for the psychographic factors and the subjective norm, as these two 

aspects could be confused of having different perspectives. As the subjective norm within TPB holds a focus 

on the social groups and norms that the person is surrounded by, it relates to which extent the person 

considers his own motivation or what the people around him believe to be of highest importance. According 

to Engel et al. (1990), the psychographic factors are working to achieve the same, namely to get a deeper 

understanding of the person's own motivation, through the person’s attitudes, beliefs, opinions and lifestyle. 

By this, the psychographic factors account for the surroundings of the individual, and we establish that the 

aspect of psychographic factors is covered through the norm concepts within the TPB.  

2.4 The collectivistic culture 

As presented through the introduction of the literature review it is of high importance to acknowledge that 

most of the consumer behaviour theory originates from Western countries, which forms the possibility of 

cultural differences that could affect the usefulness in regard to our research. Due to this, we need to 

establish the main differences that might affect our final framework.  

According to Hofstede (1980, 2001, 2018), national cultures can be differentiated through six dimensions. 

The dimension of interest to us is individualism vs. collectivism, as it has been found to influence consumer 

behaviour and offer several insights to different variables linked to consumer behaviour. These factors are 

such as self-identity, the suppression of emotion and normative influences (Triandis, 1993; Triandis, 1995). 

Also, it is considered as common knowledge that Western countries are considered to be highly 

individualistic while Asian cultures are considered to be highly collectivistic (Kacen & Lee, 2002). Baron 

and Byrne (1997) exemplifies the United States, Australia and Great Britain as typical individualistic 

cultures and China, Japan and Taiwan as typical collectivistic cultures. As of this we will quickly present the 

individualistic culture, before thoroughly examining the collectivistic culture. 
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2.4.1 Individualistic culture 

According to Triandis (1994), the people who are within an individualistic society are motivated by their 

own preferences, needs and rights, and they prioritize their own personal goals. Kagitcibasi (1997) confirms 

this by explaining that people within individualistic cultures will focus on personal goals and their own 

motivation. Triandis (1995) express that the individuals in an individualistic society perceive themselves as 

autonomous and independent. Furthermore, individualistic people compete with others for status, which 

depends on the individual's accomplishments. When they engage in voluntary associations they make sure 

that they remain distinct individuals within the group they belong to (Triandis, 1993). 

 

2.4.2 Collectivistic culture 

According to Triandis (1995), the people within collectivistic societies are part of one or more collective in-

groups, where they are motivated by the norms and duties that are imposed by the specific in-group. The in-

group could be family or co-workers, and Kagitcibasi (1997) argues that people in collectivistic cultures 

show a high degree of group behaviour and concern to promote the groups continued existence. They also 

tend to shift behaviour depending on what is perceived as “right” in the situation (Triandis, 1995), and a 

person is identified as mature if he or she acts in the socially accepted manner of the in-group rather than 

according to his or her own feelings. As a result of this, several studies states that the attitude-intention and 

attitude-behaviour relationships can be weaker in collectivistic cultures (e.g. Bagozzi et al., 2000), which is 

an interesting point for us to acknowledge. 

East Asian collectivist societies are based on Confucianism. Confucianism has remained within the 

philosophical and cultural history of East Asia for over one thousand years, as the basic social and political 

value system. Due to the philosophy being pragmatic and present-oriented, it has exerted a much stronger 

impact than other religious and political systems in East Asia, such as Buddhism (Yum, 1988). The 

philosophy promotes the common goals of the group over the individual’s specific interests, and these 

differences are strengthened through different social institutions such as the workplace, in school or within 

the family (Kim et al., 1994). The fundamental principle of the philosophy is humanism, explained as the 

warm human feeling between different people (Yum, 1988).  

According to Ip (2009), one of the main characteristics of a Confucian individual is the nature that the 

person’s self is defined by his or her social relationships in the world. This leads to obligations towards these 

relationships, and makes the person’s rational self-fit well within the collectivism and guanxi, in which the 

author settles as a modern-day version of a Confucian relationship. As there is no direct translation of the 

Chinese word guanxi (关系), it can simply be translated to personal connections/relationships (Dunning & 
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Kim, 2007). Personal relationships have been found highly important within collectivistic societies, where 

the main argument is the interdependent world view that collectivists hold (Chen et al., 1998; Hofstede, 

1980; Triandis, 1995). Doney et al. (1998) express that collectivistic cultures hold a belief of high trust and 

strong relationships, which could be a crucial factor in regard to how e-commerce influences the purchase of 

ecological food products, as we are uncertain how the importance of personal relationship is handled within 

online consumer behaviour. This will be elaborated on when we go thoroughly through the literature on e-

commerce. 

Matrix 3: The most important findings and differences between individualistic and collectivistic cultures. 

Individualistic cultures Collectivistic cultures 

● Motivated by own preferences, needs 

and rights, prioritize personal goals  

(Triandis, 1994) 

● Focus on personal goals and own 

motivation (Kagitcibasi, 1997) 

● Motivated by norms and duties within 

the specific in-group (Triandis, 1995) 

● High concern to promote the groups 

continued existence (Kagitcibasi, 1997) 

● Tend to shift behaviour depending on 

what is perceived as “right” in a 

situation (Triandis, 1995) 

● High importance of guanxi/personal 

relationship and trust (Chen et al., 1998; 

Hofstede, 1980; Triandis, 1995; Doney 

et al., 1998) 

Source: own 

 

As we can see in matrix 3, the central difference between the individualistic and collectivistic cultures are the 

focus on the person itself versus the focus on the in-group. Where the consumer from an individualistic 

culture would be motivated by his or her own needs and goals, the consumer from a collectivistic culture 

would be motivated by the norms and duties of his or her in-group. Moreover, the collectivistic consumer is 

more likely to shift the behaviour towards what is perceived as “right” by the group, which can result in a 

possible attitude-behaviour gap.  Furthermore, the importance of guanxi and trust within the collectivist 

societies is displayed. 

2.4.3 Collectivistic culture in relation to consumer behaviour  

Through several studies it has been established differences between the cultures in regard to consumer 

behaviour theory. In a study performed by Triandis (1995), the author found that people from collectivistic 

cultures tend to focus on the potential negative consequences of their purchase behaviour, and how it can 
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affect the other in-group members, which makes the suppression of the impulse trait-behaviour relationship 

more probable. This is backed up in a study by Lee and Kacen (2007), where they examined the presence of 

another person during both planned and impulse purchase, and found that collectivistic consumers are more 

likely to be satisfied with their purchase if another person is present at the time of the purchase.  

 

Han and Shavitt (1994) studied how advertisement that emphasized personal benefits was accepted, and 

settled that this type of advertising had more influence on the decision of consumers in the United States than 

it had in Korea. In the collectivistic culture of Korea, they found advertisement that emphasized family or in-

group benefits to have more influence on the consumers’ decisions (Han & Shavitt, 1994). Similarly, in 1997 

Aaker and Macheswaran found that displaying others’ evaluation of the product had a larger influence in 

Hong Kong than in the United States. Mooji (2003) express that it is a crucial point to build relationships and 

trust between companies and consumers in collectivistic societies. She states it as smarter to build a strong 

brand name rather than to develop a portfolio of competitive product brands, as well as to follow the 

customary company brands within the country.  

 

Additionally, a research studied the effects of culture on ethical decision making through the cultural 

dimensions of Hofstede. The study established that collectivists place a greater value on the company and 

fellow employees interest than the individualists. This relates to the Confucian culture, as they were found to 

consider a wider network of stakeholders when facing an ethical dilemma, as well as the Confucian values of 

shame and ordering relationships that generally leads to a stronger sense of duty (Lu et al., 1999). 

2.4.4 Collectivistic culture in relation to the Theory of Planned Behaviour 

The potential cultural differences also apply for the two models that has been reviewed. To possibly consider 

adding aspects of the TPB into the final framework, we need to examine the model in relation to 

collectivistic cultures. It has been established that the differences between individualism and collectivism is 

likely to affect relationships within the TPB model. According to Markus and Kitayama (1991), the evidence 

that collectivists prioritise the goals of the in-group over their own personal goals display that their behaviour 

is guided by the social norms and perceived expectations of their in-group. Setting this in the light of the 

TPB, it might suggest weaker attitude-intention and stronger subjective norm-intention relationships (Markus 

& Kitayama, 1991; Triandis, 1995). Lee and Green (1991) confirm this as they found the subjective norm to 

be the strongest predictor within a sample from Korea. 

However, according to Gelfand et al. (2004) it cannot be established that the cultures affect the model, as the 

different studies did not measure it themselves, yet only made the assumption based on previous cross-

cultural research. Additionally, this approach does not account for the possible within-group cultural 

differences (Fiske, 2002). As of this, we acknowledge both of these perspectives as something we need to 
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keep an eye on further in our research, as there is a possibility of our research displaying a weaker attitude-

intention relationship and stronger subjective norm-intention relationships due to the collectivistic culture. 

Still, this is not certain and we keep both perspectives as indicators of aspects we need to acknowledge 

further in our research. 

2.4.5 Collectivistic culture in relation to the Consumer Decision Process Model 

Accordingly, the same review needs to be performed for the CDPM. Doney et al. (1998) presents it as less of 

a calculative process within the decision of someone from a collectivistic culture than from an individualistic 

culture. By this, the collectivists are less likely to go through the calculation of costs and rewards that may 

arise if the seller acts untrustworthy (Doney et al., 1998). The trust towards the seller originates from factors 

of the in-group and less likely to refrain from existing relationships (Yamagishi and Yamagishi, 1994).  

Furthermore, Bagozzi and Lee (2002) studied the social influence within different groups of students, and 

found that students from Korea were strongly influenced by the identification process. This is explained as 

the process where an individual accepts influence from another person to satisfy the self-defining 

relationship with the other person (Kelman, 1961). As of this, it is acceptable to suppose that the all of the 

stages in the CDPM is likely to be affected by the opinions of others within collectivist cultures.   

       

Matrix 4: Main findings of collectivistic culture in relation to different consumer behaviour topics, the Theory of 

Planned Behaviour and the Consumer Decision Process Model 

Consumer behaviour 

topics 

Highly feasible to change their behaviour according to what is perceived 

as “right” by others (e.g. McCarty & Shrum, 1994 & 2001; Lee & Kacen, 

2007) 

Advertisement emphasizing on in-group benefits are of high influence, as 

well as others evaluation of products (Han & Shavitt, 1994; Aaker & 

Macheswaran, 1997) 

Important to build relationships, strong brands and customary company 

brands (Mooji, 2003) 

Theory of Planned Behaviour guided by social norms and perceived expectation of in-group 

can result in weaker attitude-intention and stronger subjective norm-
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Behaviour intention relationship (Markus & Kitayama, 1991; Triandis, 1995), yet 

this cannot be established as it is based on previous research rather than 

measured accordingly (Gelfand et al., 2004) 

Lots of previous research does not account for within-group differences 

(Fiske, 2002), which again weakens previous research of collectivistic 

culture in relation to the TPB 

Consumer Decision 

Process Model 

Less of a calculative process within a collectivistic culture (Doney et al., 

1998) 

Strongly influenced by the identification process (Bagozzi & Lee, 2002; 

Kelman, 1961) 

Source: own. 

Through this section we can establish that Chinese consumers are likely to change their behaviour according 

to what is accepted by their in-group. They follow the values of Confucianism that focus on the common 

goals of the group, rather than the personal goals of the individual. Also, it is assumable that they appreciate 

their existing relationships over potential new ones. The difference in consumer behaviour between 

individualistic and collectivistic cultures has been confirmed within many studies among different topics, and 

is therefore important to acknowledge further. 

As the last sub question in this research emphasize the importance of how e-commerce can impact the 

Chinese consumers to increasingly purchase ecological food products, it is critical that the final framework is 

functional in an online setting. We will therefore continue this literature review by presenting, discussing and 

criticising how to include the aspect of e-commerce into the final framework. 

2.5 E-commerce 

There has been a natural increase within online shopping over the last years, as e-commerce has taken over 

major parts of the biggest markets in the world (Fung Business Intelligence Center, 2017; Babcock, 2017). 

The increase of e-commerce in China makes the understanding of online consumer behaviour highly 

important to our research, being that online consumer behaviour can display a major difference from 

traditional consumer behaviour.  
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According to Cheung et al. (2005), it is not always clear what drives the consumers to shop online, as there 

are several major factors that can influence the behaviour. In traditional consumer behaviour for instance, the 

importance of demographic factors like age, gender, education and income is established (Burke, 2002). 

According to Ratchford et al. (2001), it is perceived as effortless to make a purchase through the Internet for 

the consumers that hold computer skills, as the process of learning how to use the Internet can be both costly 

and time-consuming. Avery (1996) emphasize the importance of lack of mobility, namely that immobilising 

factors can provide the consumer with the ability to fulfil their shopping goals on the Internet, i.e. if a 

specific product cannot be obtained in the physical store. Kim et al. (2008) state that information quality of 

the website, privacy concerns, security concerns, trust and reputation have strong effects on how trust is 

established towards a specific website. Overall, the three factors of trust, perceived risk and perceived 

benefit, has proved to be of greater importance within online consumer behaviour (Kim et al., 2008; Gefen, 

2002; Reichheld & Schefter, 2000). Kim et al. (2008) explain that the consumer’s perceived risk can reduce 

the consumer’s intention to purchase, and that the perceived risk is likely to decrease in the case of 

increasing trust. In addition to this, the consumer’s perceived benefit can increase the consumer’s intention to 

purchase (Kim et al., 2008).  

2.5.1 Trust 

According to Gefen (2002), trust is emerging as a central aspect leading to IT acceptance, especially in terms 

of both gaining and retaining online consumers. Lee and Turban (2014) support this view, stating that lack of 

trust is one of the most frequently cited reasons why consumers do not shop online. Reichheld and Schefter 

(2000) states that if the consumer lacks trust in a specific online vendor, he or she tend to avoid engaging 

with the same online vendor again. The authors asked different web shoppers for the most important 

attributes of online vendors, stating that “price does not rule the web; trust does” (Reichheld & Schefter, 

2000). These statements combined with the importance of guanxi/personal relationship and trust within the 

collectivistic culture increase the crucial point of trust in this research.  

 

Still, this is not an easy issue to address, as establishing trust over the internet could be something widely 

different from establishing trust in a traditional setting. Reichheld & Schefter (2000) states that the consumer 

has no choice but to rely on the promises of the online vendor, as there is no ability to see or touch the actual 

product. Jarvenpaa et al. (1999) found that greater experience with the web was associated with lower trust 

and higher risk, which leads to the speculation that gaining experience as a web shopper could make the 

consumer less trusting and more risk-averse in regard to specific online vendors, due to the increased 

knowledge. It is therefore reasonable to assume it as easier for an online vendor to gain the trust of 

consumers from a collectivistic culture if the relationship is formerly established. 
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2.5.2 Perceived risk and perceived benefit 

It is an important barrier how the consumer perceives the potential risk of purchasing a product online rather 

than in a traditional store (Kim et al., 2008). There are different types of risks within online consumer 

behaviour, where Bhatnagar et al. (2000) point at product category risk and financial risk as the two 

predominant types. Product category risk is associated with the product itself, and whether the consumer 

believes that the product will function according to their expectations. By this, the risk depends on the type 

of product, as there is a different risk of purchasing a book or a computer online due to the price. Financial 

risk relates to the Internet as a purchasing medium, as the risk is not necessarily the monetary amount that is 

involved, yet also communicating sensitive information over the Internet. An example is the possibility that 

an online transaction could become duplicated due to a technical error. The increase of either of these two 

risks will decrease the likelihood of purchasing online (Kim et al., 2008; Lee & Turban, 2014; Bhatnagar et 

al., 2000).  

 

The perceived benefit of the consumer can be defined as “a consumer’s belief about the extent to which he or 

she will become better off from the online transaction with a certain Website” (Kim et al., 2008, p. 4). The 

perceived benefit can differ between consumers, such as saving time or getting hold of a specific product. 

Overall, the perceived benefit regards whether the consumer perceives that the Internet provides a major 

incentive to conduct the purchase online. The more perceived benefits, the more likely is it that the consumer 

will perform an online transaction (Kim et al., 2008).  

 

Regarding the collectivistic culture, the possible risk has not been established as a significant decision factor 

by previous studies, despite the fact that it is normal that collectivists perceive a higher risk associated with 

online shopping than individualists do (e.g. Park & Jun, 2003). Weber and Hsee (1998) explain that 

collectivists tend to be less risk-averse as they do not need to bear all consequences of risk alone, due to the 

culture protecting people throughout their lives. Still, this regards the perception of risk and not the attitude 

towards the perceived risk, regarding i.e. risky financial options (Weber & Hsee, 1998). Still, it is important 

to acknowledge that there will always be different individualistic preferences within the culture, and the 

overall cultural perception would therefore not necessarily apply for all individuals. In example, a research 

stated that the visual design of a website could to be a predictor of trust, and found no moderator effect of 

collectivism, which suggests that culture operates at the individual level rather than the country level 

(Ganguly et al., 2010). 
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Matrix 5: Main findings of the three important aspects of online consumer behaviour; trust, perceived risk and 

perceived benefit.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

E-commerce 

Trust ● Lack of trust is one of the most frequently 

cited reasons for consumers to not shop 

online (Lee & Turban, 2014) 

● “Consumers have no choice but to rely on 

the promises of the online vendor, as there 

is no ability to see or touch the actual 

product” (Reichheld & Schefter, 2000) 

● Gaining experience as web shoppers can 

result in consumers being less trusting and 

more risk-averse (Jarvenpaa et al., 1999) 

Perceived risk ● How the consumer perceives the potential 

risk of purchasing a product online is an 

important barrier (Kim et al., 2008) 

● Different perceptions of risk between 

different types of products (Bhatnagar et 

al., 2000) 

● That the possible risk is not a significant 

decision factor within the collectivistic 

culture (Park & Jun, 2003) 

● Collectivists can be less risk-averse cue to 

the protection of the culture (Weber & 

Hsee, 1998) 

Perceived benefit ● How the consumer believes he will become 

better off from the online transaction (Kim 

et al., 2008) 

● Can differ between consumers (Kim et al., 

2008) 

Source: own. 

 

As presented in matrix 5, we found trust to be one of the most important factors within online shopping. 

Furthermore, gaining knowledge could potentially decrease the trust towards the online vendor, as well as 

the perceived risk is dependent on the type of product in which the consumer will purchase online. 
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Additionally, it is possible that consumers from collectivistic cultures are less risk-averse as they are used to 

being protected by their culture.  

2.5.3 Traditional consumer behaviour versus online consumer behaviour  

Throughout the years, many approaches have been presented in order to enhance the research on online 

consumer behaviour. Many of the approaches regard the TPB model, which has been successfully applied 

within online consumer behaviour research several times, by different approaches and extensions (e.g. Song 

& Zahedi, 2001; Vijayasarathy & Jones, 2001). On the contrary, it is highly difficult to acquire research that 

prove the usefulness of the CDP model within the area of online consumer behaviour. A study performed by 

Teo and Yeong (2003) used the CDPM to perform an online study in Singapore. The study showed that the 

model could be used online in Singapore, however it also showed high weakness in explaining the perceived 

risk (Teo & Yeong, 2003). By this, we acknowledge that the model might not be easily used in an online 

setting.  

 

Through numerous empirical studies it is established that the widely used Technology Acceptance Model 

(TAM), which is considered to be the most influential and commonly employed theory when describing an 

individual’s acceptance of information systems, compares favourably with the TPB (Lee et al., 2003; 

Venkatesh & Davis, 2000). As we have proposed the three constructs of TPB as the basis of our framework, 

it is interesting for our research to further understand TAM. 

2.5.4 Technology Acceptance Model 

TAM has been widely used in several types of research. The model is constructed to understand the adoption 

of computer-based technologies in the workplace, yet it has proven to be highly relevant as a theoretical 

foundation for the adoption of e-commerce as well (Chen et al., 2002; Moon & Kim, 2001), which makes the 

model interesting for our research. The theory was introduced by Davis (1986) as an adaption to the TRA, 

with the main goal to explain the determinants of computer acceptance in general, as well as being capable of 

explaining the user’s behaviour across different end-user computing technologies and different user 

populations (Davis et al., 1989). One of the key aspects for the model is therefore to trace the impact of 

external factors on internal beliefs, attitudes and intentions. 

 

The model assumes that two variables determine an individual’s information system acceptance, namely 

perceived usefulness and perceived ease of use (Lee et al., 2003). Perceived usefulness is defined as the 

potential user’s subjective probability that using a specific application system will increase his or her job 

performance within an organisational context (Davis et al., 1989). In the context of our research, the 

application system will classify as the Internet and the individual’s performance will classify as the outcome 
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of the online shopping experience. By this, perceived usefulness refers to which degree the consumer 

perceives that the internet has enhanced the outcome of the shopping experience. The model assumes a 

strong direct link between usefulness and intention, and a weak link between usefulness and attitude. This 

can be explained by the fact that the consumers intention to use a certain technology because of its usefulness 

can be positive even though he or she might not have a positive attitude towards the technology itself (Davis 

et al., 1989). 

 

Perceived ease of use refers to the degree of which the potential user actually expects that the target system is 

free for effort (Davis et al., 1989). In the context of our research, this demonstrates the consumer’s 

perception that using the Internet will involve a minimum of effort. The more effortless the technology is 

perceived to be, the more likely it is that consumers intend to use the technology (Monsuwé et al., 2004).  

 

Critique and limitations of the model 

Although TAM is widely used in several types of research, it is not free for criticism. Monsuwé et al. (2004) 

found that intention to shop online is not only affected by the two constructs, but also by exogenous factors 

like product characteristics and previous online shopping experiences. By extending the model, the authors 

criticise that the exogenous factors are key drivers that cannot be forgotten when consumers adopt to the 

Internet as a shopping medium. This is a valid point that we acknowledge, due to the various exogenous 

factors in different situations. Still, the stake may not be as high when purchasing ecological food products 

online due to the price of the products, yet it could be found to affect the consumers final choice. 

 

Several extensions of TAM have considered the inclusion of trust to be of high importance for a complete 

understanding of technology acceptance. Gefen et al. (2003) successfully expanded the model to include the 

familiarity and trust aspect when adopting e-commerce. By diving between potential customers and repeat 

customers, they found that the repeat customers greatly trusted the online vendor and perceived the website 

to be useful and easy to use. This resulted in a higher likelihood of purchasing from the website and thus 

displayed the importance of trust (Gefen et al., 2003). The same year, Pavlou (2003) presented the E-

commerce Acceptance Model, where he integrated TAM with highly important constructs of trust and risk, 

building on TRA. The research confirmed that trust and risk are direct antecedents of the intention to perform 

a purchase, and that trust also acts as an indirect antecedent through perceived risk, perceived usefulness and 

perceived ease of use (Pavlou, 2003). By this, the importance of trust is repeatedly confirmed both within the 

collectivistic culture and the online consumer behaviour, in which we accept trust to be a factor we should 

add on to TAM if we include the constructs in the final framework. 

 



 34 

2.5.5 Collectivistic culture in relation to the Technology Acceptance Model 

To complete the understanding of how to include the online aspect into consumer behaviour, we need to 

acknowledge how TAM can perform in different cultures. There are several different perceptions regarding 

this. Mao et al. (2005) tested how the adoption and acceptance of different advanced mobile phone services 

like e-mail and payments could differ between the United States and Turkey by using the model. Their 

findings present that TAM is functioning in both cultures, yet they concluded that within the collectivistic 

culture the perceived usefulness was less important and perceived ease of use was more important (Mao et 

al., 2005). On the contrary, a study performed by Raaij and Schepers (2006) looked at how Chinese students 

accepted an e-learning system, and found that perceived usefulness had a direct effect on the effect of the e-

learning system. In their opinion, it could only be measured indirect effects of perceived ease of use and 

subjective norm (which they added as an extension to the model) via perceived usefulness.  

 

Still, overall the model is found to function well across cross-cultural boundaries (McCoy et al., 2005), yet 

again, the possible attitude-behaviour gap must be acknowledged due to the likeliness that people from 

collectivistic cultures follow the opinion of other in their in-group rather than their personal opinion. 

 
Matrix 6: The strengths and weaknesses of the Technology Acceptance Model. 

Strengths Weaknesses 

● Highly relevant as a theoretical 

foundation for the adoption of e-

commerce (Chen et al., 2002; Moon & 

Kim, 2001) 

● Compares favourably with TPB (Lee et 

al., 2003; Venkatesh & Davis, 2000) 

● Function well across cross-cultural 

boundaries (McCoy et al., 2005) 

● Lacks the important factor of trust 

(Gefen et al., 2003; Pavlou, 2003) 

● Does not account for exogenous factors 

that are stated as key drivers (Monsuwé 

et al., 2004) 

Source: own 

 

Most importantly, TAM has been found to work favourably with the TPB, which is the basis for our 

framework. Still, we have presented some important weaknesses that we need to acknowledge if we are to 

further apply this model into our research, namely the importance of trust and exogenous factors.  
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2.6. Summary and final framework 

Through the literature review we have built the foundation and established a framework that is applicable to 

look at both traditional and online consumer behaviour within the context of a collectivistic culture. This 

paragraph will summarise the main findings in which explain the chosen constructs and thereafter present the 

final framework and its illustrated model. 

 

After presenting the two main theories within the field of consumer behaviour, we proposed an initial 

framework at that point, which was consisting of the following five constructs: 

● Attitude toward the behaviour 

● Subjective norm 

● Perceived behavioural control 

● Moral norm 

● Inclined abstainers  

 

These five constructs is the result of the initial part of our research and served as a starting point. As we 

explained, there was a need to gain an understanding of the change in consumer behaviour through the last 

years, to correctly determine how to include the aspects of culture and e-commerce into the final framework. 

Through the section of consumer behaviour characteristics, we identified it to hold many contradicting 

views. The three factors demographic, socio-demographic and psychographic characteristics were stated as 

the most influential factors in relation to purchasing ecological food products. We also found attitude to be of 

importance within this section, and concluded that the aspect of attitude would be covered by the construct of 

attitude toward the behaviour, and that the psychographic characteristics would be covered by the construct 

of subjective norm. 

 

The review of collectivistic culture concluded that consumers in a collectivistic culture are likely to change 

their behaviour according to their in-group and their social norms. This is a crucial point for us, as it could 

create an attitude-behaviour gap. It is important to keep an eye on the potential weakening of attitude-

intention relationship and strengthening of subjective norm-intention relationships. Moreover, the 

importance of personal relationships and trust was established, which emphasise the need to understand the 

importance of trust within online consumer behaviour.  

 

There were no major findings throughout the literature review that propose the extension of the framework to 

include aspects from the CDPM. Our research did not conclude in any findings regarding previous studies 

that used the model in its entirety within collectivistic cultures. Also, the collectivistic consumers are less 

likely to go through the calculative process. By this, we conclude that aspects from the model are extraneous 
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in our research, as we intend to understand the intention and motivation in regard to the behaviour, rather 

than the complete process of choices that the consumer moves through. 

 

Furthermore, the review of TAM demonstrated that the model has been successfully applied as an extension 

to the TPB in the context of online consumer behaviour, as well as applicable across cultures. The two 

constructs of perceived usefulness and perceived ease of use can provide us with an explanation of how the 

consumers perceive that the Internet has enhanced the outcome of the shopping experience, and if they 

perceive the use of Internet as effortless. Accordingly, we believe that adding these two constructs can 

increase our understanding of online consumer behaviour within the collectivistic cultures.  

 

Still, the main critiques towards the model establish trust to be a crucial point, which is made even more 

essential due to the importance of trust within collectivistic societies. Additionally, the lack of accounting for 

exogenous factors can affect the intention to shop online, through e.g. previous experience. As of this, we 

believe that trust and exogenous factors can play an important role regarding how consumers from 

collectivistic societies will approach online shopping, and hereof extend the initially proposed framework by 

adding the constructs trust and exogenous factors. As a result of our literature review and the main findings 

that we have summarised, we extend our initial framework by including four new constructs: 

● Perceived usefulness 

● Perceived ease of use 

● Trust 

● Exogenous factors 

  

By this, we retain the five constructs that was initially proposed and extend it by adding four new constructs. 

Together, the nine constructs that we propose as our final framework are the influencers that we believe to be 

of importance in regard to both traditional and online consumer behaviour in the context of a collectivistic 

culture. As of this we propose figure 2, which display an explanation of how the constructs are included into 

consumer behaviour, collectivistic consumer behaviour and online collectivistic consumer behaviour. 
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Figure 2: Proposed research model 

 
Source: own. 

 

 

3. METHODOLOGY 

3.1 Introduction 

The ambition of this section is to present our chosen methodological assumptions, which we have used in 

order to develop the research design and data collection for this thesis. The data we collect will be used in the 

analysis section in order to answer our main research question through four sub questions. Furthermore, this 

section will provide an understanding of how the chapters of the thesis are related and our line of 

argumentation. 

3.2 Research philosophy 

The research philosophy is important as it helps clarify the research design, which will make it possible to 

collect the data we need in order to answer our research question. According to Saunders et al. (2012), the 

development of knowledge is generated when embarking on research, and when going through the different 

assumptions that appear in every stage of the research. These sets of assumptions will constitute a credible 

research philosophy, and support the methodological choice (Saunders et al., 2012).  
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The different types of philosophical research assumptions are ontology, epistemology and axiology. 

Ontology is the study of the nature of reality, looking at what is real. The ontological assumptions shape how 

one view and study the research objects, and can be divided into objectivism and subjectivism. Objectivism 

regards the social phenomenon as independent of social actors (Bryman, 2012), while as subjectivism 

establish that social reality is made from perceptions and by social actors. With a subjectivist view, one must 

understand the different realities of the consumers in order to understand their intentions, motives and actions 

(Saunders et al., 2012). Both subjectivism and objectivism will be the underlying ontology in this research, 

as the purchase behaviour of ecological food products can be best understood through combining the 

consumers subjective motivations and secondary literature on the subject.  

 

Epistemology is the study of acceptable knowledge and how to acquire this knowledge (Easterby-Smith et al, 

2008). Epistemologically, the objectivistic obtains knowledge about the social world through observable and 

measurable facts, while the subjectivist believe that opinions and attitudes should be accepted as knowledge 

(Saunders et al., 2012). We will follow both views, as we believe that both measurable facts and the 

consumers’ opinions and attitudes are appropriate in order to generate knowledge. 

 

Axiology regards how researchers deal with their own values, in contrast to the participants that are studied. 

This is of great importance as the researchers own values will play a role in the different stages of the 

process, and must be considered in order for the results to be credible (Saunders et al., 2012). As we are 

going to perform semi-structured interviews, we acknowledge this and will place a high focus on making 

sure that our influence is at a minimum, by performing different measures in the aim of making the 

respondents comfortable. We will among other things present the respondents with a document that contains 

a list of rules, e.g. that the respondent can stop the interview at any time. These efforts will be further 

elaborated in the section of semi-structured interviews, where we explain the actual conduction of the 

interviews.  

 

In addition to the three different philosophical research assumptions, there are five major philosophies: 

positivism, critical realism, interpretivism, postmodernism and pragmatism. This research will follow the 

tradition of both critical realism and interpretivism as research philosophy. The idea of critical realism 

explains our experiences in relation to the underlying structures of reality in which outlines the events we 

observe. This reality is the most important philosophical consideration, where reality is seen as external or 

independent and not through our own observations and knowledge (Saunders, 2012). As of this, critical 

realist research focus on in-depth historical analysis of social structures, and how they have changed over 

time (Reed, 2005).  
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Furthermore, the idea of interpretivism argue that humans can be viewed as ‘social actors’, stating that all 

humans are different. This due to the fact that they create their own meanings, where they take their personal 

interests, knowledge and perceptions into consideration. The purpose of the interpretivist philosophy is to 

create a deeper understanding and interpretation of the different social worlds and contexts (Saunders et al., 

2012). The interpretivist view combined with the critical realist view is therefore the most appropriate 

philosophy choice. The interpretivist view helps us understand the motivations of the consumers through 

their relationships and networks. The critical realist view furthermore helps us combine the primary data with 

secondary literature that challenge the answers of the respondents, as well as identifying the demographic 

factors through analysing statistical numbers and historical events in China.  

3.3 Research approach 

The methodology can either follow a deductive, inductive or abductive research approach. The deductive 

approach applies existing theory in order to develop hypotheses, which are further tested through collected 

data. The inductive approach collects data first, and then develops theory from the collected data. The 

abductive approach collects relevant data at the same time as using already existing literature and concepts 

from areas of knowledge. In this way, it has a close tie to induction, mixed with deduction (Bryman, 2012).  

 

This study will mostly follow an abductive logic of reasoning, where the use of existing theories is combined 

with our own empirical data collection to explain the increase in consumption of ecological food products 

among Chinese consumers. The abductive reasoning has a good fit to the interpretivist philosophy, as it helps 

understand the social world through the participants interpretation (Saunders et al., 2012). Thus, in order to 

understand the consumers at a deeper level, we believe that an abductive approach is the most suitable in sub 

question two, three and four. In regard to the first sub question, this study will follow a more deductive logic 

of reasoning, as the question will be analysed through secondary literature only. In order to understand the 

demographic factors of the Chinese consumers, we choose not to include empirical interview data, as it is a 

minimal sample for such significant factors. As of this, a more deductive approach is a superior choice 

within sub question one.  

3.4 Research strategy 

The research strategy explains the methods that are used to collect data and distinguishes between 

quantitative research and qualitative research. The quantitative method entails a deductive approach where 

the relationship between theory and research is tested, and where positivism and the natural scientific model 

is incorporated. The qualitative research method entails an inductive approach where the generation of 

theories are emphasised, and where interpretivism is incorporated emphasising on how individuals interpret 
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their social world (Bryman, 2012). We will elaborate on the research strategies perceived as effective in our 

research, and explain why we chose to use some these specific methods. 

 

Firstly, surveys can be used to collect quantitative data and test hypotheses. In this research, we aim to 

understand the individual’s reflections on why they take the choices that they do, how they intend to do 

different things and how they might not live up to these intentions. As these reflections are hard to gather 

through a survey, this method is not suitable to use in our thesis. Also, there are qualitative methods like 

ethnography and observation, where ethnography targets a specific focus group while observation includes 

all individuals. These methods are not used due to the limited access to the Chinese market, as there are far 

travel distances and limited time. Furthermore, focus groups is a group interview where the participants 

discuss a defined topic (Bryman, 2012). As we aspire to reveal the participants attitudes towards ecological 

food products, the focus groups might prevent the collectivistic respondents from expressing their opinion.  

 

Moreover, interviews is used to gather qualitative information. The use of interviews can give us the ability 

to capture the reflections of the participants and understand their motivations and attitudes on a deeper level 

than for example surveys. We will therefore use this method to collect primary data. There are two main 

types of interviews, unstructured interviews and semi-structured interviews. We will focus on semi-

structured interviews, as an interview guide is important in terms of answering important questions in 

relation to the research question (Bryman, 2012). 

 

Furthermore, secondary literature will be used in order to gather quantitative and qualitative data. Secondary 

literature is data previously collected by other researchers to answer a different question than our primary 

research question. Secondary literature is a good alternative towards collecting new primary data, as it allows 

the use of high-quality data at the same time as it is effective and holds a low cost. It will deliver a deeper 

analysis and understanding, and can both confirm and reject the findings of the semi-structured interviews. 

Still, there are some limitations when using secondary literature, being that the data found can be very 

complex, there can be little or no control of data quality, and it might be hard to find the exact data that is 

needed to answer the specific research question (Bryman, 2012). An elaboration of how we will use these 

two methods to answer our research question will be presented in the following sections.  

3.5 Semi-structured interviews 

As mentioned, we will use semi-structured interviews as the primary source of data collection in this thesis. 

The reason for choosing interviews as research method is to gather in-depth information about the factors 

that could affect the increase of ecological food purchase among Chinese consumers. It is a flexible process 

as the interviewee is able to ask the respondent follow-up questions, and the questions do not have to follow 
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an exact order (Bryman, 2012). For this thesis, we have chosen to conduct the interviews orally, sitting face 

to face in a meeting room or through Skype.  

 

The interview guide was created based on the final framework presented in our literature review. The 

framework consists of the nine different constructs which can be viewed in figure 2, namely; attitude toward 

the behaviour, subjective norm, perceived behavioural control, moral norm, inclined abstainers, perceived 

usefulness, perceived ease of use, trust, and exogenous factors. The interview guide follows this specific 

structure to ensure that the important topics from our literature review are covered.  

 

The interview guide furthermore consists of an introduction section that holds a set of open questions in 

order to set the base for the interview, and for the respondent to feel comfortable. Moreover, a couple of open 

questions are included at the end of the interview, in order to give the respondent room for elaboration on 

topics that might be missing in the interview guide. The questions asked in the interview guide is a 

combination of different kinds of questions suggested by Kvale (1996), these are for instance follow-up 

questions, probing questions, direct questions and indirect questions. The reason for asking these types of 

questions is to create diversity and to make the interview as natural as possible.  

3.5.1 Interview guide structure 

As stated, the interview guide is constructed after the different topic sections of the final framework, as well 

as open questions. The complete interview guide can be found in Appendix 1, where it is displayed that each 

interview consists of 31. The first part of the interview consists of the introduction section, where general 

and open questions are asked in order to get an overview of the participants purchase and eating habits, as 

well as making the respondent comfortable. 

 

The second part looks at attitude toward the behaviour, which is divided into affective and instrumental. The 

questions aim to understand how the participant feels when performing the behaviour, and if they believe 

that the behaviour itself will have a positive or negative effect. These questions can also display how 

educated people are towards ecological food products and the environment (Conner & Armitage, 1998). 

 

The third part looks at subjective norm. These questions help to reveal if the participants are influenced by 

the people around them, or by cultural norms, and to which extent they actually act in regard to this. 

Furthermore, the questions distinguish between injunctive and descriptive norms. We want to understand if 

there is a difference in the respondents’ behaviour if the people around the respondents only encourage the 

behaviour towards the respondent, or if they actually engage in the behaviour themselves (Ajzen, 1991; 

Conner & Armitage, 1998).  
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The fourth part regards perceived behavioural control and inclined abstainers. The questions in this section 

touch upon both constructs and are therefore combined. With perceived behavioural control, we want to 

understand how easy the individual itself believes it is to engage in the behaviour of purchasing ecological 

food products (Ajzen, 1991). With inclined abstainers, we want to understand if the attitude of the 

respondent displays a different answer than the actual behaviour of the respondent.  

 

The fifth part looks at the moral norm of the respondent, and aims to find out whether the participant is 

influenced by any ethical aspects when it comes to purchasing behaviour. The moral aspect is important in 

regard to influencing behaviour, as they can change the purchase behaviour of the respondent, and could 

therefore lead to the purchasing of ecological food products (Mintel, 1994; Arvola et al., 2008).  

 

The sixth part regards perceived ease of use and perceived usefulness when it comes to online purchasing. 

The intention is to understand if the consumer believes he or she will achieve a better outcome by shopping 

online rather than in a physical store, and whether the respondent actually believes that the online shopping 

will be free of effort (Davis et al., 1989). We include these factors to establish how familiar the respondent is 

with online platforms and how regularly he or she would use online platforms. Also, the two factors will 

acknowledge whether the respondent use online platforms to purchase food products, and what factors that 

could make the respondent purchase products online.  

 

The seventh part reviews the importance of trust towards online vendors, as the lack of trust is one of the 

main reasons why people choose not to shop online, as well as trust being of high importance within 

relationships of the collectivistic culture (Lee & Turban, 2014; Chen et al., 1998; Hofstede, 1980; Triandis, 

1995). This factor is important as it could determine to what extent the participants would actually increase 

their online purchasing behaviour, which can also impact the purchase of ecological products as there are 

many possibilities of imported and ecological products online.  

 

The eight part regards exogenous factors, which are stated to be key drivers when the consumer adopts to 

online shopping (Monsuwé et al., 2004). It is important to acknowledge that previous experience could affect 

the consumers final choice when choosing between traditional and online shopping.  

 

Lastly, the interview guide includes some open questions that give the respondents the possibility to add and 

elaborate on aspects that we might have overseen. 
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3.5.2 Selecting participants 

The sampling of areas and participants is common in qualitative research. Due to the natural limitations of 

distance towards China and the timeline of this project, we have chosen to use generic purposive sampling. 

Purposive sampling is a non-probability sampling method where the participants are chosen by the 

researcher. The participants still have to be related to the study, for the study to be reliable and in order to 

answer the research question (Bryman, 2012). As of this, the sample participants in this thesis will consist of 

Chinese exchange students that live in Copenhagen. As they are living in Copenhagen they are easily 

accessible to us, and will most likely have strong connections to the Chinese culture as they only live abroad 

during a short period. Furthermore, they are young and therefore speak good English, which will make the 

conduction of the interviews possible, as we do not speak Chinese.  

 

To get in contact with the participants we used Facebook. We went through the newly added members of 

groups like “Exchange students Copenhagen”, and contacted the Chinese students by sending a private 

message through the inbox function. We contacted both genders in all ages, still the ages ranged from 18-32 

which is natural as they are students living abroad. By this, we got in contact with a few Chinese exchange 

students, yet we found it hard to reach many potential participants. Although, during the conduction of the 

interviews we achieved a “snowball effect”, where the participants happily introduced us to their Chinese 

friends in Copenhagen. This refers to snowball sampling which is a non-probability sampling method used 

when participants are harder to get a hold of (Bryman, 2012). By this, we established a group of 14 

participants that we could interview regarding their purchasing habits back in China. 

3.5.3 Conduction of the interviews 

The interviews were held in a group room at Copenhagen Business School, as it is neutral grounds and a 

place where the respondents would feel comfortable. All of the interviews took approximately 30 minutes, 

and both of us participated in all of the interviews. One of us asked the questions, while as the other one took 

notes, only interfering if necessary.  

 

Before the interviews started, we offered the respondent a choice of coffee or tea, as well as some snacks. 

The respondent was presented with a document where the purpose of the study was explained, as well as a 

list of rules, see Appendix 2. This was presented to make the respondent feel comfortable and to not feel 

forced, which is important in order to receive the most reliable answers. Among other rules, the respondent 

was ensured that he or she could stop the interview for a break at any time. After reading the document, the 

respondents were asked if they agreed with the rules and especially if we could record the interview, which 

all participants were comfortable with. The interviews were therefore recorded, which was of great help as it 
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allowed a more thorough interpretation and examination of the participants answers, and made it possible for 

us to concentrate on the ongoing conversation during the interview (Bryman, 2012).  

 

However, during the first couple of interviews, we quickly understood that the first participants preferred the 

word organic instead of ecological. Due to this, we replaced the word ecological with organic throughout all 

of the questions in the interview guide. As we established in our literature review, the purchase behaviour is 

more or less the same between organic and ecological food products, due to the fact that most consumers 

rarely know the difference and therefore do not differentiate between them (Chryssochoidis, 2000). We will 

continue this change of words throughout the analysis, where we will use the word organic when the 

participants are answering by the use of this word. Additionally, some of the participants had a tendency to 

talk about their purchasing habits here in Denmark rather than in China. As we are solely researching their 

habits in China we emphasized this during the interview. If we felt insecure of which market they were 

referencing, we asked them to elaborate further on their purchasing habits in China to ensure that we got the 

information we requested.  

 

In addition to the semi-structured interviews we decided to send the participants some follow-up questions, 

which can be found in Appendix 3. As we found it interesting to further research to which degree the 

respondents use their smartphone to purchase food products online, we asked them the following questions: 

“Have you ever purchased products online through your smartphone?” and “Do you prefer buying products 

through your computer or smartphone? Why?”. Furthermore, through our analysis we found the one-child 

policy to have a big impact on the different demographic factors. We therefore ask the respondents a third 

follow-up question in relation to the future responsibilities of being an only child. The following question 

was asked: “If you are an only child, do you have any thoughts that you might get the future responsibility of 

your family members?”. All of the 14 respondents were contacted through Facebook, and as we set a 

deadline of five days to receive answers, it resulted in answers from 10 of the respondents. 

3.6 Secondary literature 

As previously presented, we will along with semi-structured interviews use secondary literature to answer 

the research question. The first sub question of our thesis states the following; “Which demographic factors 

influence the Chinese consumption of ecological food products?” As we discussed in the research strategy 

section, the use of secondary literature will deliver a deeper analysis and understanding in regard to the 

demographic factors of the Chinese consumers. This is due to the fact that it would be hard to reach a large 

number of respondents through primary data collection, as we lack a Chinese network. 
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Regarding sub question two, three and four, we will combine the findings of semi-structured interviews with 

secondary literature. Through the use of triangulation, we will make sure that the data does not contain any 

inconsistencies, as it helps justify the research findings. According to Onwuegbuzie and Leech (2007) 

triangulation includes the use of different methods, sources and theories in order to attain substantiated and 

reliable evidence. This helps minimise bias and justify the reliability of the respondents’ answers in the semi-

structured interviews (Anney, 2014). According to Anney (2014) there are different triangulation methods: 

investigator triangulation, data triangulation, informants’ triangulation and methodological triangulation. We 

will apply data triangulation as the qualitative data from the semi-structured interviews is triangulated with 

qualitative data from secondary literature. The secondary literature is used in order to either support or 

challenge our findings, and hereof increase the validity and reliability of our research. This method is closely 

related to methodological triangulation, but due to the fact that we only triangulate using one source of 

primary data this method is disregarded.  

3.6.1 Conduction of secondary literature 

In order to analyse the first sub question regarding demographic factors, we will solely use secondary 

literature. We will use the statistical numbers presented by the National Bureau of Statistics of China, to 

understand the distribution and development of the different demographic factors. As the National Bureau is 

an agency that is directly under State Council and is in charge of the statistics and economic accounting in 

China, we perceive these numbers to be of best quality and the most reliable option. The reports they publish 

are named “China Statistical Yearbook”, which is described as an annual statistical publication that reflects 

the economic and social development of China from the previous year (National Bureau of Statistics of 

China, 2017). We will mainly be using the numbers of the 2017 edition, as these are the standing numbers 

from 2016, with some additional numbers from the 2006 and 2010 edition. This to acquire a deeper 

understanding of the context by reviewing numbers from several years back. 

 

Furthermore, we will use secondary literature on the topic of ecological food purchase, to connect it with the 

development of demographic factors. As there is little research on ecological purchase behaviour 

specifically, yet more on organic purchase behaviour, we will follow the view that the purchase behaviour of 

organic and ecological products is more or less the same and use studies on both ecological and organic food 

through the analysis (Chryssochoidis, 2000). This goes in line with the changes within the interview guide, 

which makes it natural that the secondary literature should follow the same procedure. As of this, the 

secondary literature will be explained in terms of both ecological and organic food purchase throughout the 

analysis. 
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To gather different research on the topic, we used the search engine Google Scholar, that provides a wide 

selection of scholarly literature. The studies were chosen carefully, to ensure the coverage of several years, 

cultures and researchers, only applying the studies with a satisfactory number of population sample. To 

acquire proper research, we had to use different combinations of search words, which is explained in 

Appendix 4, matrix 7. Reviewing matrix 7 it is clear that we acquired most of the research through using 

keywords such as demographic, organic, consumer, etc. Still, it was challenging to find research that focused 

on how demographic factors could affect the purchase of ecological/organic food products, which resulted in 

several attempts of trying other words that were naturally connected to the overall topic. In addition, it was 

not possible to retrieve any research newer than 2011, that had a reliable and large enough population size or 

number of citings. Still, we are contented with the studies found, as they provide a good understanding of the 

development of different demographic factors. 

 

Furthermore, we collected secondary literature throughout all the four sub questions, according to the 

findings of the semi-structured interviews. To validate and challenge the findings, we wanted to get a deeper 

analysis of the aspects by triangulating with secondary literature. By this, the secondary literature used 

throughout the analysis was collected according to the factors that came evident during the process of the 

analysis. The literature was gathered through Google scholar, yet it was not used a specific combination of 

words as the different literature considers different topics.  

 

3.7 Method of data analysis 

3.7.1 Semi-structured interviews 

In order to analyse the qualitative data conducted by the semi-structured interviews, every individual 

interview was recorded and transcribed. An explanation of the interview guide and how it was structured 

after the nine constructs in figure 2 can be found in Appendix 1, and the transcribed interviews can be found 

in Appendix 5. After transcribing the interviews, we chose coding as method for analysing the data. The 

principles of coding are well developed by writers on grounded theory and is one of the most widely used 

methods for analysing qualitative data (Bryman, 2012). We chose to code by colour, as the qualitative 

research provided us with many different answers that we felt would be hard to quantify with e.g. code 

words. Still, it is important to acknowledge that coding of qualitative data has been criticised due to the 

possibility of losing context of what is said in the actual interview, and that the social setting therefore can be 

lost (Bryman, 2012). To minimize the possibility of losing the context we constructed matrix 8, which can be 

found in Appendix 6. The original matrix 8 included all of the fourteen respondents, yet due to limited space 

we choose to present an example of two respondents in the appendix. This choice is made as the intention 
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behind the appendix is to make the reader understand how the primary data was interpreted, rather than to 

read a summary of the transcribed interviews. Matrix 8 consist of the following factors in this specific order; 

● The number of the question from the semi-structured interviews 

● The construct(s) of the framework that the specific question could help understand 

● The sub question(s) that the specific question could help answer 

● An explanation of why this question was included into the interview guide or how it was believed to 

help answer the specific sub question(s) 

● A quick summary or the most important aspects of the answer of each of the respondents 

 

As of this, the important aspects from the answers of the participants were made through reading the 

transcribed interviews and placing the most important findings into the matrix. The different answers of the 

participants were presented next to each other on the same row as one specific question, while as the 

different questions were presented down the columns. By applying matrix 8, we were able to review the 

transcripts and give colours to the factors that seemed to have an important theoretical significance in a 

structured way. The factors were chosen due to the proved importance during the literature review and/or the 

semi-structured interviews. The following factors were highlighted: 

● Health/Quality of the food (pink) 

● Price (orange) 

● Others opinion (green) 

● Trust (red) 

● Environment (blue) 

● Labour rights/Human rights (turquoise)  

● Convenience/Availability (brown) 

● Knowledge (grey) 

 

To differentiate between the respondents that stated the factor as highly important and the respondents that 

stated the factor to not be of importance, we chose to make the text coloured, bold, italic and underlined if 

the factor was stated as not important. By this, the matrix made it easier for us to find comparisons when we 

were analysing the qualitative data. Also, it simplified the process of finding the specific statements that we 

wanted to include within the analysis, as the short summaries were within the colour and category that the 

statement belonged to.  

3.7.2 Secondary literature 

In order to analyse the secondary data for sub question one in a structured way, we have constructed matrix 

9. Matrix 9 display previous studies on the topic of ecological food purchase in combination with 
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demographic factors that the studies found to be of significance or not. The matrix can be found in Appendix 

7, and it is not referred to specifically during the analysis, yet solely used to better structure the work within 

the analysis. Still, it includes research that helps to create connections between the development of China and 

ecological food purchase. Also, it helps us create an understanding of how previous studies have put a focus 

on demographic factors, and which factors they found to be of importance in relation to ecological and 

organic purchase behaviour in different countries all over the world.  

 

Furthermore, secondary literature was used to get a deeper understanding of the primary data in all of the 

four sub questions, through data triangulation. By analysing secondary literature, we could confirm or reject 

the answers of the respondents and further challenge them. By this, we could achieve a deeper understanding 

of the answers, and if the answers were specific for the respondent group or indicated for the overall Chinese 

consumers. This increased the possibility to elaborate on points that might not be stated directly in the 

answers of the respondents. 

3.8 Reliability and validity 

It is important to establish and assess the quality of the research. In order to evaluate this, it is common 

practice to test the reliability and validity. Reliability refers to the consistency in the data collection, where 

repeated primary data research would lead to the same results (Carmines & Zeller, 1979). Validity refers to 

whether you are actually observing, identifying, or measuring what you are you supposed to (Manson, 1996). 

3.8.1 Reliability 

To ensure reliability of this thesis, we provide a detailed description of the how the primary data was 

conducted, including the interview guide. By interviewing the same participants anew, one would most likely 

produce the same results. Nevertheless, interviewing other participants could develop different results as 

people's purchasing habits can differ. Comparing the sample size of interview participants with the total 

number of students in China, it is small, which can lead to an unavoidable result bias (Fricker & Schonlau, 

2002). On the other hand, it could also increase the reliability as it is easier to yield the same results by 

researching a small sample size (Bryman, 2012). Also, by the use of data triangulation, we have continuously 

challenged the primary data collected, which has resulted in both confirmations and rejections of our 

findings, and therefore highlights the reliability of our primary data. 

 

Furthermore, we are knowledgeable that the research could be subject to bias as the participants might be 

afraid to lose face value, due to the concept of “Mianzi”, which can be explained as the desire to maintain a 

good self-image in front of a group (Goffman, 1955; Hallahan et al., 1997). As we attend to achieve a deeper 

understanding of the participants’ beliefs, we chose to conduct the interviews orally. This might affect the 
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answers, if the respondent perceived something as “right” or “wrong”. Also, as we obtained contact with 

some of the respondents through the students that we had interviewed, it could increase the possibility that 

some of the participants would have insights about the interview through their friends. This could possibly 

have affected their answers and thereof limit the findings. Still, the fact that the respondents are students 

living abroad could increase their intention to speak their individual opinions.  

 

Ensuring reliability and validity within the secondary literature is more uncertain, as the definitions or 

policies can differ over time and be changed by the time the secondary literature is of use (Bryman, 2012). 

As we explained, the numbers used to understand the development of demographic factors in China originate 

from the National Bureau, which we perceive as the most reliable source due the fact that they are in charge 

of the official statistics and economic accounting in China (National Bureau of Statistics of China, 2007). 

Moreover, we aimed for research with a high size of population sample, from different researchers and 

different years. As there were limited studies within the collectivistic cultures only, we also put a focus on 

gathering research from different countries and different cultures, due to the importance of diversity between 

Western countries and China. The limited research on the subject made the process challenging, still we 

believe this increases the reliability of our research. 

3.8.2 Validity 

To ensure the validity of the research, we have built the research upon a solid framework. The framework is 

composed by the nine major aspects found to be of high importance within our research, through the 

literature review. By this, the interview guide was created based on this framework to ensure that all aspects 

in our research were covered. 

 

Furthermore, as presented in Appendix 1, a definition on how each question could help with the 

understanding of a specific construct within the framework, or a specific sub question in our research is 

presented within the interpretation of the answers in matrix 8. This moreover gives a structured overview of 

how the questions can be used in different combinations to achieve valid results. This structure made it easy 

to understand the combinations between different answers, and minimize the possibility of losing context of 

the answers, which thereof ensures the validity of the findings. 

 

In addition to this, the use of data triangulation increases the validity of our research. By the inclusion of 

secondary literature, we could argue for and against the findings of our primary data. By ensuring that the 

primary data collected was within the range of previous research, we could highlight the differences and 

clarify the validity of the data collected through the semi-structured interviews.  
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3.9 Limitations 

Firstly, we decided to limit the inclusion of political aspects in the introduction of this study, due to the scope 

of the study. Still, we chose not to exclude the one-child policy aspect, due to the fact that it has proved to be 

important through the analysis of secondary literature, in regard to the demographic factors. However, we 

acknowledge that the absence of questions in relation to political aspects within the interview guide could 

affect the interpretation of the respondents’ answers. If evidence of governmental factors is present but 

overlooked, this could further affect the conclusion of the thesis. 

 

Furthermore, we continue to delimitate the division between different regions of China. A natural focus on 

the urban areas is displayed, as these areas show evidence of increased purchase of ecological products. 

Also, as we are interviewing Chinese students on exchange in Denmark it could be difficult to reach students 

from rural areas. Still, we acknowledge that this could affect our conclusion, as the rural areas have an 

increased interested in healthier food and might grow ecological food products themselves.  

 

Moreover, the respondents might be affected by being young and living in Denmark for a short period of 

time. Optimally, we would have interviewed Chinese consumers in all ages, that live in China permanently. 

This limitation arises due to the scope of the study, still we put a focus on the habits of friends and family in 

the interviews, to capture the essential aspects.  

 

4. ANALYSIS 

This chapter will present the empirical findings of why and how the Chinese consumers are increasingly 

purchasing ecological food products. The chapter will be structured according to the four sub questions. The 

first part will analyse how demographic factors can influence the Chinese consumption of ecological food 

products. The section will focus on the demographic factors of age, gender, level of income and level of 

education. The second part will analyse how cultural aspects can affect the Chinese consumers behaviour in 

relation to ecological food products. Therefore, the important cultural factors of health, trust and the 

influence by others will be thoroughly analysed. The third part will examine which factors that motivate the 

Chinese consumers to increasingly purchase ecological food products. As of this, the section will continue 

the analysis of the cultural factors of health, trust and influence by others, to understand whether these 

factors can be motivational. Additionally, the factors of price, convenience, ethical issues, knowledge and 

emotions will be thoroughly analysed. The last part will analyse how e-commerce can impact the Chinese 

consumers to purchase ecological food products. To establish this, the section will analyse the use of e-

commerce among the participants, the main advantages and disadvantages, as well as the importance of trust 

in relation to online shopping. 
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4.1. Demographic factors 

4.1.1 Introduction 

This section will analyse the first sub question ‘which demographic factors can influence the Chinese 

consumption of ecological food products?’. To examine this, we will look at the factors of age, gender, level 

of education and level of income. The choice of these four factors can be reasoned by two views. Firstly, the 

respondents of the semi-structured interviews are students from China living abroad for a short period of 

time. It is important that we retain the focus in regard to this participant group, even though this sub question 

will be analysed by secondary literature. As of this, we establish the demographic factors of household size, 

presence of children in the household and type of residence as factors that are of less importance to our 

research, as the complete analysis should follow the same direction. Secondly, reviewing previous research 

we can establish the demographic factors of age, gender, level of education and level of income as important 

in relation to the view on consumption of ecological food products (e.g. O’Donovan & McCarthy, 2002; 

Paco et al., 2009; Doorn & Verhoef, 2011). This indicates that the four demographic factors we have chosen 

to examine, has proved to be of significant in similar research.  

 

For each of the factors, we will start by examining the distribution of the specific demographic factor in 

China, as well as analysing the development of the numbers. This will be followed by an analysis were the 

factor’s distribution and development is combined with the purchase behaviour of ecological food products, 

to find indications if the factor could be of influence or not towards the consumption of ecological food 

products in China. To structure this process, we have constructed matrix 9, which present previous studies on 

the topic, combined with demographic factors that the study found to be significant or not. Matrix 9 can be 

found in Appendix 7.  

 

4.1.2 Age 

Development of age in China today  

To understand the distribution and development of age in China, we focus on the numbers from 2016, as 

they are the standing numbers as of today. Table 1 will present the percentage size of the population within 

the specific age group, and contains the groups between 0-49 years, which consist of the numbers that are 

found to be of importance through the analysis. The complete overview can be found in Appendix 8 which 

contains the complete version of table 1. Moreover, the birth year of the different age groups are presented, 

to simplify the connection towards historical events. To best exploit the table, we have included the 

development of gender among the age groups, which will be explained and elaborated in the next section that 

regards the demographic factor of gender. 
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Table 1: The distribution of age and gender among Chinese consumers in 2016, their corresponding birth year and 

difference between genders. 

Age Birth year 2016 Men Women Difference 

0-4 2012 - 2016 5.91% 3.17 % 2.74 %  0.43 % 

5-9 2007 - 2011 5.51% 2.99 % 2.52 %  0.47 % 

10-14 2002 - 2006 5.22 % 2.83 % 2.39 %  0.44 % 

15-19 1997 - 2001 5.32 % 2.87 % 2.45 %  0.42 % 

20-24 1992 - 1996 6.83 % 3.57 % 3.26 %  0.31 % 

25-29 1987 - 1991 9.21 % 4.68 % 4.53 %  0.15 % 

30-34 1982 - 1986 7.56 % 3.81 % 3.76 %  0.05 % 

35-39 1977 - 1981 6.95 % 3.54 % 3.41 %  0.13 % 

40-44 1972 - 1976 8.18 % 4.17 % 4.01 %  0.16 % 

45-49 1967 - 1971 9.03 % 4.59% 4.44% 0.15% 

Source: National Bureau of Statistics of China, 2017. 2-9, Population by Age and Sex (2016).  

 

Overall, the biggest age groups of China are the groups between 20 and 54 years old. All of the age groups 

between 20 and 54 years old circle around 7-9% of the population, while as the younger and older age groups 

circle around 2-6% of the population. The age groups that seem to be of immediate interest is the groups 

between the ages 25-29, 40-44 and 45-49, as well as the groups between 0-19. This is due to the major 

differences between the numbers. It is of interest to understand why the age groups of 25-29, 40-44 and 45-

49 are much higher than the other age groups. Also, looking at recent development, the population between 

ages 0-9 and 10-19 are more or less equal to the same percentage as the age group 25-29 alone, which 

indicates a radical change.  

 

The distribution of age-groups in China display clear indications of the one-child policy and its effects. The 

one-child policy was introduced in 1979 as a response towards the explosive population growth (BBC, 

2015). The second and third biggest age groups of China today are those between ages 45-49 and 40-44, 

which hold respectable 9.03%, and 8.18% of the population. The people of these ages were born between 

1967 and 1976, which reveal that these age groups were born right before the one-child policy kicked in. 
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Looking at the next age group, namely 35-39, the numbers decrease from 8.18% to 6.95% which amounts to 

a change of 1.23% between the two groups. The policy was introduced during the birth years of those 

between 35-39, namely 1977-1981, showing a clear indication of the one-child policy. Moreover, the 

numbers show indications of the slightly relaxation of the policy that arose during the 1980’s, an example 

being that rural families were allowed to have two children if the first one was a girl (BBC, 2015). The 

numbers display that the population within the age group 30-34 equals 7.56%, while the age group within 

25-29 equal 9.21%. By this, it is clear that there was a high increase from the number of new-borns in 1977-

1981 to the numbers in 1982-1986, and an even higher increase to the numbers in 1987-1991.   

 

However, after the birth year of 1991 the numbers start to decline, and the age group of 20-24 equals 6.83%, 

which display a difference of 2.38% from age group 25-29. This trend continues, as the difference between 

20-24 years and 15-19 years equals 1.51%. The age groups between 0-14 years all lay steadily around 5%, 

which indicates that the one-child policy still holds some effect although it was ended in 2015 as a response 

to the ageing population (Phillips, 2015). The numbers display a decrease in birth rates, which furthermore 

indicates that the increased urbanisation made the Chinese people stick to the one-child policy.  

 

Influence of age on consumption of ecological food products 

According to several different studies, the factor of age is important in relation to the purchase of ecological 

food products, yet as we established in our literature review the researchers’ results on which ages this 

includes are somewhat contradicting. Some studies found that younger people are willing to pay more for 

organic food products (Wang & Sun, 2003), while others found consumers with environmental friendly 

buying behaviour within the age groups 25-34 and 45-54 to have a higher willingness (Paco et al., 2009). 

According to Doorn and Verhoef (2011), some studies state that younger people might be more likely to 

argue that they will behave in a certain way, while older people are more likely to actually do what they say, 

which could possibly be due to better financial resources. 

  

There are two different views that stand out. Firstly, several researchers state that the factor of age is not 

significant in regard to purchasing ecological food products. Many emphasize that there is a high interest 

among young consumers, yet no actual difference has been found in regard to purchasing ecological food 

products (e.g. Dettmann & Dimitri, 2009; O’Donovan & McCarthy, 2002; Magnusson et al., 2001). A study 

performed by Yin et al. (2010), support that the consumers age does not impact the purchase intention. The 

authors express that younger consumers are generally found to hold stronger willingness to purchase organic 

food, due to the fact that younger people can easily accept new things. However, they emphasize that young 

consumers’ willingness to purchase specific goods is overwhelmed by their overall weak purchasing power. 



 54 

These studies may indicate that the distribution of age in China will not influence the consumption of 

ecological food products. 

 

Still, it is an interesting point that the younger consumers purchasing power in China will increase as they 

grow older, indicating that the age group of 25-29 can increasingly influence the consumption of ecological 

food products in the future. Still, these findings also argue that older consumers are willing to purchase more 

expensive products, which can also indicate that the older consumers could influence the consumption of 

ecological food products. 

 

On the other hand, the majority of the studies that state age as a significant factor, display that younger 

consumers are more likely to purchase ecological food products than older consumers (e.g. Chan, 1996; 

Wang & Sun, 2003; Doorn & Verhoef, 2011). A study presented by Govindasamy et al. (2001), found that 

consumers frequently purchasing organic apples, carrots and spinach were under 50 years of age. 

Furthermore, a study by Cicia et al. (2002), found that the organic consumers average age was 40. These 

studies indicate that the definition of a “younger” consumer does not necessarily imply consumers that are 

the same age as for example students, whom would typically have a lower purchasing power. These studies 

might indicate that the distribution of age in China could influence the consumption of ecological food 

products, if the “younger” consumers are viewed as 20-30 or 40-50 years old, in accordance to the numbers 

from National Bureau of Statistics of China. 

4.1.3 Gender 

Development of gender in China 

According to National Bureau of Statistics of China (2017, 2-1), the Chinese population consisted of 51.2% 

men and 48.8% women in 2016. There has been an increase of women in the country, from 48.22% in 1960 

to 48.8% in 2016, and accordingly there has been a decrease of men (National Bureau of Statistics of China, 

2017, 2-1). These numbers display a change of 0.58% overall during the last decades. Furthermore, showing 

evidence that are different from other countries, as it is ordinary that the overall population holds a larger 

proportion of women compared to men, due to the greater longevity of women (Austad, 2006). Still, as the 

number of men has decreased slightly over this long period, the numbers display how there are more men 

than women present in all of the age groups between 0-44 years. To get a better overview of the numbers we 

have constructed table 1, which display the numbers of population by age and gender in percentages, as well 

as the percentage differences between the genders. The table can be found in the beginning of the previous 

section regarding age. 
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The numbers presented in table 1 confirm the overall statistics demonstrating the higher proportion of men 

compared to women in China today, and further specifies that there are more men than women in all age 

groups between 0-44. In addition, the numbers explain a steady increase of men compared to women during 

the years. Reviewing all the groups between ages 5-34, which were born in the years between 1982-2011, we 

observe a steady decrease of women compared to men within all age groups. These numbers indicate that the 

one-child policy and the favour of sons over daughters played a major role during these years, and further 

explain why the distribution of gender is different in China compared to the majority of other countries. 

Additional numbers presented by The Guardian (Branigan, 2011), display that 108 males were born per 100 

females in the early 1980’s, which increased to 120 males per 100 females by 2000. The age group of 0-4 

years old children display that there is still a higher proportion of boys compared to girls within the young 

age group, although this is the first time in 29 years that the difference between men and women decrease in 

the favour of women. Still, it is a larger number of boys compared to girls born between 2012-2016, yet the 

decrease by 0.04% could indicate a connection with the end of the one-child policy in 2015. 

 

Influence of gender on consumption of ecological food products 

Secondary literature display that gender is found to be both of significance and not of significance in regard 

to the purchase of ecological food products. Additionally, all studies that found gender to be of significance 

found that women care more or purchase more than men, which could prove to be highly interesting in 

relation to the Chinese population (e.g. O’Donovan & McCarthy, 2002; Doorn & Verhoef, 2011, 

Govindasamy et al., 2001).  

 

On one hand, several studies have found gender to have no significance on the purchase of ecological food 

products (e.g. Wang & Sun, 2003; Thompson & Kidwell, 1998). A study by Magnusson et al. (2001) explain 

that women are more positive towards organic food than men, although this does not affect the actual 

purchase. These findings could indicate that the demographic factor of gender and its distribution in China 

might not affect the consumption of ecological food products. On the other hand, research by O’Donovan 

and McCarthy (2002) found that women are more likely to purchase organic meat than men. Govindasamy et 

al. (2001) confirm this view, as they found that women buy organic products more often than men do. 

However, the authors acknowledge a valid point, namely that these findings might arise due to the fact that 

women often are responsible for most of the shopping within a married household (Govindasamy et al., 

2001). The traditional roles could indicate that women care more about purchasing organic food products, 

because they do a larger share of the food shopping compared to men.  

 

Still, these roles are changing. A study on female Chinese consumers found that the majority of females held 

the opinion that men and women should share the housework, which includes the purchase of food products 
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(Tai & Tam, 1997). In addition, due to the skewed distributions of gender that results from the one-child 

policy, Koetse (2017) argue that the policy has in many ways empowered the women's role in China. The 

author argues that women have received more attention and better education, as an attempt to make the 

women ready to “carry” the family in the same way as it is believed that a man could do (Koetse, 2017). 

According to McKinsey Consumer & Shopping Insight (Atsmon et al., 2012, p. 18), it will be 13 million 

more men than women between the ages of 25-34 by 2020. Although these numbers display the massive 

difference of genders, these arguments indicate that women are getting a higher awareness overall. This 

could furthermore imply that women are more likely to affect the consumption of ecological food products in 

China. Still, as there are more men than women in China, these findings could also indicate that gender could 

affect the consumption of ecological food products negatively. 

 

4.1.4 Level of education 

Development of level of education in China 

Throughout the last years there has been a major change within the education level of the Chinese 

population. The promotion rate from both junior secondary schools to senior secondary schools, as well as 

from senior secondary schools to higher education has increased majorly since the year of 2000. To 

understand this development, we will examine the promotion rates from all levels within the years 2000, 

2005, 2010 and 2016. Table 2 present the percentage of Chinese students that started a specific level of 

education and promoted to the next level of education. 

 
Table 2: The level of education among Chinese students over the last years 

 2000 2005 2010 2016 

Promotion rate from Primary Schools 

to Junior Secondary Schools 

94.9 % 98.4 % 98.7 % 98.7 % 

Promotion rate from Junior Secondary 

Schools to Senior Secondary Schools 

51.2 % 69.7 % 87.5 % 93.7 % 

Promotion rate from Senior Secondary 

School to Higher Education 

73.2 % 76.3 % 83.3 % 94.5 % 

Source: National Bureau of Statistics of China, 2006, 2011, 2017. 1-4 Indicators on National Economic and Social 

Development (2011, 2017) / 2-5 Indicators on National Economic and Social Development (2006). 
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As of these numbers we can see a clear trend emerging, namely that there is an increased appetite for 

education among the Chinese youth. The promotion rate from primary schools to junior secondary schools 

has held the same level the last years, with only a difference of 3.8% since 2000. This is not unexpected, as 

the education system in China consists of 9 years compulsory education, which is divided into six years of 

primary school and three years of junior secondary school (OECD, 2016). This elaborates why this specific 

promotion rate should ideally be this high and why there are not any major differences. 

 

However, examining the promotion rate from junior secondary schools to senior secondary schools display a 

major increase, as it has raised with 42.5% since 2000. The highest boost emerged between 2000 and 2005 

with an increase of 18.5%, yet there is not a major difference compared to the period of 2005 and 2010 

where the increase was 17.8%. Between 2010 and 2016 there is a more modest increase of 6.2%, however 

this is not surprising due to the two previous boosts. Additionally, the promotion rate from senior secondary 

schools to higher education has increased by 21.3% since 2000. Between 2000 and 2005, as well as 2005 and 

2010 we see minor upturns of 3.1% and 7%. Nonetheless, the major increase of Chinese students with the 

desire to study higher education is explained with a 11.2% boost between 2010 to 2016.  

 

As of these numbers, we see clear evidence of the rapid industrialisation. Firstly, the increased level of 

income among the general consumer, which we will further analyse as the next demographic factor, makes it 

possible for an increased amount of young people getting into higher education as their family can afford it. 

Secondly, China Daily (2016) reports a number of measures that the Chinese government has performed to 

expand the educational horizons. Among other things, the proportion of the overall budget that is allocated to 

education in China, is being raised by over one percentage annually since 1998. The country has adopted 

several mechanisms to ensure that young people from low-income families can receive the education they 

desire, through different shared-cost mechanisms like scholarships or reduction/exemption of tuitions. In 

addition to this, the students from rural areas were exempted from tuition during the nine years of 

compulsory school as of 2007 (China Daily, 2016). 

 

What is highly interesting to acknowledge further, is how these numbers correspond with the age group 

found to be the biggest within the population, namely the age group of 25-29. As they are born between 

1987-1991, it is assumable that they would enrol in higher education around the years of 2010. This 

highlights the importance of our respondent group in China nowadays yet again, as the numbers confirm that 

China holds a major group of highly educated young people. 
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Influence of education on consumption of ecological food products 

The numbers that represent levels of education in China over the last years, display the fact that non-

compulsory education has become increasingly normal among the Chinese youth. To understand how this 

increased level of education could potentially influence the consumption of ecological food products, we 

have reviewed different studies on the subject. The majority of these studies state that the consumer is more 

likely to purchase ecological food products if he or she holds a high level of education, while as a few found 

no significance of education in relation to the purchase of ecological food products.  

 

According to Dettmann and Dimitri (2009), households that have high levels of education are more likely to 

purchase organic vegetables. Cicia et al. (2002, p. 206) confirms this view, as their representative organic 

consumer has a fairly high level of education, where 40% completed a bachelor degree and 50% completed 

high school. Furthermore, Paco et al. (2009) emphasize that the highly educated individuals are more likely 

to engage in environmentally friendly purchase behaviour. These studies highly indicate that the 

development of education in China could influence the future consumption of ecological food products. They 

also express views that correspond with the theory of Kotler and Armstrong (2014), as well as Blackwell et 

al. (2006), namely that knowledge could change the consumers behaviour. 

 

Still, two of the studies we examined found the level of education to have no significance on the purchase of 

ecological food products. Wang and Sun (2003) establish that level of education is among the factors that 

have no significance towards the consumers evaluation of organic apples and milk. Also, Thompson and 

Kidwell (1998) argue that education had no statistical detectable effect on store choice, which they connect 

with the probability of purchasing organic products. According to these studies, the positive development 

within education in China over the last years should not have a direct effect on the consumption of ecological 

food products.  

4.1.5 Level of income 

Development of level of income in China 

Throughout the last 20 years there has been a tremendous increase of average wages among the employed 

people in urban units of China. This increase of income has been continuous every year over the last two 

decades, and as of 2016 the average wage is still upturn. The numbers by the National Bureau of Statistics of 

China (2017, 4-11), display that the average income in 1995 was 5348 yuan, while it has increased to 67 569 

yuan in 2016. As these numbers can seem quite savage when presented right next to each other, we will use 

the indices of average real wage among employed people in urban units, to get a clear understanding of the 

increasing income through the last years. In the following table 3, the preceding year = 100, displaying the 

specific raise of average real wage in the different years as following:  
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Table 3: Increase of average real wage of Chinese consumers over the last two decades. 

Year Indices of average real wage 

1995 101.8 

2000 111.3 

2005 112.5 

2010 109.8 

2016 106.7 

Source: National Bureau of Statistics of China, 2011, 2017. 4-11, Average Wage of Employed Persons in Urban Units 

and Related Indices.  

 

The numbers presented in table 3 illustrate that there has been a raise in average real wage for many years, 

and that the increase was especially high compared to the years before around 2000 to 2005. Examining the 

numbers for all years, which can be found in Appendix 9 where the completed table 3 is presented, we can 

affirm an increase of average real wage within all years between 1995 and 2016. It is clear that the average 

real wage had its highest boost in 1998, going from 104.5 in 1997 to 116.2 in 1998. After 1998, the overview 

expresses high numbers between 110 to 115 in all years until 2010. The real average wage continues to 

increase at a slower rate than before, with the indices being around 107 to 109, with 106.7 in 2016 as the 

latest published number.  

 

The development of these numbers shows clear indications of the rapid industrialisation in China, as a result 

of the economic reform that started in 1978. The numbers indicate that the sustained rise in demand for 

labour and skills has resulted in the continuation of higher wages. Wang et al. (2016) explain that it is 

common that the rural population seek lucrative employment through migrating to the urban sectors, which 

the increasing wage rate continues to encourage. The numbers present a increase of 16.2% in 1998, which 

according to Zhang et al. (2015) is an effect of the news regarding the Multi-Fibre Arrangement being 

terminated by 2004. The numbers from 1998 until today confirms this, as the end of the Multi-Fibre 

Arrangement increased the export of the goods where the quotas were relaxed in the beginning of 2005, by 

270% during that year (Brambilla et al., 2010, p. 345). 

 

The numbers regarding the development of income in China over the last decades, indicates that the urban 

Chinese consumers can afford more now than ever before. According to Kuo et al. (2015), the average wages 
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should continue to increase due to the economy shifting from the low-wage manufacturing industries to 

better-pay service and high-tech industries. As we established in the introduction of our thesis, China is 

transforming into an innovative society that does not only want to be a manufacturer, yet also design new 

products. 

 

Furthermore, we see the transition and urbanisation during the last years in China explained. As we 

mentioned within the section regarding education, the increase of income constitutes well with the increased 

level of education, due to the costs of education. By this, we can establish that the young and well-educated 

group of respondents within our interviews has grown up in a developing China, which has changed in many 

ways through their childhood. 

 

Influence of income on consumption of ecological food products 

In the literature review of our thesis, we found that income could affect the consumer behaviour of an 

individual (Kotler & Armstrong, 2014). Looking through previous research on the topic, we can see that all 

the studies considering the demographic factor of income within their paper, find the factor to be of 

significance towards the purchase of ecological food products.  

 

On one side, the majority of studies that found income as an important demographic factor, established that a 

high level of income could increase the purchase of ecological food products (e.g. Davies et al., 1995; 

O’Donovan & McCarthy, 2002; Paco et al., 2009). According to Dettmann and Dimitri (2009), having a 

higher level of income will increase a consumer’s likelihood of purchasing organic vegetables, when 

compared to consumers with a low income. Both studies by Wang and Sun (2003) and Govindasamy et al. 

(2001) confirm this while stating the significance of high income towards accepting and purchasing organic 

products. These studies indicate that the continuous increase of average real wage in China, might have a 

positive effect on the future consumption of ecological food products. These indications further supplement 

the understanding of Kotler and Armstrong (2014), namely that the level of income is an important factor to 

interpret which life-cycle stage the consumer is in, which could further affect the consumer behaviour. 

 

On the other side, Cicia et al. (2002) found that a low or medium level of income was usual among those 

who preferred a specific type of extra virgin olive oil. This was tested among a group of consumers that 

regularly consumed organic food. Combining the numbers of China in relation to these studies may indicate 

that the overall increase of average real wage will not influence the consumption of ecological food products 

in China. However, as this research stand out alone among several studies and previous theory on this 

specific topic, it is appropriate to argue that the majority of research could be correct. Still, it is important to 



 61 

acknowledge that the increase of average real wage in China does improve the overall living standard among 

many people, which gives the Chinese consumers much more of a choice than they previously had. 

4.2 Cultural aspects 

4.2.1 Introduction 

To thoroughly examine the second sub question “how can cultural aspects affect the Chinese consumers 

behaviour in relation to ecological food products?”, we will analyse the aspects that has been found as most 

important throughout the literature review of the thesis, as well as the semi-structured interviews. We will be 

analysing three cultural aspects of health, trust and the potential influence by others, in other words the 

subjective norm. In this sub question, as well as sub question three and four, the answers from the semi-

structured interviews will be used as base for the analysis.  

4.2.2 Health 

The first cultural factor that we will examine in regard to the Chinese consumer behaviour is health. There is 

a long history of health standing out as an important factor in regard to food within the Chinese culture. 

From the Traditional Chinese medicine that was developed 3000 years ago, to the continuous food scandals 

that shake the food industry of China today, there is a high awareness around food and healthiness that 

continues to rise among the Chinese people (Yu et al., 2006; Lu et al., 2015).  

 

“In China, we really focus on being healthy. Because, from ancient Chinese, like grand-grandparents, they 

told our grandparents, and our grandparents told our parents that eat is really important. And there is a 

saying in China, the people regard eating as the biggest thing in life. Sometimes Chinese think that if you get 

a cold or you get some illness it will be better to eat properly instead of eating medicine.” (Respondent 3, 

05.04.2018)  

 

As of this, respondent 3 exemplifies the traditional aspect of eating correctly in China. She brings up the 

belief that eating the right food could be more effective than medicine when you are sick. She confirms this 

when stating that she would buy organic food if she was feeling sick, because she perceives it as healthy and 

would make her feel better. This goes in line with the theory that Chinese people consume specific food 

products to achieve health benefits, like the traditional example we presented in our literature review, namely 

the consumption of shark fins that are known to cure-all when sick (Clarke et al., 2007).  

 

Looking at the more recent decades, the awareness of healthy and safe food has increased even more due to 

the continuous food scandals in China. Several of the respondents confirm this aspect in their interviews, and 
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when respondent 1 was asked if her views about organic food products have changed over the last years, she 

stated the following; 

 

“Yes, I would say. Especially the last decade there are so much news about scandals of the food producer 

companies in China, and it has definitely changed a lot. Now you don’t just trust big companies anymore, 

because even they can have bad products, so nowadays it is very difficult to say who to trust.” (Respondent 

1, 05.04.2018). 

 

Respondent 14 adds on to this fact by stating that the food scandals is the factor she believes to have the 

highest impact on Chinese consumers in regard to purchasing organic food products. She emphasizes the 

continuous news about large food factories having food safety issues. Additionally, respondent 1 mentions 

the major milk scandal as something she perceived as big enough to impact her purchasing behaviour, which 

proves the importance of the most shocking food scandals in China (Duggan, 2015). These statements also 

confirm the view of Peattie (1995), where the increased concern of consumers includes the expectation that 

institutions should act respectfully. 

 

Overall, it is clear through the results that health is important to the respondents of our interviews. On 

average, each of the respondents mention the importance of health or food safety around 5-7 times during the 

interviews. This excludes the questions specifically asking about health, which demonstrates that the 

participants bring up the topic often and without any influence from the interviewer. In question 5, the 

respondents are asked to identify what is important to them when purchasing food products in general. 

Without mentioning anything in regard to health before asking this question, 12 out of 14 respondents 

mention the importance of health, food safety and quality of the food, in terms of freshness, appearance, 

nutrition and taste.  

 

Additionally, when the participants are asked what role health plays when purchasing food products, 11 out 

of the 14 respondents state that health plays a major role. This is somewhat contradictory to the 12 out of 14 

that stated the importance of health when asked about important factors when purchasing food products. 

Respondent 7 explains that health is highly important to Chinese people in general, but not as important to 

her personally. The two others utter that they do not care too much about health and respondent 12 states that 

he can eat whatever he wants because he is young. However, apart from these two respondents, the 

importance of health among the Chinese respondents is further confirmed when 7 out of the 14 respondents 

state health as an important factor, when they are asked which factors they believe could affect Chinese 

consumers to purchase ecological food products. These findings clearly indicate that there is a high 

importance of health in regard to purchasing food products in the Chinese culture. A study performed by Tai 
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and Tam (1997) reviewed the lifestyle of female Chinese consumers, and found that they are both more 

health conscious and tend to purchase more healthy food than the consumers from Hong Kong and Taiwan. 

By this, the study indicates the same as our respondents. 

 

What is highly interesting to acknowledge, is the reactions of several of the interviewees when they are asked 

whether they would ever buy organic food products. According to the results, 11 out of the 14 respondents 

state that they would purchase organic food products. 10 out of these 11 points out health as one of the 

reasons why they answer yes, as they perceive organic food as healthier than conventional food. However, 

respondent 4 highlights a crucial point when she is asked about her friends and family’s view on organic 

food products; 

“I don’t think that they have the notion of organic, but they have an intuition of which one is healthy. Maybe 

they are influenced by the traditions.” (Respondent 4, 05.04.2018)  

 

According to respondent 4, it is not clear that her friends and family would actually look for the specific 

organic option, rather look for the specific healthy option. Respondent 10 confirms this, as he states the 

quality of the product to be what could make him purchase organic products, not the fact that it is “organic”. 

He states that if the product looks good and he thinks it is fine, he will buy it. As presented in the literature 

review of our thesis, Hughner et al. (2007) explains that the individual consumer’s purchase decision is based 

on the individual perceptions of ecological foods. The author believes that the motives for purchasing 

ecological can come from a variety of different considerations, one example being healthiness. This is 

interesting, as our results show that 6 out of 14 respondents does mention the lack of knowledge regarding 

what an organic product actually is. Respondent 10 explains that a product is not necessarily healthy just 

because it is organic, but the eating habits of the person and how he or she designs their meal is what defines 

the healthiness. Additionally, respondent 11 expresses that organic is a relatively new concept to the Chinese 

people. She believes that not all people know what it stands for, and state that her mother will buy the 

organic products because she thinks it will be good for the family, even though she does not know what the 

word organic means. 
 

The fact that the consumers are increasingly aware of healthy food products may increase their positivity 

towards ecological food products. Although some of them lack knowledge regarding ecological food 

products, they still perceive it as healthy and good for themselves and their families. These findings are 

backed up by a study performed by Padel and Foster in the UK in 2002, where the authors found that most of 

the respondents would buy organic products because they perceived them as better for their own health. They 

also found that most of the consumers associated organic products with a healthy diet (Padel & Foster, 

2002). 
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4.2.3 Trust 

The second cultural factor that could highly affect the Chinese consumers behaviour towards ecological food 

products, is trust. In our literature review we proved the importance of trust within the collectivistic culture, 

where one of the main points is the importance of personal connections/relationships (guanxi) (Dunning & 

Kim, 2007). When respondent 3 is asked about her view on organic food products, she states the following; 

 

“I think we should build a good relationship between the customer and food products. Because, we need to 

trust the seller and the product. If the product, like something fake or bad, we won't go back again.” 

(Respondent 3, 05.04.2018) 

 

This in line with respondent 4, who express that she would pay more for a food product if she trusted the 

brand that sells the product. She states that it is hard to trust if the organic products are really organic or if it 

is just labelled organic, and that it is hard for her to trust the overall green sign in China. Additionally, 

respondent 3 states that people will buy more organic food products if they trust the products. This goes well 

with the theory of Mooji (2003), that states it as truly smart to build a strong brand name and follow the 

customary company brands within the collectivistic society. The author suggests it as crucial to build a 

relationship and trust within the marketing communications of collectivistic societies (Mooij, 2003). 

Respondent 3 highlights the importance of marketing several times during her interview, and state 

advertisement as one of the factors she believes could affect the Chinese consumers to purchase organic food 

products. Still, this is not only implied in a positive way, as she emphasizes that the sellers sometimes put 

fake advertisement on their products, which might make it hard for the Chinese consumers to know if they 

can trust the advertisement. 

 

Furthermore, respondent 6 express that she likes organic food and that she wants to eat organic food, yet she 

believes that she cannot trust the organic food products. It is interesting to see how several of the respondents 

draw lines between relationship and trust towards the food, and the fear of buying fake products. In 2015, the 

Pew Research Center found that the concern for food safety in China had nearly tripled since 2008, with 71% 

of Chinese people considering it as a major concern (Wike & Parker, 2015, p. 2). This is well explained by 

respondent 1, when she expresses the reasons why her views about organic food products have changed over 

the last years;  

 

“Especially the last decade there are so much news about scandals of the food producer companies in 

China, and it has definitely changed a lot. Now you don’t just trust big companies anymore, because even 

they can have bad products, so nowadays it is very difficult to say who to trust. So, I would definitely do 

more homework and also tell my parents and influence my friends and family.” (Respondent 1, 05.04.2018) 
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This statement is further confirmed by respondent 14, as she argues that her views about organic food 

products has changed through the last years due to the continuous food scandals around the country. She 

explains that people care more about the subject due to news being displayed repeatedly. Respondent 13 

supports this, as she explains the reason for the concern of food safety among the Chinese people to originate 

from the frequent food scandals. 

 

As of this, one could argue that the attitude by the Chinese respondents result from two different factors. 

Firstly, the general concern for high trust and strong relationships within the collectivistic culture, where the 

person’s self can be defined by his social relationships (Doney et al., 1998; Ip, 2009). Secondly, the 

numerous food scandals that Chinese consumers have been subject for during the last decades (Lu et al., 

2015). Together, these two factors indicate that the importance of relationship and trust towards the seller can 

outweigh the positive attitude towards ecological food products that originates from health reasons, as trust 

in many ways can define how Chinese consumers perceive the quality of the product. 

 

Moreover, it must be considered that some of the respondents state a possible difference within the concern 

of trust and relationship between different age groups. When respondent 9 is asked which factors, he believes 

to affect the Chinese consumers to purchase organic food products, he explains; 

 

“Trust, definitely. Because it is a big issue of food safety in China, everyone is concerned about their safety, 

because the food is not so good and there is so much pollution in the main areas. They just don’t know 

anything about where it comes from, because most of the food is sold directly to the marketplace by the 

farmers and basically, they know nothing about the supply chain or where they found their vegetables and 

meat. And with the trust, there many ways that you can get trust, both online and offline, for older they would 

prefer offline and for younger generation online.” (Respondent 9, 11.04.2018) 

 

He further explains that the Chinese people he considers as a part of the “older” generation, like his mother  

and father, consider trust to be crucial and usually prefer to talk directly to the salespeople, face to face. He 

believes that trust is not as major within the “younger” generation, as they use more social media and 

exemplifies that if someone publishes an article on their platform, most of the people will like it and agree 

with the person. Respondent 10 supports these statements, as he expresses that the “older” generation like his 

grandparents and father would like to see the food before they buy it, and hence does not trust buying 

products through e-commerce. These statements bring up a valid point of trust that we will further analyse 

and elaborate in relation to e-commerce in sub question four.  
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4.2.4 Influence by others 

The third cultural factor found to potentially affect the Chinese consumers behaviour in relation to ecological 

food products, is the possibility that the respondents are influenced by the people they value (subjective 

norm). Through our literature review we found that the behaviour of an individual within a collectivistic 

society can be guided by the social norms and perceived expectations of their in-group. This could 

potentially suggest a stronger subjective norm-intention and weaker attitude-intention relationship (Markus 

& Kitayama, 1991; Triandis, 1995). 

 

When we asked the respondents if their friends of family could affect their opinion when they consider 

purchasing a food product, 10 out of 14 stated that they would be influenced. The overall influential reasons 

were if the other person uttered something as very tasteful or healthy. Respondent 10 states a belief that a 

person’s eating habits is pretty much influenced by his friends or family. Respondent 9 believes that friends 

and family play a large role in regard to his personal opinions, and explain that they talk about the food 

products they eat together, what the perceived benefits are and especially the health benefit of eating the 

food. These statements clarify that several of the respondents are motivated by the norms imposed by their 

in-group, in this case family and friends, which complement the statements of Triandis (1995). 

 

However, not all the respondents from the collectivistic culture agree that they would be influenced by the 

friends and family, and 4 out of 14 states no to our question. Respondent 8 explains;  

 

“Not really honestly. I have strong self-judgement. And for food I have this kind of confidence. (…) I believe 

I am an expert.” (Respondent 8, 09.04.2018)  

 

By this, the participant demonstrates how he would not be influenced due to his perception that he knows 

best within the specific topic. What is highly interesting, is that the statement of respondent 8 reflects the 

statements of the three others that answered no to the same question. Respondent 2 explains that she does not 

agree with her friends and family’s eating habits and believes it to be neither health or environmental 

friendly. Respondent 6 believes that only she knows what is best for her in her current situation and does not 

want anybody to judge or give her opinions on what to eat. Moreover, respondent 13 states that people like 

her, who have higher education, will always trust in science. She clarifies that she would not listen to her 

parents as they hold other opinions than her, and exemplifies stating that they think buying the more 

expensive product is totally useless when they cannot see the difference immediately. Together, these four 

respondents indicate that people within collectivistic cultures might not be influenced by the people they 

value if they believe that they are right, for example in the terms of being better educated.  
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A study by Park et al. (1994) found that the level of product knowledge that the consumer holds can affect 

the decision-making behaviour of the consumer. This indicates that the subjective norm-intention 

relationship does not necessarily have to be stronger than the attitude-intention relationship regarding the 

purchase behaviour within the collectivistic culture. Moreover, it indicates that the subjective norm could be 

stronger when there is lack of knowledge, which might argue that lack of knowledge could increase the 

possibility of being influenced by people they value within the collectivistic culture. However, a study 

performed by Chiou (1998), found that subjective norm had significant effect on both subjective or objective 

knowledge among a group of Taiwan students. This study implies that students within the same culture, as 

our respondents, are influenced by others, despite their knowledge level. 

 

To further pursue this, we have combined two sets of questions within our interview guide, to recognize 

connections between what the respondent believes himself, and what he considers his family or friends to 

believe. By this we can acknowledge whether there might be an attitude-behaviour gap within the statements 

of the respondents, due to the possible influence by friends and family, such as the study of Chiou (1998) 

indicates. The following questions will be combined; 

 
Matrix 10: Combination of question 9 & 16 and 11 & 15. 

Question 9.  

Where do you usually buy food products? 

Question 16.  

Where does your friends and family buy their 

food products? 

Question 11. 

Would you ever buy organic food products? 

 

Question 15. 

What does your friends and family think of 

organic food products? 

Source: Own interview guide. 

 

Combining question 9 and 16 present that 13 out of 14 purchase food products at the same place as their 

friends do, and 10 out of 14 purchase food products the same place as their family. These results argue that 

most of our respondents could be influenced by their friends and family when choosing where to purchase 

food products. Among the four respondents whom expressed not to be influenced by friends and family’s 

opinions, three of them do not shop the same place as either their friends or family, while one shops the same 

place as both. This indicates that respondent 6, 8 and 13 are not as highly influenced by others as the rest of 

the respondents in relation to where they purchase food products. Still, respondent 6 shops the same place as 

her family while respondent 8 and 13 shop the same place as their friends, which strengthens the view of 

Chiou (1998). 
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Combining question 11 and 15 creates a connection between the respondents own view of organic food 

products, and what they consider their friends and family think about organic food products. This connection 

can be established for 11 out of 14 respondents. For instance, respondent 2 states that she has never bought 

organic food products as it is too expensive and believes that her friends and family share this view. 

Respondent 5 argues that organic food is healthier and contains less fertilizer, and is closer to the condition 

of “real” food growing up in a wild atmosphere. Accordingly, he believes that his friends and family 

consider organic food to be healthy and containing less fertilizer. For 1 out of 14, a connection cannot be 

established, while 2 out of 14 express mixed signals. What is intriguing here is that all of the four 

respondents that believe they are not influenced by their friends or family when purchasing a specific food 

product, express the same view on organic food products as they believe their friends and family to hold. 

This indicates that they could be influenced either way, which anew strengthens the view of Chiou (1998). 

 

It is important to acknowledge that the answers related to the beliefs and actions of friends and family 

originates from the respondents themselves, which suggest that the answers of the participants might not be 

correct according to what their friends and family actually believe. However, these results indicate that the 

majority of the respondents are conscious of what the people they value believes to be right. This is 

equivalent with the theory explaining that the perception of significant other’s preferences can affect whether 

the person believes he or she should or should not engage in the behaviour (Ajzen, 1991; Conner & 

Armitage, 1998). 

 

Additionally, the importance of influential factors is supported throughout the open questions. 4 of the 14 

respondents mention influence by others as a factor that could affect Chinese consumers to purchase organic 

food products. Respondent 2 argues that Chinese consumers like to follow others, and state that if most 

people around them where to buy organic food then so would they. Respondent 4 confirms this by 

expressing that many Chinese people will purchase a product because it is trendy. She states that a popular 

notion or concept can heavily affect the Chinese consumers, and exemplifies that “everyone” drank milk tea 

some years ago because it was trendy.  

 

Furthermore, when asking respondent 7 if she could mention anything of importance that we had not 

mentioned during our questions, she suggested that the increasing promotions by companies through TV and 

advertisement could affect the Chinese consumers. Respondent 9 confirms this, stating that there are 

increasingly more marketing regarding organic food products, as well as more documentaries. By these 

answers, the respondents indicate that Chinese consumers could be affected by the trends and the media, not 

only their closest friends and family. According to Ajzen (1991), the subjective norm has a focus on what is 
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around the individual, and exemplifies among others cultural norms and social networks, which verifies the 

importance of trends, advertisement and media. Moreover, a study concerning the influence and evolution of 

trends on the Chinese online platform Sina Weibo, equivalent to Twitter, confirm that they influence its users 

in different forms (Yu et al., 2011). 

4.3 Motivational factors 

4.3.1 Introduction 

To examine the question of ‘what motivates the Chinese consumers to increasingly purchase more 

ecological food products?’, we will analyse the factors that has raised as potential influential factors through 

the literature review and semi-structured interviews. These factors are; health, trust, influence by others, 

price, convenience, ethical issues, knowledge and emotions. Through the analysis of sub question two, we 

found health, trust and influence of others to be cultural aspects that could affect the Chinese consumers 

behaviour in relation to ecological food products. As these cultural aspects could potentially be motivational 

factors as well, we hereby start the analysis by these three factors, before thoroughly going through the 

remaining five factors. 

4.3.2 Health 

The first motivational factor that could potentially increase the purchase of ecological food products among 

Chinese consumers is health. In sub question two we found health to be of high cultural importance to the 

Chinese consumers. All of the participants mentioned the factor continuously throughout their interviews, 

and argued the historical importance of health, as well as the importance of food safety due to repeated 

scandals. We found that people normally perceive organic products as better for their own health (Padel & 

Foster, 2002) and that 11 out of 14 participants uttered health to play an important role when purchasing food 

products. Moreover, when asking the interviewees if their views about organic products had changed over 

the last years, 9 out of 14 answered yes. 5 out of these 9 participants expressed the importance of health 

when explaining why their views had changed. This indicates that health could be a highly important 

motivational factor in regard to the increasing purchase of ecological food products. 

 

However, it must be acknowledged that inclined abstainers can affect these statements. Examining the 11 

respondents stating health as important, proves that two of the respondents hold price as an inclined 

abstainer. When respondent 2 is asked what role health plays, she explains that she would choose the food 

products she considers as healthy for both her mental and physical health. Yet when asked what role price 

plays, she explains that her price level is middle or not so high at this point. She would choose the cheapest 

products unless they do not look good, then she would purchase the more expensive option. Respondent 4 
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confirms these views stating that she prefers healthy food but has a strict food budget. This confirms that 

these two respondents are aware of the inclined abstainer, stating price as an obstacle for them to purchase 

organic food products and that they have perceived behavioural control. Additionally, price can prove to be a 

natural obstacle due to the age of our respondents, which we established within the first sub question in the 

section of age. 

4.3.3 Trust 

The second aspect that could be a motivation for the Chinese consumers is trust. In sub question two we 

found indications that trust is an important cultural aspect among the consumers, and several of the 

respondents stated trust as crucial. Some exemplified that they would pay a higher price if they could trust 

the brand. These findings indicate that trust could be a motivational factor if the consumers knows and trusts 

the brand or the seller.  

 

However, many of the participants uttered insecurities towards the organic food products, namely that they 

could not know if the organic product was in fact organic, due to the lack of trust towards the sellers in 

China. A study by Armstrong and Yee (2001) focused on identifying the major determinants of trust within 

the industrial buying behaviour among Chinese buyers and sellers in Malaysia. By their findings, they 

explain that the presence of trust enhances the buyer-seller relationships, as well as it predicts the probability 

of future interaction between the two (Armstrong & Yee, 2001). If we draw lines to the purchase of 

ecological food products, these findings indicate that the Chinese consumers are most likely not to trust the 

food product of a producer they do not know, and that trust towards the sellers in China could increase the 

possibility of purchasing ecological food products. As respondent 1 emphasized, many Chinese consumers 

feel that they cannot even trust the big companies anymore, due to the many scandals. This may indicate that 

trust could be a demotivating factor if the consumers do not trust the brand or the seller. Still, respondent 11 

argues; 

 

“You can’t tell that which seller will be responsible for their food. Some just want to make profit, and they 

will say it is organic. As I said before, if you say it is organic, people will trust it. And people seldom check it 

out if it really organic or not. People will just believe what the seller says, and they have potential risk.” 

(Respondent 11, 12.04.2018) 

 

By this, one could assume that some Chinese consumers would believe the organic product to be of good 

quality, due to it being organic. Others would still be sceptical towards the authenticity of the product, which 

indicates that trust could be both a motivational factor but also a demotivating factor. 
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4.3.4 Influence by others 

The third factor that could be motivational is the influence by the people in the consumers surroundings. 

Through the analysis of sub question two we found the influence of others to be a truly important cultural 

aspect of the Chinese consumers. By examining the answers of the respondents, it was clear that they all had 

similar opinions on what they believed their friends or family had. By this, the influence of others could 

prove to be a motivational factor towards purchasing ecological food products. Respondent 1 explains;  

 

“I have a friend in my program that is vegan, so she told me a lot about vegan stuff and organic concepts. 

They know a lot of the environment. I see time after time when I go to supermarkets with friends and they say 

that we should choose this product because my friend told me that this company does bla and bla so let’s 

choose this one. Also, my family influences me, for instance my mom would say let’s buy this one because it 

is less processed.” (Respondent 1, 05.04.2018) 

 

In this statement, respondent 1 exemplifies how she could be motivated to purchase certain food products 

through the influence of others. Still, it is important to acknowledge that the influence of others could 

potentially do the opposite, for instance if the people around is against ecological food products. This is not 

the case among our respondents, as the four participants stating to not be influenced by either their friends or 

family all held the same reason; they felt they had more knowledge about what was good for their health, and 

that most friends or family did not eat healthy. Still, the strong subjective norm within the Chinese culture 

and the previously presented view of Chiou (1998) indicates that the Chinese consumer could be motivated 

both in the direction of purchasing ecological food products, as well as not. 

4.3.5 Price 

The fourth motivational factor that can increase the purchasing behaviour of ecological food products is 

price. Price could prove to be either a motivational factor to purchase ecological food products, or an 

inclined abstainer that prevents the consumer from purchasing ecological food products. According to 

Hughner et al. (2007) obstacles such as high prices can prevent people from purchasing ecological products. 

During the interviews, several of the participants expressed that organic food products are very expensive in 

China, and established that the price is approximately three times higher than the price for conventional food 

products.  

 

Overall, 9 out of the 14 respondents answered that price is important and can therefore be seen as an inclined 

abstainer for them. 8 of these 9 already mentioned price as an important factor when they were asked what is 

important when purchasing food products in general. On the contrary, 7 out of the 9 respondents further 

stated that they could pay more for the product if it is healthy, of good quality or from a specific brand. 
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When respondent 13 was asked what role price plays for her when purchasing food products, she stated the 

following: “It is important of course, but compared with health, especially with our parents or the young 

children I don’t think price is that important” (Respondent 13, 13.04.2018). This indicates that although 

price is an important factor for most of the respondents, other factors could be more or equally important 

than price when purchasing food products.  

 

Additionally, when the respondents were asked whether they would ever purchase organic food products, 11 

out of 14 answered that they would purchase organic food products. 5 out of these 11 answered that they 

wanted to purchase organic food products, still it is often too expensive. On the other hand, 3 out of these 11 

answered that they would purchase organic food product due to the fact that the price is more expensive. 

Respondent 11 stated the following: “Yes, because the price is more expensive. And in China maybe the 

things that are more expensive the better” (Respondent 11, 12.04.2018). This indicates that price can both 

have a positive and negative impact on the purchasing behaviour of Chinese consumers concerning food 

products. It is clear that the three respondents stating that they will purchase the expensive food option in 

China will do so because it is perceived as better. Still, this is a difficult issue as the majority states price as 

the most important factor at the same time as they perceive quality and healthy products as highly important. 

 

According to recent research, the income level of Chinese consumers is rapidly increasing and will continue 

to increase (Kuo, 2016). The increasing income level has also had an effect on Chinese purchasing 

behaviour, as they are seeking better quality and more expensive products (Zipser et al., 2016). Furthermore, 

this has affected Chinese consumers to eat more healthy food, and to consume less of the traditional Chinese 

food (Kearney, 2010). The rapidly increased income can therefore remarkably affect the motivation to 

purchase ecological food products, as found in one of the interview participants answers. When respondent 8 

was asked if his views of organic food products has changed over the last years, he stated the following:  

 

“I guess the biggest change is affordability. Because the previous years I am getting more and more income. 

So, with income increase, when things become affordable for you, and the quality is good then I would go for 

it. That is the process. It has definitely changed, because previously I did not want to spend or waste so much 

money on it” (Respondent 8, 09.04.2018).  

 

Furthermore, previous research showed that increased income has a significant impact on Chinese purchase 

intention of organic food products (Yin et al., 2010). The level of income can therefore influence the 

willingness to pay a certain price for organic food products. In the context of our research, is important to 

acknowledge that the interview participants are students. It is therefore likely to assume that they are on a 

strict budget and that their purchasing behaviours could be different if their economic situation was different, 
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which can therefore explain some of the confounding answers. Still, the respondents often mention their 

family situation during the interview, where several verify the increased level of income. Respondent 4 

illustrates that in the past her mum used to care the most about price, but that this has changed over the years 

and today she cares more about the food quality. Respondent 3 confirms this, explaining that her parents 

would choose the healthy option even though it might be three times the price. 

4.3.6 Convenience 

The fifth aspect that could motivate to purchase ecological food products is convenience. Convenience is 

important to our research as it can be seen as an inclined abstainer that prevents the consumer from 

purchasing ecological food. To analyse this, the interview participants were asked if availability plays an 

important role when purchasing food products. 13 out of the 14 respondents stated that they value 

convenience, where 3 out of the 13 respondents also expressed their willingness to travel further for specific 

food products. As the increasing urbanisation in China has led to more people living in the cities, it has 

resulted in a higher demand for supermarkets. As of this, the number of supermarkets has increased rapidly 

in the large cities, making it easier for Chinese consumers to purchase food products (Motton, 2014). 

Respondent 3 stated the following:  

 

“Usually I just buy stuff nearby or do it by online shopping. I can buy nearly everything online in China. But 

sometimes I will travel, take a bus to a shop where I can buy the goods that I want” (Respondent 3, 

05.04.2018).  

 

In addition to the availability of physical stores nearby, respondent 3 acknowledges the convenience of 

online shopping, which respondent 10 also mentions. Respondent 10 states that she would rather shop online 

instead of searching around for the ingredients in different stores, as online shopping is more time-saving. 

When the respondents were asked where they purchase their food products, 4 of the 14 respondents 

mentioned that they purchase food products online. Moreover, 11 of the 14 respondents answered that they 

have used online platforms to purchase food products. Combining the increase of supermarkets with internet 

shopping display that it is easy for Chinese consumers to purchase the products they demand. By these 

responses, the participants indicate that the Chinese consumers value convenience to some extent when 

purchasing food products.  

 

Research performed in other collectivistic cultures, such as Japan, Malaysia and Taiwan present that 

convenience ranked in the middle range in regard to grocery shopping. For the Malaysian and Taiwanese 

participants the health-related factors came before convenience, while for the Japanese participant the factors 

of price, health and ethical concern ranked above convenience (Prescott et al., 2002). Reviewing the results 
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of our interviews, only one respondent answered convenience when asked open questions of what is 

important when purchasing food products. The majority answered health and price and did not mention 

convenience, which indicate that the Chinese consumers do value convenience, yet health and price are more 

important. 

 

When the respondents were asked where they purchase organic food products, most participants answered 

that they would purchase them in the organic section in supermarkets, and that the products are labelled 

‘organic’. Some answered that they would go to special organic food stores. Furthermore, when asked 

whether it is easy for them to purchase organic food products rather than conventional food products, 9 of 14 

stated that it reasonably the same, while 5 of 14 stated that it is easier to purchase conventional food 

products. Respondent 1 stated the following in regard to the accessibility of organic products:  

 

“It is not that easy, we don’t have that many shops like Irma. But still you can find it in supermarkets 

everywhere at special sections, or it is just spread with a higher price. I would say it is pretty easy to buy 

organic food products” (Respondent 1, 05.04.2018) 

 

According to Duggan (2015), the number of shops and boutiques selling organic and imported food has 

increased in big cities, such as Beijing and Shanghai. For instance, Beijing Organic and Beyond Corporation 

(OABC) is a service provider for organic food and runs farms all over China, is a wholesaler, delivery 

service, online shop, and provides over 200,000 families with organic products (Heinze, 2016). This 

indicates that it is relatively easy to purchase organic food products in China’s metropolitan cities, either it is 

in the supermarkets, organic shops, through delivery service or online platforms.  

4.3.7 Ethical issues 

The sixth motivational factor that could increase the purchase of ecological food products is ethical issues. 

Ethical issues can contribute as motivational factors due to the fact that moral issues can influence 

purchasing behaviour, and motivate consumers to purchase ecological food products (Mintel, 1994).  

 

When the respondents were asked whether they believe that ethical issues could impact their purchasing 

behaviour, 7 out of 14 stated that environmental issues would affect them, while 5 out of 14 believed that 

human and labour rights would affect them. On the contrary, 4 out of 14 believed environmental issues 

would not impact their purchasing behaviour, while 8 out of 14 stated that human and labour rights would 

not impact their purchasing behaviour. By this, we see that the respondents are partially concerned about 

environmental issues, and less concerned about human and labour rights. Some of the participants uttered 
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that they are not concerned about or would actively look out for ethical issues, yet if they were presented 

with unacceptable news about a specific brand they would consider avoiding this brand.  

 

According to Katz et al. (2001), the consumers perception of CSR can be explained by cultural dimensions. 

The authors state that cultures with a high level of power distance will show less concern regarding the 

environment, which according to Hofstede includes China, as they hold a high level of power distance (Katz 

et al., 2001; Hofstede, 2018). In addition, he argues that cultures with a low level of power distance, 

uncertainty avoidance and masculinity, and a high level of individualism, have a higher degree of consumer 

activism. China is on the opposite side of the index for power distance, masculinity and individualism, which 

indicate that Chinese consumers have a lower degree of consumer activism (Hofstede, 2018). These studies 

substantiate the answers of our participants.  

 

When respondent 8 was asked how ethical issues impact his purchasing behaviour, he answered the 

following: “For environment it will help, but more with traditional food, especially getting to know how 

much pollution a pound of meat can affect the environment … Labour rights, yeah, not quite concerned by 

this. I would not positively concern this when purchasing products but if there are severe issues on the news 

I might possibly avoid those brands. Unless it is Nutella or something you can’t avoid. Some daily must 

have” (Respondent 8, 09.04.2018).  

 

A study performed on Chinese consumers and their assessments of recycled shopping bags, found that the 

consumers would rely on ethical judgements if they perceived the use of recycled shopping bags as important 

enough (Chan et al., 2008). This is similar to the statement of respondent 8, namely that he would consider 

avoiding the brand if he perceived the issue as severe enough. In addition, it repeatedly indicates that 

Chinese consumers do not hold a high degree of consumer activism (Katz et al., 2001; Hofstede, 2018). 

Besides, several participants emphasize the fact that it is not their concern as consumers to focus on ethical 

issues such as human and labour rights, but rather the producers concern. Respondent 11 exemplifies:  

 

“Labour rights, it is more like those producers will concentrate more on those things. But for us consumers 

maybe it is not really important. Maybe we just want to have a better life. (...) The political things are not 

really our business” (Respondent 11, 12.04.2018).  

 

Furthermore, the respondents were asked whether they believe purchasing organic food products could affect 

the environment, food safety or health issues. 9 out of the 14 respondents answered yes to the environment, 

which emphasize a higher awareness of environment than the question that regards ethical issues. Still, some 
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of the respondents emphasized that although they believe it can impact the environment, it would have to be 

on a larger scale than it is today to actually obtain an effect. Respondent 1 exemplifies:  

 

“I think that my purchase can influence, but really also requires certain amount of volume to make a 

difference. (…) But on the other hand, I would say that only purchasing is not enough, I also think that the 

regulations from politics need to be involved, otherwise it is just like another premium product with a 

growing trend” (Respondent 1, 05.04.2018).  

 

According to Li et al. (2009), the Chinese consumers have become more concerned about water, air and food 

pollution during the recent years. Ramasamy and Yeung (2008) support this, stating that the support towards 

CSR in China has improved and is still improving due to the economic development of the country. 

Furthermore, Stern and Dietz (1994) argue that environmental concern can be related to, among other things, 

egoistic values, that would result in people only protecting the environmental aspects that would affect them 

personally. It is likely to assume that some of the Chinese consumers care about the environment due to the 

fact that it is something that has a direct impact on the Chinese people. This is directly shown in respondent 

1’s statement, where she expresses:  

 

“I think if there are any big news about environment issues. I would say environment issues comes higher 

priority, if there are human rights issues then people would not pay that much attention to it because it is not 

that relevant to your daily life, because with the environment you can feel like yeah you know, I don’t want to 

have bad air or polluted water” (Respondent 1, 05.04.2018).  

 

By this, one could argue that they are motivated to the extent where they themselves and their in-groups are 

personally affected. This is supported by the explanation of Chan et al. (1998), namely that several studies 

express the fact that when Chinese consumers are to make ethical judgements they are heavily influenced by 

the group norm, rather than their own personal attitudes. 

4.3.8 Knowledge 

The seventh factor that could potentially motivate the purchasing of ecological food products is knowledge. 

This factor was established as a potential motivation throughout the literature review, where both Kotler and 

Armstrong (2014) and Blackwell et al. (2006) emphasized that knowledge could change the consumers 

behaviour. The overall impression during the conduction of the interviews regarding the participants’ 

knowledge of organic food products were positive. The interviewees displayed several examples of how 

knowledge could potentially motivate them to purchase organic food products. Respondent 2 stated the 

following; 
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“I took a course urban sustainability and after that course I think my mind has changed a lot. I try to buy 

food that is sustainable to the environment. I eat less meat after that course because when they produce 

different kinds of meat it will consume more water. And also, if we buy more and more organic food we will 

do less harm to the environment. Maybe from the point of the fertilizers, the most interesting part for me is 

the fertilizer.” (Respondent 2, 05.04.2018) 

 

According to these statements, respondent 2 emphasize how the increased knowledge regarding urban 

sustainability changed her purchasing behaviour towards more ecological food. This indicates that 

knowledge could be a motivational factor, and is supported by Peattie (1995), whom emphasize that 

consumers holding knowledge that regards environmental problems will be motivated towards green 

consumer behaviour. However, according to Martin and Simintrias (1995), the relationship between 

environmental knowledge and behaviour is mixed, showing both positive and negative impacts on behaviour. 

Yet, a general argument states that it is highly difficult to measure the respondents actual level of 

environmental knowledge (Maloney and Ward, 1973). A study that reviewed Chinese students, found that 

although they might have strong attitudes towards protecting the environment, they can acquire a low level 

of environmental knowledge (He et al., 2011).  

 

During the interviews, there were some respondents expressing the lack of knowledge. As we mentioned in 

sub question two regarding health, 6 out of the 14 respondents recognize the lack of knowledge regarding 

organic food products to some extent during their interview. When the respondents were asked about their 

view on organic food products, respondent 11 stated the following:  

 

“Actually, it is still quite new concept for Chinese people. We just buy those foods saying that we are 

organic. We actually don't know what it means with organic, and what is the difference with organic food 

and normal food. Actually, if you put two potatoes in front of me and wanted me to tell which one is organic, 

I cannot tell” (Respondent 11, 12.04.2018).  

 

By this, respondent 11 indicates that knowledge does not motivate her to purchase organic food products, as 

herself and those around her would purchase organic food products even though they do not know the 

essence of the word organic. Several of the respondents confirm this view, and some explained that their 

parents would purchase organic due to the fact that they perceive it as healthy. This supports the repeated 

importance of health in which was found through the analysis, especially regarding the motivational aspects. 

In addition, when asked what they believe could affect Chinese consumers to purchase organic food 

products, a few of the respondents stated that some people do not know the advantages of organic products, 
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and therefore do not understand why it is worth paying three times more the price. Respondent 13 

exemplifies: 

 

“I think the most important one is the view that the customer can perceive, they have to understand why I 

choose some similar food which has a price three or four times higher than the ordinary one. They should 

know that they are healthier and safer, it will be worth every penny you spend on it, but they don’t perceive 

that kind of value, at least not now” (Respondent 13, 13.04.2018). 

 

A study performed on Chinese consumers and their willingness to purchase ecological food products confirm 

the view of respondent 13, as they found that only 15,7% of the participants knew the difference between 

safety and quality when comparing organic and conventional food products (Yin et al., 2010, p. 1364). The 

study furthermore found little knowledge to be one of the factors for why Chinese consumers refused to 

purchase organic food products (Yin et al., 2010). According to Li et al. (2009), Chinese consumers are 

paying more attention to the environment, still more education is needed in order to promote environmental 

awareness, relating to the motivation of purchasing organic food products. 

4.3.9 Emotions 

The eighth aspect that could motivate towards the purchasing of ecological food products is emotions. 

According to Ajzen (1991), the consumers behaviour can be guided by behavioural beliefs, which explain 

whether the person believes the effect of the behaviour will be positive or negative, and how it feels to 

perform the behaviour. When the respondents were asked whether they believe their feelings play a role 

when they are purchasing food products, all of the respondents answered that it does play a role. Most of the 

respondents stated that if they are in a good mood they would like to purchase more expensive products, try 

new things, eat healthy, or occasionally purchase organic products. Some also stated that if they are in a bad 

mood they would consider purchasing junk food. Respondent 13 exemplifies by explaining how she feels 

when purchasing organic food:  

 

“When I am shopping organic it feels good. I am doing it for my own good, I feel good” (Respondent 13, 

13.04.2018).  

 

These statements serve as clear indications that the participants are affected by their feelings and emotions. A 

study performed by Verhoef (2005) confirms this view, as emotions were found to be a determinant for 

purchasing behaviour of organic meat. The study revealed that “fear” can influence the consumers 

purchasing decision of organic meat, which could be due to the many food scandals in the meat industry, and 

that consumers might feel that they put their health at risk if they consume conventional meat (Abbott, 2001; 
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Verbeke, 2001; Pennings et al., 2002). In addition to this, several other studies show that consumers 

occasionally relate organic food purchasing decisions with feelings of good conscious and the responsibility 

for the family’s well-being (Bähr et al., 2004; Baker et al., 2004; Makatouni, 2002). 

4.4 The impact of e-commerce 

4.4.1 Introduction 

To examine the last sub question ‘how can e-commerce impact Chinese consumers to purchase ecological 

food products?’, we will analyse the factors which has raised as potential influential factors through the 

literature review and semi-structured interviews. As the sector of e-commerce is rapidly growing in China, 

the online vendors supply imported goods, among those a large selection of organic food products (Fung 

Business Intelligence Center, 2017; participant answers, 2018). By this, the last section will be divided 

according to the different aspects that impact Chinese consumers when they purchase food products through 

e-commerce, namely the general use of e-commerce among Chinese consumers, the main advantages, 

disadvantages and trust.  

4.4.2 The use of e-commerce in China 

To interpret how e-commerce could potentially increase the purchase of ecological food products within 

China, it is important to understand the Chinese consumers’ perception of the Internet, how they use e-

commerce in their daily life, as well as the possibility of purchasing food products online. According to 

Davis et al. (1989), the consumers perception of online shopping is determined by their perceived ease of use 

and perceived usefulness. Before we establish the perceived usefulness, we need to establish the perceived 

ease of use among the participants, as it helps understand to which degree the participants feel that it could 

be easy and free of effort to use the Internet. According to Monsuwé et al. (2004) it is more likely that the 

consumer intends to use the technology is if it perceived as effortless. 

 

When the interview participants were asked how often they use online platforms, 14 out of 14 stated that 

they use online platforms every day. Online platforms were mostly used for social media, email, news or 

online shopping, which indicates that e-commerce is a major part of their daily lives. The online platforms 

mentioned the most were WeChat and TaoBao. A study performed by BCG in 2010 estimated that Chinese 

people spent 1 billion hours each day on the Internet, which is more than double in comparison to American 

users (BCG, 2010). At the end of 2016 china reached 731 million internet users and an internet penetration 

rate of 53.2%, which display an increase of 2.9% from the end of 2015 (China Internet Network Information 

Center, 2017, p. 2). Additionally, e-commerce is growing at a fast phase, and it accounted for over 10.7% of 

the total integrated retail sales in China by the start of 2017 (Babcock, 2017, p. 4). According to China 
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Internet Network Information Center (CNNIC) 91.5% of the Internet users in 2016 used a mobile device to 

access the Internet. Compared to 2007 numbers, there were only 24% of the 50.4 million Internet users who 

accessed the Internet through a mobile device (China Internet Network Information Center, 2017, p. 1-2). 

These numbers show a large increase in the use of mobile devices, indicating that Chinese consumers hold 

easier access to the Internet today than 10 years ago. Moreover, these statistics argue that more consumers 

can afford to shop online due to the fact that more people can afford smartphones. 

 

The statements of the respondents support these statistics, and establish that the participants perceive the 

internet as easy to use. Still, it must be acknowledged that our respondent group contains young Chinese 

consumers, and the perceived ease of use could therefore be different if the respondents were older. Statistics 

of internet users in China as of December 2016 confirm this statement, as the biggest group of internet users 

are between 20-29 years old and hold 30.3% off all Internet usage in the country. The age groups older than 

29 show a steady percentage decrease, were the oldest group of 60 and over hold only 4.0% off all Internet 

usage. Still, there is a total of 42.3% within the range of 30-59 years, which confirm that people of all ages 

use the Internet in China (China Internet Network Information Center, 2017, p. 46). 

 

Furthermore, the respondents were asked whether they have used online platforms to purchase food products, 

where 11 out of 14 respondents stated that they have. 3 out of 14 respondents stated that they have not 

purchased food online, still they have purchased other products. The respondents that purchase food online, 

do it either once a week (5 out of 11) or once to twice a month (6 out of 11). Four respondents furthermore 

stated that they have purchased organic products online. According to a study performed by Clemes et al. 

(2014), Chinese consumers revealed that the easy access to the Internet, their knowledge of computers and 

Internet use, and knowledge on how to place an order online, had a positive effect on their decision to 

purchase online. This study includes aspects of perceived usefulness, which establish how the consumer 

perceives the internet to enhance the outcome of the shopping experience (Davis et al., 1989). By this, the 

perceived usefulness of purchasing food products online will be elaborated within the section regarding 

advantages. 

4.4.3 Advantages 

The second aspect that could potentially increase the purchase of ecological food products among Chinese 

consumers is advantages of purchasing food products online. According to Kim et al. (2008) the perceived 

benefits of shopping online can differ between consumers. However, the perceived benefit lies in the matter 

of the consumer perceiving the Internet as an incentive to make the purchase online rather than in a 

traditional store. In the previous section, we found Internet to be a large part of Chinese consumers daily 

lives and that many Chinese consumers do purchase food products online. By examining the advantages 
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associated with the use of online platforms we can explain the perceived usefulness with online shopping, 

and determine if it can facilitate an increase in ecological food products purchased.  

 

According to Cheung et al. (2005) it is not always clear what drives consumers to shop online, and there can 

therefore be several factors playing a role in the behaviour. Overall, when asking the respondents why they 

chose to purchase food products online instead of in a physical store, 10 out of 14 stated convenience, and 8 

out of 14 stated prices as the motivational factor. Also, when asking which factors they pursue as advantages 

with shopping food products online, 9 out of 14 stated that it is cheaper (price), and 13 out of 14 stated that it 

is more convenient. Regarding convenience there are different aspects that make online shopping attractive. 

For instance, 7 out of the 13 state that a wide product selection is important, while 6 out of 13 state that the 

time saving aspect is important. Additionally, respondent 1 states the following: 

 

“Sometimes they really have good promotions. Some items are only available online, and you can hardly 

find it in stores. For example, if I want to make a cuisine and I want to find something that is imported. For 

example, Danish made cheese, I cannot find it in normal supermarkets” (Respondent 1, 05.04.2018).  

 

Similar to respondent 1’s answer, other respondents further elaborate on the accessibility of imported 

products online. As mentioned earlier, there has been a strong demand for imported products in China, and 

through online platforms consumers can purchase products from all over the world (Fung Business 

Intelligence Center, 2017). The Danish supermarket IRMA exports some of their dry goods to Chinese 

online platforms such as TaoBao. Chinese consumers can therefore easily purchase Danish food products 

such as marmalade, chocolate, coffee etc. (Rasmussen, 2017).  

 

A study performed on Chinese consumers satisfaction with online shopping support these findings, where 

they found product variety and price to be important factors concerning customer satisfaction. The study 

furthermore displays that delivery and customer service also play important roles (Liu et al., 2008), which 

substantiates the answers of the participants. A similar study conducted on Chinese undergraduate students 

support this view, stating that price is the most important factor, and convenience the second, when 

purchasing products online (Su and Huang, 2010). Online consumers can easily compare products online in 

order to find the cheapest price and best quality, which is a great advantage. According to Gong et al. (2013) 

there is an old saying in China “never make a purchase until you have compared three shops”, which 

furthermore implies that Chinese consumers value the convenience of easily comparing different prices. This 

view is supported by respondent 8 who expresses the advantage of comparing different prices.  
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Moreover, another perceived advantage with purchasing products online is the websites transaction 

capability, and the convenience associated with online transactions. This is time saving for the customers and 

contributes in making the whole online purchase experience as convenient as possible (Liu et al., 2008). This 

aspect is backed up by respondent 3’s answer, when she is asked about the most important advantages within 

online shopping;  

 

“Sometimes I think people enjoy the way that they pay, when they press some number and pin code and I 

would say that feeling is very attractive. I guess, because I don’t really feel the money in my hand, just some 

numbers, and the food comes to me” (Respondent 3, 05.04.2018).  

4.4.4 Disadvantages 

Another factor that could potentially have an influence on the purchase of ecological food products online, is 

the disadvantages of purchasing products online. As opposed to the advantages which is identified to have a 

positive impact, the disadvantages could affect the purchase of ecological food products online negatively. 

As we established in our literature review, it is crucial how the consumer perceives the potential risk of 

purchasing online, where these risks include product category risk and financial risk (Kim et al., 2008; 

Bhatnagar et al., 2000). The increase of these two risks can therefore decrease the likelihood of the consumer 

purchasing the products online (Kim et al., 2008; Lee & Turban, 2014; Bhatnagar et al., 2000).  

 

When asking the respondents what disadvantages they connect to purchasing food products online, the 

factors of trust, freshness and convenience were mentioned. 10 out of 14 stated that trust is an important 

factor when purchasing food products online, where 7 out of these 10 emphasized that it is a disadvantage 

that they cannot see, touch or feel the actual products. This is an important factor for Chinese consumers as 

they have been used to purchasing fresh food products at the traditional wet markets, where they can see and 

touch the products to check the quality. This is aligned with the element of freshness, which is important for 

Chinese consumers as 4 out of 14 stated that they are afraid that the products will not be fresh enough due to 

the delivery time. One of the reasons for purchasing food products at the wet markets is to assure that the 

products are fresh (The Government of Canada, 2010). Respondent 10 exemplifies:  

 

“Sometimes if I buy at a wet market which sell mostly organic food products, because it is grown by the local 

farmers, I get to do some food tasting and you can see how they process the food. (…) To me that’s a thing 

that is something online purchasing can’t provide. Also, if I buy on the wet market it is simply fresher. (…) 

To me that is another thing I can’t get from online platforms. I can’t know how fresh, that is the question” 

(Respondent 10, 11.04.2018).  
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Furthermore, 10 out of the 10 respondents argue that trust is important, and are afraid of receiving products 

of bad quality or receiving products that do not live up to their expectations when purchasing them online. 

These statements display the increased awareness due to the countless food scandals, and many of the 

respondents exemplify by previous experiences where they received food products that were of bad quality. 

Respondent 11 explains:  

 

“Maybe it is guaranteed that it is convenient and it is cheap, but you don’t know if it is fresh, you can’t touch 

it, you only have the pictures on the apps. And often those pictures are modified. You don’t know what it 

really looks like. One time I bought a box of strawberries online, and it turns out they rotted half of the box” 

(Respondent 11, 12.04.2018).  

 

This explanation is backed up by research performed on Chinese consumers online shopping behaviour, 

where different studies have found perceived risk to have a strong influence on online shopping intentions 

(Clemes et al., 2014; Gong et al., 2013). Other studies support these findings, stating that perceived risk is 

the most critical consideration when choosing to purchase online (Doolin et al., 2005; Lim, 2003; Monsuwe 

et al., 2004). On the other hand, Miyazaki and Fernandez (2001) found that although perceived risk is a valid 

reason for people to avoid online shopping, most of the risk originates from it being new and unfamiliar. 

They furthermore claim that Internet experience and skills can reduce the perceived risk and increase the 

willingness to shop online. As stated in the first section regarding the use of e-commerce, more and more 

Chinese consumers are using online platforms. This might indicate that perceived risk due to little 

knowledge will decrease for many users.  

 

As mentioned, financial risk is a potential perceived risk and could therefore be a disadvantage when 

purchasing products online. According to Koyuncu and Bhattacharya (2004) the lack of quality guarantee 

can prevent the consumers from purchasing certain high price products, or products that are in need of in-

person inspection. In addition, a study performed on Chinese consumers found that Chinese tend to avoid 

shopping more expensive products online (Clemes et al., 2014). These views are supported by some of our 

participants, where respondent 6 states the following: “Online shopping is a good thing. But if I want to buy 

something expensive I would not choose to buy online” (Respondent 6, 06.04.2018). The answer of 

participant 6 indicates that Chinese consumers might prefer to purchase more inexpensive products due to 

less financial risk involved, which could turn out to be a positive indication for the purchase of ecological 

food products online. Still, Koyuncu and Bhattacharya (2004) further mention the importance of in-person 

inspection, which corresponds well with the importance of freshness of the products, and can thereof be a 

negative indication for the purchase of ecological food products online. 
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Lastly, 2 out of the 14 respondents mentioned the delivery time as a disadvantage. In the previous section, 

we found that many of the respondents mentioned delivery time as an advantage, which could be explained 

by the fact that the delivery time is different depending on where in China they live. People living in the 

large metropolitan cities like Beijing can receive their delivery fast, sometimes within two hours according to 

several of the interviewees, whereas people living in the less populated areas have to wait much longer for 

their delivery. Respondent 9 is from the Fujian province in the South of China and relates to this issue, 

stating the following: 

 

“That is definitely about the time, because especially the fresh food, people don’t usually buy it online. 

Currently the biggest one is TaoBao and JD, those are only two players in China and currently they are 

concentrating on three big cities, they will only concentrate on those three well-developed cities, it will get 

easier for them to supply fresh food to those cities. And for any other cities like the place that I live, it is hard 

for me to buy online, in general it will take one or two days. (...)” (Respondent 9, 11.04.2018).  

 

Looking at the overall disadvantages, lack of trust is the one factor that seems to be the underlying reason 

why Chinese consumers would be sceptical to online shopping. Due to the importance of trust as a cultural 

aspect, especially within the online shopping, this factor will be further analysed and elaborated in the next 

section. Overall, when the respondents were asked how they would characterise their previous shopping 

experience, 13 out of 14 respondents stated that it is overall good. They mention some episodes where they 

experienced some small issues, but nothing that would change their overall perception of online shopping.  

4.4.5 Trust 

The last aspect that could potentially have an influence on the online purchase of ecological food products 

among Chinese consumers is trust. In sub question two we discussed trust in relation to how cultural aspects 

can influence the purchase of ecological food products, and in sub question three we furthermore discussed 

how trust can be a motivational factor to increase the purchase. This section will examine trust in relation to 

e-commerce, as trust is a highly important factor that can influence the consumers decision to purchase food 

products online.  

 

According to Lee and Turban (2014), the lack of trust is one of the most frequently cited reasons why 

consumers choose not to shop online, indicating that trust is very important when purchasing products 

online. This is especially the fact for consumers in collectivistic cultures due the cultural concept of guanxi, 

as we established in the literature review (Chen et al., 1998; Hofstede, 1980; Triandis, 1995). This is 

supported by the respondents’ answers where all 14 respondents stated that trust towards the seller is 

essential. Respondent 10 elaborates on the issue of trust in China, stating the following: 
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“I think trust is a very rare thing in china. I think the only thing is we don’t trust anybody because even a 

good vendor can, the quality can turn bad. To me it is a ongoing process, I always have to re-establish the 

trust on the store or on the vendor by reading the reviews. The reviews are always updated and always real 

time. So, by reading reviews I know if this batch of food is good or not. I don’t really trust everybody” 

(Respondent 10, 11.04.2018).  

 

This statement implies that trust towards the vendor is something that is developed over time. The 

respondents explain that they often establish trust trough previous experience, reading reviews and 

recommendations from friends and family. This is in agreement with the importance of exogenous factors 

(previous experience) and the subjective norm (recommendations from friends and family), which we 

established as highly important through the literature review. According to the respondents, all of them (14 

out of 14) perform background checks on the online vendor or the product before conducting the purchase. 

This proves that there are no signs of an attitude-behaviour gap due to the fact that all of the respondents 

believe that trust is important, and that they act in accordance to establish this trust. This is supported by 

respondent 3’s answer, as she states the following:  

 

“And when I go to some online shops I would check the comments with picture. I would think it is real, 

sometimes people buy some writers to help them get better level of trust. If the comments are over 100 or 

1000 I would think it can be trusted. And with picture it would be better. Sometimes people give very bad 

comments and I would check the bad comment and the good comment for the seller” (Respondent 3, 

05.04.2018).  

 

According to respondent 3, she values comments and pictures from other customers, but adds to the fact that 

online vendors cannot always be trusted due to fake reviews. This statement is further supported by 

respondent 10, which explain that vendors sometimes give customers discounts if they write positive 

reviews. In addition to this, respondent 10 states that the food itself can be fake. This aligns with our findings 

in the section on trust in sub question two, where trust against organic products tend to be harder to gain, due 

to the fact that they believe there is a possibility that the product can be fake. Comparing these findings with 

ethical issues, we can see contradicting answers from the respondents. In relation to purchasing products 

online the respondents actively read reviews in order to assure they receive good quality products, but do not 

perform background checks to make sure the producers follow ethical laws and regulations. This indicates 

that the Chinese consumers are egoistic in the sense that they only care if they are personally affected. 

Furthermore, some respondents explain that they perform background checks by asking their friends and 

family before purchasing a product online. Respondent 1 exemplifies:  
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“I would rather purchase a product with higher price where I know the platform, has used it before or has a 

friend that has used it before, then I would choose it. The platforms can process too much personal 

information and the details about financials” (Respondent 1, 05.04.2018). 

 

These findings indicate that the respondents are influenced by their friends and family when considering to 

purchase food products. This is furthermore consistent with different studies performed on Chinese 

consumers’ online purchasing behaviour, which found subjective norm to have an effect on the consumers 

decision to purchase online (Choi and Geistfeld, 2004; Foucault and Scheufele; 2002; Vijayasarathy, 2004; 

Clemes et al., 2014).  

 

Still, throughout the analysis we found that many of the participants choose to purchase organic food 

products due to the fact that they trust these food products to be healthy and of good quality. These 

indications could be connected with the cross-border e-commerce, as Xia (2016) states that product quality is 

the top reason why many Chinese consumers seek to import products from outside of China. The author 

states that the consumers feel protected from fake products when purchasing imported products, as they 

perceive the imported products as higher quality. Also, they can get lower prices online than in the 

supermarkets (Xia, 2016). As the numbers by Xia (2016) display that cross-border e-commerce was 

estimated 259 billion yuan in 2015, which is more than 6% of the total consumer e-commerce, they present a 

clear advantage for companies outside of China. The fast-growing sector gives the foreign retailers the 

advantage of not having to be physically present in the country or obtain a Chinese business license (Fung 

Business Intelligence Center, 2017). These findings indicate that the lack of trust towards Chinese food 

products could increase the purchase of imported products, which can impact the purchase of imported 

ecological food products.  

 

Moreover, respondent 1 express insecurities around the fact that the online platforms get access to personal 

information about their customers. This statement is supported by previous studies explaining privacy and 

security of personal information, as well as online transaction security, as important risk perceptions in 

regard to online shopping (Clemes et al., 2014). Additionally, a study by Zhao et al. (2010) looked into the 

importance of trust and perceived risk when young new consumers where to adopt to internet banking 

services in China. They found a significant relationship towards the internet banking usage intention and 

proved that the respondents lacking trust in the banks of China, where more likely not to trust other people in 

general, unless proven otherwise. The respondents felt that they could not predict the behaviour of the banks, 

which was further complicated by media stories involving hackers and computer viruses. This indicates that 

the Chinese consumers purchase behaviour online is highly influenced by trust towards the online vendor. 
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Furthermore, within the previous section on disadvantages we discovered that freshness of the food product 

is highly important to the Chinese consumers when purchasing food products online. They perceived the 

possibility of receiving products that are not fresh or of bad quality as a high-risk factor. This could be 

aligned with trust towards the online vendor, due to the fact that if the consumer does not trust that the seller 

will provide fresh products, it could actually prevent him or her from purchasing specific food products 

online. Because of these factors, some of the Chinese participants explain that they usually purchase food 

products like snacks online, as these products are not fresh in the same way as e.g. vegetables, fruit and meat 

products.  

 

In relation to trusting the online vendors, respondent 9 brought an interesting point relating to the differences 

in trust between the younger and older generations, as he stated the following: “In China the people concern 

a lot about trust, especially the older ones like my father and my mother they consider trust as immediate, 

like face to face, so if you want to market organic food to them you should be salespeople and see them face 

to face. (…) For us, we are young generation so we just look at online directly. So, the trust here is not a big 

issue if you cannot see people face to face, but more and more we see social media and the more online 

marketing in the Chinese young generation” (Respondent 9, 11.04.2018).  

 

This statement is aligned with our findings in the section regarding trust in sub question two, where we found 

trust to be more crucial for the older generations, as well as the fact that the Chinese consumers are used to 

inspecting the products before purchasing them. Furthermore, the implementation of the one-child policy, 

can have influenced the young Chinese generation to hold cultural values that are different from their parents 

and older generations (Gong et al., 2004). Young Chinese consumers are therefore more individualistic in 

their purchasing behaviour, where they treasure imported products and are more brand aware and status 

conscious (Gong and Li, 2008). This can therefore indicate that trust is more important for the older 

generations in regard to online shopping, as the younger generations have grown up with easy access to the 

Internet, and see it as a more trustworthy source. Previous studies indicate that older consumers tend to avoid 

online shopping due to risk concerns and little Internet experience (Doolin et al., 2005). This is aligned with 

the findings that most online users in China are in the age group 20-29 years. Moreover, these findings 

indicate that creating trust could be difficult for the online vendors that originate from outside of China, due 

to the already existing relationships between specific Chinese companies and the consumers. 

5. DISCUSSION 

This section will elaborate and investigate the most interesting findings of our study. 
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As became evident in the analysis, there is a skewed distribution of men and women in China, which 

originated due to the one-child policy. The findings regarding gender does thereof indicate a negative 

influence on the purchase of ecological food products in China, due to the previous literature illustrating that 

women tend to care the most in relation to ecological food purchase. Still, as the role of women in China is 

changing, there might be a considerable and more interesting side to this story.  

Through many decades, the traditional roles have made it normal that women in the household take care of 

unpaid work like routine housework and shopping (World Economic Forum, 2017). These roles are being 

challenged due to the distribution of men and women in China, as women must prepare to take the economic 

responsibility of a household in the future, in the same way as a man is assumed to. Numbers of World 

Economic Forum present how women are getting more independent through different aspects; 

 
Matrix 11: Numbers that explain the development of women in China over the last years  

 2006 2010 2017 

 Women Men Women Men Women Men 

Births per 

woman 

1.9 - 1.8 - 1.62 - 

Average age of 

women getting 

married 

23 - 23 - Average length 

of single life: 

24.4 years 

Married by 25: 

35.6% 

Average length of 

single life: 26.2 

years 

Married by 25: 

20.3% 

Enrolment in 

tertiary education 

17% 

 

21% 23% 22% 47.3% 39.9% 

Source: World Economic Forum, (2006, p. 50; 2010, p. 104; 2017, p. 120-121).   

By these numbers, it is clear that women are changing their lifestyle. This development could be compared 

with the development of Japan, as the numbers from the Global Gender Gap Report (2017, p. 190-191) 

display that women in Japan are highly similar to China. Furthermore, they can be regarded as ahead of 

China, being that the average length of single life for women is 29.7 years and births per woman is 1.46 in 

2017 (Global Gender Gap Report, 2017, p. 190-191). This could indicate that China is moving in the same 

direction as Japan, whom has adopted Western cultures in areas of social, economic, political and cultural 

change through Westernisation, despite the country’s location within East Asia (Kubota, 1999). 
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Moreover, a report published by OECD (Miranda, 2011), display that Western countries overall have a 

smaller gender gap than East Asian countries. These findings indicate a crucial point, namely that the 

development of women in China could indicate a transformation of the men’s role in China. As expressed in 

the analysis of gender, previous research present that women purchase organic food products more often than 

men, due to the fact that they are often responsible for the household shopping (Govindasamy et al., 2001). 

Just as the numbers in matrix 11 display, Ma (2015) states that the social division of labour is changing. This 

can furthermore change the division of housework and make it increasingly normal that both men and 

women perform housework (Ma, 2015). According to the Global Gender Gap Report of 2017 (p. 121), 

women in China do 44.6 minutes unpaid work per day, while as men do 18.9 minutes. This totals to 63.5 

minutes of unpaid work per day in total, which display a percentage of 70.2% for women and 29,8% for 

men. Although these numbers suggest that women do more housework as men, they still indicate that men 

are taking an active part of household tasks such as purchasing food products. This can furthermore create 

positive indications towards the purchase of ecological food products in China, despite of the skewed gender 

distribution.  

To further test these indications, we divided the respondents after gender and compared the answers. This 

comparison found no distinct differences between the genders, and the male respondents had the same views 

as the female respondents. These findings further strengthen the indication that the younger age group, that is 

also the biggest age group in China at this point, demonstrate evidence that they are increasingly taking care 

of the food purchase themselves, despite of gender. However, these respondents do not have the 

responsibility of a family, still none of them argue points in the direction of major differences between the 

roles of men and women, and several exemplify situations where the father in the household purchase food 

products. 

Furthermore, the changes that originate from the one-child policy can be connected to another interesting 

story. As became evident in the analysis, the level of income is increasing among the average Chinese 

consumer. On one side, this leaves the Chinese consumer with more money to spend, which according to 

Zipser et al. (2016) can be seen through the consumers becoming more selective regarding how they spend 

their money. They are purchasing more premium products instead of mass products, which present positive 

indications towards the purchase of ecological food products.  

Still, there is an important factor that might affect these indications, namely that Chinese consumers have a 

tradition of saving their money, due to factors such as no assured social safety net (Towson and Woetzel, 

2015). It is possible to assume that the Chinese consumers are spending more money as they can afford it as 

of now, yet they are focusing on saving to prepare for possible issues in the future. If we take the effect of the 

one-child policy into account, the demographic indices indicate that China is becoming an aging society. As 

https://www.mckinsey.com/our-people/jonathan-woetzel
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the family structures have changed greatly, consisting of four grandparents, two parents and one child 

(Zhang & Goza, 2006), it is apparent that the responsibility of caring for the family falls on the one child, 

despite of gender, if the government does not accommodate for the socio-demographic changes. 

To create a deeper understanding of how the only children might consider this, we asked the respondents a 

follow-up question regarding thoughts about their potential future responsibility for their family members. 

Out of the 10 respondents that replied, all 10 expressed that they are ready to take on the responsibility of 

their parents, which highly indicates that this is something that the respondents are concerned with. To 

exemplify, respondent 6 states; “I am the only child of my family and I think I have heavier responsibility to 

support my parents in the future because they only have me and they have invested a lot in me.” (Respondent 

6, 05.05.2018). Also, they emphasize the importance of preparing for this among all family members, and 

respondent 1 utters that one can tell from the way her father talks, that he worries about the future and is 

saving up for retirement. 

These changes may indicate that the increased income is not going to be sufficient for the one child that has 

to care for both the aging parents and grandparents, which display negative indications towards the future 

economic situation. Additionally, it indicates that the Chinese consumers financially able to prepare for these 

times, have to save money and make independent plans for the future, which affects their consumption today. 

Both these indications can thereof affect the purchase of the premium product of ecological food as well. 

Overall, the different sections of our analysis can connect different aspects of e-commerce that together 

creates an interesting story. First of all, the respondents are found to have perceived ease of use of the 

Internet. This can affect the purchase of online products in China as many of the respondents are within the 

range of the biggest age group today, which further indicate that most of this group perceives the Internet as 

easy to use. This factor can further be connected with the increased level of education among this age group, 

which increases the overall knowledge of the participants. Moreover, knowledge is seen as a motivational 

factor that can affect the purchase behaviour of the Chinese consumers. In addition to this, the higher 

knowledge the consumer holds towards online platforms, the easier it becomes to create trust towards the 

Internet, as the consumer has an understanding of how to achieve this trust. In example, they perform 

background checks repeatedly, to renew their trust towards the online vendor. Furthermore, the analysis 

indicates that the price sensitivity among younger consumers can increase their positive attitude towards 

purchasing products online, due to the fact that the majority of the products sold online holds a lower price. 

Together, these factors display strong indications that the younger consumers are highly likely to use an 

online platform to purchase products. At the same time, this does not exclude the Chinese consumers that are 

older than the typical student age. The numbers from these age groups also explain a high use of the Internet 
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in China today, which confirms the usage among all ages despite the different scope of use (China Internet 

Network Information Center, 2017).  

Furthermore, combining these findings with the development of the Chinese population, it can be discussed 

if the higher level of income could increase the purchase of electronic devices which are needed to engage in 

online shopping. Still, as previously discussed, the increased level of income could result in both spending 

more and saving more, due to the different issues within the Chinese economy and the one-child policy. 

Which type of device used to purchase products online can therefore be essential, as mobile devices are both 

cheaper to purchase and easier to use in the daily life, in comparison to computers. This factor can potentially 

affect the future online purchase of ecological food purchase, and is therefore interesting to highlight, as this 

is an aspect not acknowledged prior to the semi-structured interviews and thereof not analysed.  

Alizila, the website that reports news for Alibaba Group which is the operator of Taobao.com, states that 

using a mobile device is the preferred method to access the internet in China, especially for online shopping 

(Brennan, 2016). By asking the participants of our interviews a follow-up question in relation to this, 9 of 10 

participants confirm that they have used their smartphone to purchase different types of products online. 

Still, they both confirm and reject the statements of Alizila, as only 4 out of 10 respondents prefer to use their 

smartphone. Five state that they prefer their computer, and one argues that it depends, for TaoBao she would 

prefer to use her smartphone as she has the app on her phone, while for sites like Amazon she would prefer 

the computer. 

 

The app, Mobile TaoBao, has 150 million daily active users, where 59% are between 18-29 (Brennan, 2016). 

These numbers do not only confirm the importance of the younger age group within overall online shopping, 

yet also online shopping on the smartphone. The numbers display that 36% of the daily active users are 

between 30-49 years old, and the users above 50 years old account for only 2% of the active users (Brennan, 

2016). According to the respondents that choose to purchase online through their smartphone, it is due to the 

fact that it is more convenient. According to respondent 4, some apps can be more user-friendly than the 

website. Also, she explains that the price is normally lower if she makes a purchase through her smartphone 

instead of her computer. Respondent 9 confirms these statements, expressing that Alibaba and JD 

intentionally limits the functionality of the website, and sometimes give out mobile exclusive discounts if the 

consumers place the order through their app. Still, five of the respondents argue that using their computer for 

online shopping is preferred, as the screen is larger and gives a better overview. These findings indicate that 

the online vendors have understood the easy accessibility of Chinese consumers through their smartphone 

and make an effort to get the consumer to use the app rather than the website. By this, the Chinese consumers 

can to some extent be a potential customer at any point during the day, which is an interesting development. 
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6. CONCLUSION 

This study targets the aspects regarding the increasing consumption of ecological products among Chinese 

consumers. The main purpose of this thesis is to answer the research question; “why and how do Chinese 

consumers increasingly purchase more ecological food products?”. In order to achieve this, we have 

examined demographic factors, cultural aspects, motivational factors and the possible effect of e-commerce 

through four sub questions. This conclusion will firstly conclude on each of the four different sub questions, 

before concluding on the overall research question. 

 

Firstly, the demographic factors of age, level of education and level of income were found to be of influence 

towards the consumption of ecological food products in China. The findings present that level of education 

and level of income show strong influences, while as age is of weaker influence. As became evident in the 

analysis, the biggest age group in China is the same age group that is stated as most likely to purchase 

ecological food products according to previous research. Still, some findings present that age is not of matter 

in regard to ecological food purchase, which overall makes age the demographic factor of weakest 

significance. The high increase within the level of education among young Chinese consumers combined 

with the findings that a high level of education does increase the purchase of ecological products, display a 

clear influence on the consumption of ecological food products in China. Furthermore, higher income is 

found to highly impact the purchase of ecological food products, which combined with the continuously 

increased level of income in China over the last decades display influence towards the consumption of 

ecological food products in the country. Still, the overall story in the discussion challenge these findings due 

to the future responsibility of the older generation that can affect both the consumption today and in the 

future. However, these indications need to be further challenged to establish this assumption.  

 

On the other hand, gender was found not to influence the Chinese consumption of ecological food products. 

This is due to the combination of skewed gender distribution in China, that has resulted in a higher amount 

of men than women, and the findings that women purchase more ecological food products than men. Still, as 

we tested these findings in the discussion through looking at the change of women's role in China, we found 

that the skewed distribution might not be as negative as first estimated, due to change within the traditional 

roles. Still, these are indications that needs to be further researched. 

 

Secondly, the cultural aspects of health, trust and influence by others were all found to affect the Chinese 

consumers behaviour in relation to ecological food products. The aspect of health is emphasized by the 

respondents, and its importance is confirmed by both the participants and the literature, as they perceive 

ecological food as equal to healthiness (Padel & Foster, 2002). Moreover, trust can affect the consumer 

behaviour as most of the Chinese consumers trust ecological food blindly, due to the perception of 
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healthiness. Still, it must be mentioned that some still have issues trusting that the ecological products are in 

fact ecological, which display the other side of why trust is crucial. Lastly, the influence of others is proved 

highly important within the collectivistic culture. The majority of participants express that they are affected 

by their friends and family, and for the few that state themselves as not affected, both literature and 

contradictory statements within their interviews reject these expressions (e.g. Chiou, 1998). As both 

literature and the participants present the consumption of ecological food products as a trend, the strong 

subjective norm does affect the Chinese consumers behaviour in relation to ecological food purchase. 

 

Thirdly, we found the factors of health, trust, influence by others, convenience, knowledge and emotions to 

be factors that motivate the increasing purchase of more ecological food products among Chinese consumers. 

Still, it is important to acknowledge that some of these factors can motivate both positively and negatively, 

which is further elaborated within the individual explanation of each of the factors. The factors of price and 

ethical issues were not found to be motivational.  

 

The factor of health was found to be the most important motivational factor due to the fact that many 

Chinese consumers perceive ecological food products as healthy, and because health is a very important 

cultural aspect. Furthermore, the respondents continuously mentioned the aspect of health throughout their 

interviews. Although health is seen as the most important motivational factor, price is found to be an inclined 

abstainer for most of the Chinese consumers. This despite of the increasing level of income among the 

consumer, as the price of ecological products can be three to four times higher than conventional food 

products. This confirms that price is not a motivational factor for most consumers, especially in the age 

group of 25-29 years, due to their low purchasing power. However, it is important to acknowledge that some 

Chinese consumers associate high prices with better quality, which could indicate that price can be a 

motivational factor for a minority of the consumers. 

 

Furthermore, trust is confirmed to be both a motivational factor and not. Some Chinese consumers are 

motivated as they trust ecological food products to be safe and healthy, while others do not trust the 

ecological food products to actually be ecological. Moreover, the influence by others was found to have 

contradicting answers, depending on the family and friend’s perception of ecological food products. The 

majority of the respondents expressed that they were influenced by their friends and family, while a few 

stated that they were not influenced due to their higher degree of knowledge. As we found evidence that 

strong subjective norm overruns knowledge, we can conclude that influence by others is a motivational 

factor, but both in a positive and negative way.  
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Moreover, convenience is found to be a motivational factor due to the fact that most of the respondents 

purchase food products either in supermarkets or online, and because ecological products easily can be 

purchased in the larger cities. It is important to acknowledge that the accessibility of ecological products is in 

most cases lower in rural areas, which could affect the purchase behaviour. Regarding ethical issues, we 

found differences in the motivation between environmental issues and human and labour rights, where our 

findings indicate that environmental issues are more important than human and labour rights. Environmental 

issues are something that a few of the respondents consider to a small degree, still it depends on the people 

around the consumer, and if the issue is severe enough or impacts them personally. Human and labour rights 

were not found to be a motivational factor. As of this, ethical issues can overall not be concluded as a 

motivational factor. 

 

Additionally, knowledge can be confirmed as a motivational factor when the person possess knowledge. We 

also found that lack of knowledge does not prevent the majority of the Chinese respondents from purchasing 

ecological food products, because they perceive it as healthy, which was contradictory to literature stating it 

as a reason to refuse buying ecological food products. Regarding emotions, it can be a motivational factor if 

the person is in a good mood, and we can therefore confirm that emotions are motivational factors if this is 

the case. Still, this can also indicate the opposite if the consumer is in a bad mood, however this cannot be 

confirmed by theory. 

 

Fourthly, looking at how e-commerce can impact the purchase of ecological food products, we found that the 

perceived ease of use towards the Internet among young Chinese consumers has a positive impact. 

Furthermore, this includes older Chinese consumers as well, as the numbers confirm an upward sloping 

curve within the use of Internet. Furthermore, our findings confirm that there is perceived usefulness of 

shopping food products online rather than in a physical store among the Chinese consumers, due to the 

cheaper price, saving time, a wider product selection and short delivery time. Still, the analysis indicates that 

factors like trust, freshness of the product, the possibility of fake products and long delivery time can impact 

the purchase behaviour of ecological products negatively. Still, we can confirm that these disadvantages have 

not changed the consumers perception of online shopping, which indicates that the advantages of online 

shopping outweigh the disadvantages. Lastly, our findings confirm that trust is crucial for Chinese 

consumers in relation to online food purchase, yet young consumers can overall gain online trust easier than 

the older generation due to their perceived ease of use. Furthermore, through the discussion we established 

that the type of device used to perform online shopping might be of effect towards the purchase of ecological 

food products in China. 
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The main purpose of this study is to answer the following research question;  

 

“Why and how do Chinese consumers increasingly purchase more ecological food products?” 

 

Ultimately, the Chinese consumers are found to increasingly purchase more ecological food products due to 

three main factors, namely health, trust and subjective norm. The importance of these factors has been 

repeatedly confirmed, which can be explained through several combinations in which include several factors. 

Firstly, the combination of food scandals and increased knowledge leads to the lack of trust towards sellers, 

which increase the importance of healthy food and thereof the purchase of ecological food products. 

Secondly, the urbanisation results in a higher level of education and a higher level of income, which change 

the Chinese consumers’ appetite towards more selective choices, like ecological food products. Thirdly, the 

trend is highly affecting through influence from people that the person values, as well as through media. 

Fourthly, trust towards the seller can decide whether the consumer choose to purchase a product or not, 

which in turn is affected by knowledge, especially in the context of online purchase. Fifth, the biggest 

demographic age group as of today, is the group that is determined to care the most about topics like 

ecological food, as they tend to keep the highest knowledge.  

 

Furthermore, it is confirmed that Chinese consumers are increasingly purchasing ecological food products 

through e-commerce. The consumers are continuously increasing their use of Internet, as well as extending 

their use of online platforms to purchase food products, due to convenience and cheaper prices. These 

findings apply mostly for younger consumers due to the perceived ease of use of the Internet, yet through the 

semi-structured interviews and the usage of secondary literature, it is confirmed that this does not exclude 

older consumers. Still, some consumers (all ages) prefer to purchase ecological food products in physical 

stores, due to the freshness of the food products and the ability to check the products themselves. Moreover, 

the importance of health combined with trust can partly explain the increase within cross-border e-

commerce, which can upturn the opportunities for companies located outside of China. Furthermore, the 

discussion of this study establishes an emerging difference between purchasing through smartphones and 

computers, which could prove to be of importance. 

6.1 Limitations 

When conducting a research of this scope, it must be acknowledged that limitations can emerge. Through our 

research, we found at least four limitations that could affect the results of the study. 

 

Firstly, an increased number of interviews with Chinese consumers of all ages that live in different provinces 

of China full-time, within both rural and urban areas, would have increased the reliability through richer and 
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more comprehensive data. In order to partly circumvent this limitation, we analysed the demographic factors 

of importance through numbers presented by the National Bureau of Statistics of China, and used secondary 

literature throughout the analysis to confirm and reject the findings from the semi-structured interviews. 

 

Secondly, we limited political aspects of the story, which could affect the results. Still, through the process 

with this thesis we included the aspects regarding the one-child policy, as we found this to be of high 

importance. This does to some extent decrease this delimitation, still the analysis of the answers by the 

participants does not account for political aspects. This could affect the interpretation of the results if the 

answers of the respondents display clear evidence of governmental factors. 

 

Thirdly, the primary data collected through the semi-structured interviews have been interpreted by the 

authors of this study only. As the study is qualitative, an inclusion of several authors could have made the 

interpretation of the data in different ways, which according to Saunders et al. (2012) is related to the 

reliability of the results. Still, to partly circumvent this limitation, the usage of data triangulation has 

continuously challenged the results of the primary data. Moreover, the appendices of this thesis include the 

interview guide and transcribed interviews, which enables the readers of this study to evaluate the data 

themselves. 

 

Lastly, the demographic numbers that is practiced in the analysis originate from the National Bureau of 

Statistics of China and are accordingly not structured to best understand the research question of this study. 

Furthermore, this applies for all the secondary literature that is adopted throughout the analysis, which arise a 

natural limitation. Still, this limitation is to some extent reduced due to the usage of data triangulation. 

6.2 Further research 

The purchase behaviour of ecological food products among Chinese consumers is a wide topic, which is still 

relatively unexplored. We have therefore uncovered several suggestions for future research, which can 

further help fill the research gap and give a deeper understanding of this research.  

 

Research of geographical differences. As China is a large country and the level of economic development 

differs across the different provinces, the motivations and understandings of ecological food products can be 

different. It could therefore be interesting to investigate if our results would be the same for the whole 

country, or different between the provinces, or rural and urban areas.  

 

Research of age differences. As our research has focused on Chinese students, where the respondents were in 

the age group of 20-30, further research could deeply investigate how differences within age could reflect on 
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the results of this study. For example, as the older generation is usually considered as more collectivist than 

younger generations, the subjective norm might have had a stronger effect if not only ages around 20-30 

were studied in the interviews (Triandis, 1994). 

 

To investigate the different perceptions of trust towards ecological food products. The results of the semi-

structured interviews presented a division between consumers that trusted ecological food products blindly 

due to aspects of health, and consumers that did not trust the ecological food products to be legit. It would be 

interesting to further study these differences to get a deeper understanding of why this division between the 

consumers emerge. 

 

Research the impact of cross-border e-commerce. The findings of this study establish an increased demand 

of imported products among Chinese consumers and different devices to purchase online. It would be 

interesting to research how the increase of CBEC could affect the purchase behaviour of ecological food 

products, as well as get a deeper understanding of the choice between the devices used to perform the online 

purchase. Furthermore, investigate how international producers of ecological products could benefit from 

this.  

 

Include political aspects. This study has limited political aspects within the interview guide, which could 

have affected the interpretation of the respondents’ answers. By this, it would be interesting to further 

investigate how governmental factors could have affected the primary data collected, to further adjust for 

these factors and get a deeper understanding of the results. 

 

 
 

  



 98 

7. SOURCES 

Aaker, J. and Maheswaran, D. (1997). The Effect of Cultural Orientation on Persuasion. Journal of 
Consumer Research, 24(3), pp. 315–328.  
 
Abbott, A. (2001). BSE fallout sends shock waves through Germany. Nature, 409(6818), pp. 275. 
 
Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human decision processes, 
50(2), pp. 179-211. 
 
Amyx, D. A., DeJong, P. F., Lin, X., Chakraborty, G., and Wiener, J.L. (1994). Influences of Purchase 
Intentions for Ecologically Safe Products: An Exploratory Study in: Park, C.W., and Smith, D.C. (eds.). 
Marketing Theory and Applications, Proceedings of the 1994 AMA Winter Educators Conference, pp. 341-
347. 
 
Andreason, A. R. (1965). Attitudes and Consumer Behavior: A Decision Model in New Research in 
Marketing. Institute of Business and Economic Research. University of California, Berkeley 
 
Anney, V. N. (2014). Ensuring the quality of the findings of qualitative research: Looking at trustworthiness 
criteria. 
 
Armstrong, J. S. (1991). Prediction of Consumer Behavior by Experts and Novices. Journal of Consumer 
Research, 18(2), pp. 251-256. 
 
Armstrong, R. W., and Yee, S. M. (2001). Do Chinese trust Chinese? A Study of Chinese Buyers and Sellers 
in Malaysia. Journal of International Marketing, 9(3), pp. 63-86. 
 
Arvola, A., Vassallo, M., Dean, M., Lampila, P., Saba, A., Lähteenmäki, L. and Shepherd, R. (2008). 
Predicting intentions to purchase organic food: The role of affective and moral attitudes in the Theory of 
Planned Behaviour. Appetite, 50(2-3), pp. 443-454. 
 
Atsmon, Y., Magni, M., Li, L. and Liao, W. (2012). Meet the Chinese consumer of 2020. [online] McKinsey 
Consumer & Shopping Insight. Available at: 
https://www.mckinsey.com/~/media/mckinsey/global%20themes/asia%20pacific/meet%20the%20chinese%
20consumer%20of%202020/mckinseyinsightschina%20meetthe2020chineseconsumer.ashx [Accessed 
13.02.2018] 
 
Austad, S. N. (2006). Why Women Live Longer Than Men: Sex Differences in Longevity. Gender Medicine, 
3(2), pp. 79-92.  
 
Avery, R. J. (1996). Determinants of search for non-durable goods: an empirical assessment of the 
economics of information theory. The Journal of Consumer Affairs, 30(2), pp. 390-406. 
 
Babcock, T. (2017). Peoples Republic of Retail Foods; Annual Retail Foods Report - China. [online] USDA 
Foreign Agricultural Service. Available at: 

https://www.mckinsey.com/~/media/mckinsey/global%20themes/asia%20pacific/meet%20the%20chinese%20consumer%20of%202020/mckinseyinsightschina%20meetthe2020chineseconsumer.ashx
https://www.mckinsey.com/~/media/mckinsey/global%20themes/asia%20pacific/meet%20the%20chinese%20consumer%20of%202020/mckinseyinsightschina%20meetthe2020chineseconsumer.ashx


 99 

https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Beijing%20ATO_China%20-
%20Peoples%20Republic%20of_1-26-2017.pdf  [Accessed 18.02.2018] 
 
Bagozzi, R. P. and Lee, K. (2002). Multiple Routes for Social Influence: The Role of Compliance, 
Internalization, and Social Identity. Social Psychology Quarterly, 65(3), pp. 226-247. 
 
Bagozzi, R. P., Wong, N., Abe, S. and Bergami, M. (2000). Cultural and situational contingencies and the 
theory of reasoned action: Application to fast food restaurant consumption. Journal of Consumer 
Psychology, 9(2), pp. 97–106.  
 
Bähr, M., Botschen, M., Laberenz, H., Naspetti, S., Thelen, E., and Zanoli, R. (2004). The European 
consumer and organic food. Vol. 4. Ceredigion: School of Management and Business, University of Wales 
Aberystwyth. 
 
Baker, S., Thompson, K. E., and Engelken, J. (2004). Mapping the values driving organic food choice: 
Germany vs the UK. European Journal of Marketing, 38(8), pp. 995–1012. 
 
Barboza, D. and Mozur, P. (2016). New Chinese Rules on Foreign Firms’ Online Content. [online] The New 
York Times. Available at: https://www.nytimes.com/2016/02/20/business/media/new-chinese-rules-on-
foreign-firms-online-content.html  [Accessed 27.02.2018] 
 
Baron, A.R. and Byrne, B. (1997) Social Psychology. Boston: Allyn & Bacon. 
 
BBC. (2015). Explainer: What was China’s one-child policy? [online] Available at: 
http://www.bbc.com/news/world-asia-china-34667551 [Accessed 24.04.2018] 
 
BCG (2010). Explosive Growth in Internet Use is Fundamentally Changing China′s Economy and Society. 
[online] Available at: http://www.marketwire.com/press-release/Explosive-Growth-Internet-Use-Is-
Fundamentally-Changing-Chinas-Economy-Society-Says-1160501.htm [Accessed 25.04.2018]  
 
Beale, D. A. and Manstead, A. S. R. (1991). Predicting Mothers’ Intentions to Limit Frequency of Infants’ 
Sugar Intake: Testing the Theory of Planned Behaviour. Journal of Applied Social Psychology, 21(5), pp. 
409-431.  
 
Bhatnagar, A., Misra, S. and Rao, H. R. (2000). On risk, convenience, and Internet shopping behaviour. 
Communications of the ACM, 43(11), pp. 98-105. 
 
Blackwell, R. D., Miniard, P. W. and Engel, J. F. (2006). Consumer Behaviour. Tenth edition. China: 
Thomson South-Western Corporation. 
 
Brambilla, I., Khandelwal, A. K. and Schoot, P. K. (2010). China's Experience under the Multi-Fiber 
Arrangement (MFA) and the Agreement on Textiles and Clothing (ATC). China's Growing Role in World 
Trade. University of Chicago Press. [online] Available at: http://www.nber.org/chapters/c10465.pdf 
[Accessed 26.04.2018]  
 
Branigan, T. (2011). China’s Great Gender Crisis. [online] The Guardian. Available at: 

https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Beijing%20ATO_China%20-%20Peoples%20Republic%20of_1-26-2017.pdf
https://gain.fas.usda.gov/Recent%20GAIN%20Publications/Retail%20Foods_Beijing%20ATO_China%20-%20Peoples%20Republic%20of_1-26-2017.pdf
https://www.nytimes.com/2016/02/20/business/media/new-chinese-rules-on-foreign-firms-online-content.html
https://www.nytimes.com/2016/02/20/business/media/new-chinese-rules-on-foreign-firms-online-content.html
http://www.bbc.com/news/world-asia-china-34667551
http://www.marketwire.com/press-release/Explosive-Growth-Internet-Use-Is-Fundamentally-Changing-Chinas-Economy-Society-Says-1160501.htm
http://www.marketwire.com/press-release/Explosive-Growth-Internet-Use-Is-Fundamentally-Changing-Chinas-Economy-Society-Says-1160501.htm
https://www.sciencedirect.com/science/article/pii/S0195666307003728#bib12
http://www.nber.org/chapters/c10465.pdf


 100 

https://www.theguardian.com/world/2011/nov/02/chinas-great-gender-crisis [Accessed 24.04.2018] 
 
Brennan, T. (2016). Consumer Engagement Driving Growth for Mobile TaoBao. [online] Alizila. Available 
at: http://www.alizila.com/consumer-engagement-driving-growth-on-mobile-taobao/ [Accessed 03.05.2018]  
 
Bryman, A. (2012). Social Research Methods. Fourth edition. Oxford University Press. 
 
Burke, R. R. (2002). Technology and the customer interface: what consumers want in the physical and 
virtual store. Journal of the Academy of Marketing Science, 30(4), pp. 411-432.  
 
Camerer, C., Loewenstein, G. and Prelec, D. (2005). Neuroeconomics: How Neuroscience Can Inform 
Economics. Journal of Economic Literature, 43, pp. 9-64. 
 
Carmines, E.G. and Zeller, R.A. (1979). Introduction in Reliability and Validity Assessment. Thousand Oaks: 
SAGE Publications, Inc., pp. 9-16. 
 
Chan, A., Wong, S. and Leung, P. (1998). Ethical Beliefs of Chinese Consumers in Hong Kong. Journal of 
Business Ethics, 17, pp. 1163–1170. 
 
Chan, R., Wong, Y. and Leung, T. (2008). Applying ethical concepts to the study of ‘green’ consumer 
behavior: an analysis of Chinese consumers’ intentions to bring their own shopping bags.  Journal of 
Business Ethics, 4, pp. 469-481. 
 
Chan, T. S. (1996). Concerns for Environmental Issues and Consumer Purchase Preferences. Journal of 
International Consumer Marketing, 9(1), pp. 43-55. 
 
Chen, C.C., Chen, X.P. and Meindl, J.R. (1998). How can cooperation be fostered? The cultural effects of 
individualism-collectivism. Academy of management review, 23(2), pp. 285-304. 
 
Chen, L., Gillenson, M.L. and Sherrell, D.L. (2002). Enticing online consumers: an extended technology 
acceptance perspective. Information & Management, 39(8), pp. 705-19.  
 
Cheung, C. M. K., Chan, G. W. W. and Limayem, M. (2005). A Critical Review of Online Consumer 
Behavior: Empirical Research. Journal of Electronic Commerce in Organizations, 3(4), p. 1. 
 
China Daily (2016). Development of Education in New China. [online] Available at: 
http://www.chinadaily.com.cn/china/95thcpc/2016-06/15/content_25721310.htm [Accessed 25.04.2018] 
 
China Internet Network Information Center (2017). Statistical Report on Internet Development in China. 
January 2017. [online] Available at:  
https://cnnic.com.cn/IDR/ReportDownloads/201706/P020170608523740585924.pdf  [Accessed 25.04.2018]  
 
Chinnici, G., D’Amico, M. and Pecorino, B. (2002). A multivariate statistical analysis on the consumers of 
organic products. British Food Journal, 104(3/4/5), pp. 187–199. 
 

https://www.theguardian.com/world/2011/nov/02/chinas-great-gender-crisis
http://www.alizila.com/consumer-engagement-driving-growth-on-mobile-taobao/
http://www.chinadaily.com.cn/china/95thcpc/2016-06/15/content_25721310.htm
https://cnnic.com.cn/IDR/ReportDownloads/201706/P020170608523740585924.pdf


 101 

Chiou, J. (1998). The Effects of Attitude, Subjective Norm, and Perceived Behavioral Control on 
Consumers’ Purchase Intentions: The Moderating Effects of Product Knowledge and Attention to Social 
Comparison Information. Proc. Natl. Sci. Counc. ROC, 9(2), p. 298-308 
 
Chisnall, M. P. (1994). Consumer Behaviour. Third edition. Maidenhead: McGraw Hill Companies 
Choi, J. and Geistfeld, L.V. (2004). A cross-cultural investigation of consumer e-shopping adoption. Journal 
of Economic Psychology, 25(6), pp. 821–838. 
 
Chryssochoidis, G. (2000). Repercussions of consumer confusion for late introduced differentiated products. 
European Journal of Marketing, 34(5/6), pp. 705–722. 
 
Cicia, G., Del Giudice, T. and Scarpa, R. (2002). Consumers’ perception of quality in organic food: a 
random utility model under preference heterogeneity and choice correlation from rank-orderings. British 
Food Journal, 104(3/4/5), pp. 200–213. 
 
Cicia, G., Giudice, T. and Scarpa, R. (2002). Consumers' perception of quality in organic food. British Food 
Journal, 104(3/4/5), pp. 200-213. 
 
Clarke, S., Milner-Gullard, E. J. and Bjørndal, T. (2007). Social, Economic and Regulatory Drivers of the 
Shark Fin Trade. Marine Resource Economics. 22(3), pp. 305-327. 
 
Clemes, M. D., Gan, C., and Zhang, J. (2014). An empirical analysis of online shopping adoption in Beijing, 
China. Journal of Retailing and Consumer Services, 21(3), pp. 364-375. 
 
Conner, M. and Armitage, C. J. (1998). Extending the theory of planned behavior: A review and avenues for 
further research. Journal of applied social psychology, 28(15), pp.1429-1464. 
 
Davies, A., Titterington, A. and Cochrane, C. (1995). Who buys organic food? A profile of the purchasers of 
organic food in Northern Ireland. British Food Journal, 97(10), pp. 17–23. 
 
Davis, F. D., Bagozzi, R. P. and Warshaw, P. R. (1989). User Acceptance of Computer Technology: A 
Comparison of Two Theoretical Models. Management Science, 35(8), pp. 982-1003. 
 
De Pelsmacker, P., Geunes, M. and Van den Bergh, J. (2007). Marketing Communications: A European 
Perspective. Third Edition. Pearson Education Limited. Edinburgh.  

Dettmann, R. L. and Dimitri, C. (2009). Who's Buying Organic Vegetables? Demographic Characteristics of 
U.S. Consumers. Journal of Food Products Marketing, 16(1), pp. 79-91. 
 
Dickinson, R. and Carsky M. (2005). The Consumer as economic voter. In The Ethical Consumer, Harrison 
R, Newholm T, Shaw D (eds). London: Sage. 
 
Dickman, M. D., Leung, C. K., and Leung, M. K. (1998). Hong Kong Male Subfertility Links to Mercury in 
Human Hair and Fish. Science of the Total Environment, 214, pp. 165-174. 
 



 102 

Doney, P. M., Cannon, J. P. and Mullen, M. M. (1998). Understanding the influence of national culture on 
the development of trust. Acad. Management Rev, 23(3), pp. 601-620  
 
Doolin, B., Dillon, S., Thompson, F. and Corner, J.L. (2005). Perceived risk, the Internet shopping 
experience and online purchasing behavior: a New Zealand perspective. Journal of Global Information 
Management, 13(2), p. 66. 
 
Doorn, J. V. and Verhoef, P. C. (2011). Willingness to pay for organic products: Differences between virtue 
and vice foods. International Journal of Research in Marketing, 28(3), pp. 167-180. 
 
Duggan, J. (2015). China’s middle class turns to organics after food safety scars. [online] The Guardian. 
Available at: https://www.theguardian.com/sustainable-business/2015/may/14/china-middle-class-organics-
food-safety-scares  [Accessed 16.02.2018] 
 
Dunning, J. H.  and Kim, C. (2007). The Cultural Roots of Guanxi: An Exploratory Study. The World 
Economy. Oxford: Blackwell Publishing Ltd. 
 
Easterby-Smith, M., Thorpe, R. and Jackson, P. R. (2008). Management Research. SAGE Publications Ltd  
 
Engel J. F., Blackwell R. D. and Miniard R.W. (1990). Consumer Behaviour. Sixth edition. Orlando: Dryden 
Press, p. 701. 
 
Erasmus, A. C., Bonshoff, E. and Rousseau, G. G. (2001). Consumer decision-making models within the 
discipline of consumer science: a critical approach. Journal of Family Ecology and Consumer sciences, 29, 
pp. 82-90. 
 
Fiske, A. P. (2002). Using individualism and collectivism to compare cultures – A critique of the validity and 
measurement of the constructs: Comment on Oyserman et al. (2002). Psychological Bulletin, 128(1), pp. 78–
88.    
 
Food Marketing Institute. (2001). The Food Marketing Institute Repost: Organic shoppers may not be who 
you think they are. Washington, DC. 
 
Foucault, B.E. and Scheufele, D.A. (2002). Web vs campus store? Why students buy textbooks online. 
Journal of Consumer Marketing, 19(5), pp. 409–423. 
 
Fraj, E. and Martinez, E. (2007). Ecological consumer behaviour: an empirical analysis. International 
Journal of Consumer Studies, 31(1), pp.26-33. 
 
Fricker, R.D. and Schonlau, M. (2002). Advantages and disadvantages of Internet research surveys: 
Evidence from the literature. Field methods, 14(4), pp. 347-367. 
 
Fung Business Intelligence Center. (2017). China Retail: Hypermarkets and Supermarkets in China. 
[online]. Available at: https://www.fbicgroup.com/sites/default/files/China%20Retail%20-
%20Hypermarkets%20and%20Supermarkets%20FEB%2015_0.pdf  [Accessed 18.02.2018] 
 

https://www.theguardian.com/sustainable-business/2015/may/14/china-middle-class-organics-food-safety-scares
https://www.theguardian.com/sustainable-business/2015/may/14/china-middle-class-organics-food-safety-scares
https://www.fbicgroup.com/sites/default/files/China%20Retail%20-%20Hypermarkets%20and%20Supermarkets%20FEB%2015_0.pdf
https://www.fbicgroup.com/sites/default/files/China%20Retail%20-%20Hypermarkets%20and%20Supermarkets%20FEB%2015_0.pdf


 103 

Ganguly, B., Dash, S. B., Cyr, D. and Head, M. (2010). The effects of website design on purchase intention 
in online shopping: the mediating role of trust and the moderating role of culture. Int. J. Electronic Business, 
8(4/5), pp. 302-330. 
 
Gefen, D. (2002). Reflections on the dimensions of trust and trustworthiness among online consumers. ACM 
SIGMIS Database: the DATABASE for Advances in Information Systems, 33(3), pp. 38-53. 
 
Gefen, D., Karahanna, E. and Straub, D. W. (2003). Inexperience and Experience With Online Stores: The 
Importance of TAM and Trust. IEEE Transactions on Engineering Management, 50(3), pp. 307-321. 
 
Gelfand, M. J., Bhawuk, D. P. S., Nishii, L. H., and Bechtold, D. J. (2004). Individualism and collectivism. 
In R. J. House, P. J. Hanges, M. Javidan, P. W. Dorfman, & V. Gupta (Eds.), Culture, leadership, and 
organizations: The GLOBE study of 62 societies, pp. 437–512. Thousand Oaks, CA: Sage  
 
Godin, G. and Kok, G. (1996). The Theory of Planned Behavior: A Review of its Applications to Health-
Related Behaviors. American Journal of Health Promotion, 11(2), pp. 87-98. 
 
Goffman, E. (1955). On face-work: An analysis of ritual elements in social interaction. Psychiatry, 18, pp. 
213–231.  
 
Gong, W. and Li, Z.G. (2008). Mobile youth in China: a cultural perspective and marketing implications. 
International Journal of Electronic Business, 6 (3), pp. 261-281. 
 
Gong, W., Li, Z.G. and Li, T. (2004). Marketing to Chinese youths: a cultural transformation perspective. 
Business Horizons, 47(6), pp. 41-50. 
 
Gong, W., Stump, R.L. and Maddox, L.M. (2013). Factors influencing consumers' online shopping in China. 
Journal of Asia Business Studies, 7(3), pp. 214-230. 
 
Govindasamy, R., DeCongelio, M., Italia, J., Anderson, K. and Barbour, B. (2001). Empirically Evaluating 
Consumer Characteristics and Satisfaction with Organic Products. Rutgers, The State University of New 
Jersey, [online]. Available at:  
http://www.dafre.rutgers.edu/documents/ramu/organic_consumption1.pdf [Accessed 24.04.2018] 
 
Hallahan, M., Lee, F., and Herzog, T. (1997). It’s not just whether you win or lose, it’s also how you play the 
game: A naturalistic, cross-cultural examination of the positivity bias. Journal of cross-cultural psychology, 
28(6), pp. 768-778. 
 
Han, SP. and Shavitt, S. (1994). Persuasion and Culture: Advertising Appeals in Individualistic and 
Collectivistic Cultures. Journal of Experimental Social Psychology, 30(July), pp. 326–350.  
 
Hansen, U. and Schrader, U. (1997). A modem model of consumption for a sustainable society. Journal of 
Consumer Policy, 20(4), pp. 443-469. 
 
Harrison, R., Newholm T. and Shaw D. (2005). The Ethical Consumer. London: Sage. 
 

http://www.dafre.rutgers.edu/documents/ramu/organic_consumption1.pdf


 104 

He, X., Hong, T., Liu, L. and Tiefenbacher, J. (2011). A comparative study of environmental knowledge, 
attitudes and behaviors among university students in China. International Research in Geographical and 
Environmental Education, 20(2), pp.91-104. 
 
Heinze, K. (2016) China – one of the top 4 organic markets worldwide. [online] Organic-market.info. 
Available at: http://organic-market.info/news-in-brief-and-reports-article/china-one-of-the-top-4-organic-
markets-worldwide.html [Accessed 22.04.2018]  
 
Hofstede, G. (1980). Motivation, Leadership and Organization: Do American Theories Apply Abroad? 
Organizational Dynamics, Summer 1980, pp. 42-63. 
 
Hofstede, G. (2001). Cultures consequences: Comparing values, behaviours, institutions and organizations 
across nations. London: Sage Publications. 
 
Hofstede, G. (2018). Country Comparison. [online] Available at: https://www.hofstede-
insights.com/country-comparison/china,the-usa/ [Accessed 12.03.2018] 
 
Hoyer, W. D. & Macinnis, D. J. (2008). Consumer Behaviour, 5th edition, Cengage Learning 
 
Hughner, R. S., McDonagh, P., Prothero, A., Shultz, F. J., Stanton, J. (2007). Who are organic food 
consumers? A compilation and review of why people purchase organic food. Journal of Consumer 
Behaviour,  6, pp. 1-17. 
 
International Business Publications. (2015). China: Food Safety Laws and Regulations Handbook. 
Washington DC: International Business Publications. 
 
Ip, P. O. (2009). Is Confucianism Good for Business Ethics in China? Journal of Business Ethics, 88(3), pp. 
463–476. 
 
Jarvenpaa, S. L., Tractinsky, N., and Saarinen, L. (1999). Consumer Trust in an Internet Store: a Cross-
Cultural Validation. Journal of Computer-Mediated Communication, 5(2), p. JCMC526. 
 
Kacen, J. J. and Lee, J. A.. (2002). The influence of culture on consumer impulsive buying behaviour. 
Journal of consumer psychology, 12(2), pp. 63-176.  
 
Kagitcibasi, C. (1997). “Individualism and Collectivism," in Handbook of Cross-Cultural Psychology: Social 
Behavior and Applications. Third Edition. Boston: Allyn & Bacon, pp. 1-49.  
 
Katz, J. P., Swanson, D. L., Nelson, L. K. (2001). Culture Based Expectations of Corporate Citizenship: A 
Propositional Framework and Comparison of Four Cultures. The International Journal of Organizational 
Analysis, 9(2), pp. 149–171. 
 
Kearney, J. (2010). Food consumption trends and drivers. Philosophical Transactions of the Royal Society, 
365, pp. 2793–2807.  
 
Kelman, H.C. (1961). Processes of opinion change. Public Opinion Quarterly, 25, pp. 57‐78. 

http://organic-market.info/news-in-brief-and-reports-article/china-one-of-the-top-4-organic-markets-worldwide.html
http://organic-market.info/news-in-brief-and-reports-article/china-one-of-the-top-4-organic-markets-worldwide.html
https://www.hofstede-insights.com/country-comparison/china,the-usa/
https://www.hofstede-insights.com/country-comparison/china,the-usa/
https://link.springer.com/journal/10551/88/3/page/1


 105 

 
Kim, D. J., Ferrin, D. L. and Rao, H. R. (2008). A trust-based consumer decision-making model in electronic 
commerce: The role of trust, perceived risk, and their antecedents. Decision support systems, 44(2), pp. 544-
564. 
 
Kim, U., Triandis, C., Kagitcibasi, C., Choi, S., and Yoon, G. (1994). Introduction. In U. Kim, H. C.  
 
Triandis, C. Kagitcibasi, S. Choi, & G. Yoon (Eds.), Individualism and collectivism: Theory, method, and 
applications, pp. 1–16.  
 
Koetse, M. (2017). How the One-Child Policy Has Improved Women’s Status in China. [online] What’s On 
Weibo. Available at: https://www.whatsonweibo.com/one-child-policy-improved-womens-status-china/ 
[Accessed 25.04.2018]  
 
Kotler, P. (1994) Marketing Management. Analysis, Planning, Implementation, and control (8th edition) 
Prentice hall. 
 
Kotler, P. and Armstrong, G. (2014). Principles of Marketing. Global Edition, 15th edition. London: 
Pearson. 
 
Kotler, P. and Keller, K. (2011). Marketing Management. 14th edition. London: Pearson Education. 
 
Koyuncu, C. and Bhattacharya, G. (2004). The impacts of quickness, price, payment risk, and delivery issues 
on online shopping. Journal of Socio-Economics, 33(2), pp. 241–251. 
 
Kozinets, R.V. and Handelman, J. M. (1998). Ensouling consumption: a netnographic exploration of the 
meaning of boycotting behavior. In Advances in Consumer Research, Joseph A, Wesley H (eds). Association 
for Consumer Research: Provo, UT, 25, pp. 475-480. 
 
Kubota, R. (1999). Japanese Culture Constructed by Discourses: Implications for Applied Linguistics 
Research and ELT. TESOL Quarterly, 33(1), pp. 9-35. 

Kuo, Y. (2016). 3 great forces changing China’s consumer market. [online] World Economic Forum. 
Available at: https://www.weforum.org/agenda/2016/01/3-great-forces-changing-chinas-consumer-market/ 
[Accessed 13.02.2018] 
 
Kuo, Y., Walters, J., Gao, H., Wang, A., Yang, V., Yang, J., Lyu, Z. and Wan, H. (2015). The New China 
Playbook: Young, Affluent, E-Savvy Consumers Will Fuel Growth. [online] Boston Consulting Group. 
Available at: https://www.bcg.com/publications/2015/globalization-growth-new-china-playbook-young-
affluent-e-savvy-consumers.aspx [Accessed 26.04.2018] 
 
Kvale, S. (1996). Interviews: An Introduction to Qualitative Research Interviewing. Sage.  
 
Langeland, L. (1998). On communicating the complexity of a green message. Greener Management 
International, 25, pp. 81-91. 
 

https://www.whatsonweibo.com/one-child-policy-improved-womens-status-china/
https://www.weforum.org/agenda/2016/01/3-great-forces-changing-chinas-consumer-market/
https://www.bcg.com/publications/2015/globalization-growth-new-china-playbook-young-affluent-e-savvy-consumers.aspx
https://www.bcg.com/publications/2015/globalization-growth-new-china-playbook-young-affluent-e-savvy-consumers.aspx


 106 

Lee, C. and Green, R. T. (1991). Cross-Cultural Examination of the Fishbein Behavioral Intentions Model. 
Journal of International Business Studies, 22(2), pp. 289- 305. 
 
Lee, J. A. and Kacen, J. J. (2007). Cultural influences on consumer satisfaction with impulse and planned 
purchase decisions. Journal of Business Research, 61(3), pp.265-272.  
 
Lee, M. K. O. and Turban, E. (2014). A Trust Model for Consumer Internet Shopping. International Journal 
of Electronic Commerce, 6(1), pp. 75-91. 
 
Lee, Y., Kozar, K.A. and Larsen, K.R. (2003). The technology acceptance model: Past, present, and future. 
Communications of the Association for information systems, 12(1), pp. 752-780. 
 
Li, P., Stagnitti, F., Gong, Z., Xiong, X., Li, X., Hu, Z., Sun, Y., Wang, Z., Gao, K., Kong, C. and Li, P., 
(2009). Environmental quality: Issues and causes of deterioration – A survey on environmental awareness 
among the public in Liaoning Province, China. International Journal of Sustainable Development and World 
Ecology, 16(3), pp. 143–150. 
 
Lim, N., (2003). Consumers′ perceived risk: sources versus consequences. Electronic Commerce Research 
and Applications, 2(3), pp. 216–228. 
 
Liu, X., He, M., Gao, F. and Xie, P. (2008). An empirical study of online shopping customer satisfaction in 
China: a holistic perspective. International Journal of Retail & Distribution Management, 36(11), pp. 919-
940. 
 
Lu, LC., Rose, G.M. & Blodgett, J.G. (1999). The Effects of Cultural Dimensions on Ethical Decision 
Making in Marketing: An Exploratory Study. Journal of Business Ethics, 18(1), pp. 91-105.  
 
Lu, Y., Song, S., Wang, R., Liu, Z., Meng, J., Sweetman, A. J., Jenkins, A., Ferrier, R. C., Li, H., Luo, W. 
and Wang, T. (2015). Impacts of soil and water pollution on food safety and health risks in China. 
Environmental International. 77, pp. 5-15.  
 
Ma, G. (2015). Food, eating behavior, and culture in Chinese society. Journal of Ethnic Foods, 2(4), p. 195-
199. 

Magnusson, M.K, Arvola, A., Hursti, U., Aberg, L. and Sjoden, P. (2001). Attitudes towards organic foods 
among Swedish consumers. British Food Journal, 103(3), pp. 209–227. 
 
Makatouni, A. (2002). What motivates consumers to buy organic food in the UK? Results from a qualitative 
study. British Food Journal, 104(3/4/5), pp. 345–352. 
 
Maloney, M. P., Ward, M. P. (1973). Ecology: Let’s hear from the people: An objective scale for the 
measurement of ecological attitudes and knowledge. American Psychologist, July, pp. 583-586.  
 
Manson, J. (1996). Qualitative Researching. London: Sage. 
 



 107 

Mao, E., Srite, M., Thatcher, J. B. and Yaprak, O. (2005). A research model for mobile phone service 
behaviors: empirical validation in the U.S. and Turkey. Journal of Global Information Technology 
Management, 8(4), pp. 7–28.  
 
Markus, H. R. and Kitayama, S. (1991). Culture and the self: Implications for cognition, emotion, and 
motivation. Psychological Review, 98, pp. 224–253.   
 
Martin, B. and Simintiras, A.C. (1995). The Impact of Green Product Lines on the Environment: Does What 
They Know Affect How They Feel? Marketing Intelligence & Planning, 13(4), pp. 16-23. 
 
McCarty, J. A. and Shrum, L. J. (1994). The Recycling of Solid Wastes: Personal and Cultural Values and 
Attitudes about Recycling as Antecedents of Recycling Behavior. Journal of Business Research, 30, pp. 53-
62.  
 
McCarty, J. A. and Shrum, L. J. (2001). The Influence of Individualism, Collectivism, and Locus of Control 
on Environmental Beliefs and Behavior. Journal of Public Policy & Marketing, 20(1), pp. 93-104. 
 
McCoy, S., Everard, A. and Jones, B. M. (2005). An Examination of the Technology Acceptance Model in 
Uruguay and the US: A Focus on Culture. Journal of Global Information Technology Management, 8(2), pp. 
27-45.  
 
Michael L. R. (1999). Carrots, Sticks, and Promises: A Conceptual Framework for the Management of 
Public Health and Social Issue Behaviors. Journal of Marketing, 63, pp. 24-37. 
 
Mintel. (1994). The Green Consumer, Vol. 1 and 2. London: Mintel Research. 
 
Miranda, V. (2011). Cooking, Caring and Volunteering: Unpaid Work Around the World. OECD Social, 
Employment and Migration Working Papers, No. 116.  [online] OECD Publishing. Available at: 
https://rownosc.info/media/uploads/cooking_caring.pdf  [Accessed 07.05.2018]  

Miyazaki, A.D., and Fernandez, A. (2001). Consumer perceptions of privacy and security risks for online 
shopping. Journal of Consumer Affairs, 35(1), pp. 27-44.  
 
Monsuwé, T. P., Dellaert, B. G. C. and Ruyter, K. (2004). What drives consumers to shop online? A 
literature review. International Journal of Service Industry Management, 15(1), pp.102-121, 
 
Mooji, M. (2003). Convergence and divergence in consumer behaviour: implications for global advertising. 
International Journal of Advertising, 22, pp. 183–202. 
 
Moon, J. W. and Kim, Y. G. (2001). Extending the TAM for a World-Wide-Web context. Information & 
Management, 38(4), pp. 217-230.  
 
Motton, T. (2014). From Wet Markets to Supermarkets. [online] Bluenotes. Available at: 
https://bluenotes.anz.com/posts/2014/03/from-wet-market-to-supermarket  [Accessed 18.02.2018] 
 

https://rownosc.info/media/uploads/cooking_caring.pdf
https://bluenotes.anz.com/posts/2014/03/from-wet-market-to-supermarket


 108 

National Bureau of Statistics of China, (2006). China Statistical Yearbook 2006. [online] Beijing: China 
Statistics Press. Section; 2-5. Available at:  
http://www.stats.gov.cn/tjsj/ndsj/2006/indexeh.htm  [Accessed 24.04.2018]  
 
National Bureau of Statistics of China, (2007). About NSB. [online] Available at: 
http://www.stats.gov.cn/english/nbs/200701/t20070104_59235.html [Accessed 27.04.2018] 
 
National Bureau of Statistics of China, (2011). China Statistical Yearbook 2011. [online] Beijing: China 
Statistics Press. Section; 1-4, 4-11. Available at: http://www.stats.gov.cn/tjsj/ndsj/2011/indexeh.htm 
[Accessed 24.04.2018]  
 
National Bureau of Statistics of China, (2017). China Statistical Yearbook 2017. [online] Beijing: China 
Statistics Press. Section; 1-4, 2-9, 4-11. Available at: http://www.stats.gov.cn/tjsj/ndsj/2017/indexeh.htm 
[Accessed 24.04.2018]  
 
Newhold, T. Shaw, D. (2007). Studying the ethical consumer: A review of research. Journal of Consumer 
Behaviour, 6, pp. 253-270. 
 
O’Donovan, P. and McCarthy, M. (2002). Irish consumer preference for organic meat. British Food Journal, 
104(3/4/5), pp. 353–370. 
 
OECD (2016). Education in China; A Snapshot. [online] Available at: 
https://www.oecd.org/china/Education-in-China-a-snapshot.pdf [Accessed 25.04.2018]  
 
Ölander, F. and Thøgersen, J. (1995). Understanding of Consumer Behaviour as a Prerequisite for 
Environmental Protection. Journal of Consumer Policy, 18, pp. 345-385. 
 
Olson, J. M., & Zanna, M. P. (1993). Attitudes and attitude change. Annual review of psychology, 44(1), pp. 
117-154. 
 
Onwuegbuzie, A. J., and Leech, N. L. (2007). Validity and qualitative research: An oxymoron?. Quality & 
Quantity, 41(2), 233-249. 
 
Paco, A. M. F., Raposo, M. L. B. and Filho, W. L. (2009). Identifying the Green Consumer: A Segmentation 
Study. Journal of Targeting Measurement and Analysis for Marketing, 17(1), pp. 17-25. 
 
Padel, S., and Foster, C. (2005). Exploring the gap between attitudes and behaviour: Understanding why 
consumers buy or do not buy organic food. British Food Journal, 107(8), p. 606-625. 
 
Park, C. and Jun, J. (2003). A cross-cultural comparison of Internet buying behavior: Effects of Internet 
usage, perceived risks, and innovativeness. International Marketing Review, 20(5), pp. 534-553. 
 
Park, C. W., Mothersbaugh, D. L. and Feick, L. (1994). Consumer Knowledge Assessment. Journal of 
Consumer Research, 21, p. 71-82. 
 

http://www.stats.gov.cn/tjsj/ndsj/2006/indexeh.htm
http://www.stats.gov.cn/english/nbs/200701/t20070104_59235.html
http://www.stats.gov.cn/tjsj/ndsj/2011/indexeh.htm
http://www.stats.gov.cn/tjsj/ndsj/2017/indexeh.htm
https://www.oecd.org/china/Education-in-China-a-snapshot.pdf
https://www.emeraldinsight.com/doi/abs/10.1108/00070700510611002
https://www.emeraldinsight.com/doi/abs/10.1108/00070700510611002


 109 

Pavlou, P. A. (2003). Consumer Acceptance of Electronic Commerce: Integrating Trust and Risk with the 
Technology Acceptance Model. International Journal of Electronic Commerce, 7(3), pp. 101-134.  
 
Peattie, K. (1995). Environmental Marketing Management. London: Pitman Publishing, p. 28, 154, 161. 
 
Pennings, J.M.E., Wansink, B. and Meulenberg, M.T.G. (2002). A note on modeling consumer reactions to a 
crisis: the case of the mad cow disease. International Journal of Research in Marketing, 19(1), pp. 91-100. 
 
Phillips, T. (2015). China ends one-child policy after 35 years. [online] BBC. Available at: 
https://www.theguardian.com/world/2015/oct/29/china-abandons-one-child-policy [Accessed 24.04.2018]  
 
Prescott, J., Young, O., O’Neill, L., Yauc N.J.N. and Stevens, R. (2002). Motives for food choice: a 
comparison of consumers from Japan, Taiwan, Malaysia and New Zealand. Food Quality and Preference, 
13, pp. 489–495. 
 
Qiao, G., Guo, T. and Klein, K. K. (2012). Melamine and other food safety and health scares in China: 
Comparing households with and without young children. Food control, 26(2), pp. 378-386.  
 
Raaij, E. M., and Schepers, J. J. L. (2006). The acceptance and use of a virtual learning environment in 
China. Computers & Education, 50, pp. 838–852. 
 
Ramasamy, B. and Yeung, M. (2008). Chinese Consumers’ Perception of Corporate Social Responsibility 
(CSR). Journal of Business Ethics, 88, pp. 119–132. 
 
Rasmussen, J. E. (2017) Irma-pigen lander i Kina. [online] Finans. Available at: 
https://finans.dk/erhverv/ECE9865076/irmapigen-lander-i-kina/?ctxref=ext  [Accessed 24.04.2018]  
 
Ratchford, B. T., Talukdar, D. and Lee, M. S. (2001). A model of consumer choice of the internet as an 
information source. International Journal of Electronic Commerce, 5(3), pp. 7-21.  
 
Reed, M. (2005). Reflections on the ‘realist turn’ in organization and management studies. Journal of 
Management Studies, 42, pp. 1621–44. 
 
Reichheld, F. F. and Schefter, P. (2000). E-Loyalty: Your Secret Weapon on the Web. Harvard Business 
Review, 78(4), pp. 105-113.   
 
Roddy, G., Cowan, C. and Hutchinson, G. (1996). Irish Market. British Food Journal, 96(4), pp. 3–10. 
 
Saunders, M., Lewis, P. and Thornhill, A., (2012). Research Methods for Business Students. Sixth edition. 
Pearson Education Limited  
 
Schifferstein, H. N. J., and Ophuis, P. A. M. (1998). Health related determinants of organic food 
consumption in the Netherlands. Food Quality and Preference, 9(3), pp. 119–133. 
 
Schiffman, L.G. and Kanuk, L. (2000). Consumer Behaviour, Prentice Hall. Upper Saddle River, NJ. 
 

https://www.theguardian.com/world/2015/oct/29/china-abandons-one-child-policy
https://finans.dk/erhverv/ECE9865076/irmapigen-lander-i-kina/?ctxref=ext


 110 
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Appendix 1: The interview guide 

 
 Questions Construct 

1 What is your name? Introduction 

2 How old are you? Introduction 

3 What is your educational background? Introduction 

4 What kind of food did you eat growing up? 
Introduction 
 

5 What is important to you when you purchase food products? Introduction 

6 What role does health play for you when you buy food products? Introduction 

7 What role does price play for you when you buy food products? Introduction 

8 
What role does availability of products play for you when you buy food 
products? Introduction 

9 Where do you usually buy food products? Introduction 

10 What is your view on organic food products? Introduction 

11 

Would you ever buy organic food products? 
a. If yes, why would you buy organic food products? 
b. If yes, where or how would you buy these products? Introduction 

12 

Do you believe that your feelings play a role when you purchase food 
products? 
a. If yes, why? Attitude toward the behaviour 

13 
How do you believe the purchase of organic food products can affect 
factors such as the environment, food safety or health issues? Attitude toward the behaviour 

14 

Would you say that your friends or family could affect your opinion when 
you consider buying a food product? 
a. If yes, why? Subjective norm 

15 What does your friends and family think of organic food products? Subjective norm 

16 Where does your friends and family buy their food products? Subjective norm 

17 
Would you say it is easy for you to purchase organic food products rather 
than conventional food products? Why/why not? 

Perceived behavioural control 
Inclined abstainers 

18 

If it was easily accessible and you could afford it, would you then 
purchase organic food products rather than conventional food products? 
a. If yes, why? 

Perceived behavioural control 
Inclined abstainers 

19 
How do you believe ethical issues like human rights, the environment and 
labour rights could impact your purchasing behaviour? Moral norm 

20 How often do you use online platforms? Perceived ease of use 

21 Which online platforms do you use on a regularly basis? Perceived ease of use 

22 

Have you ever used any online platforms to purchase food products? 
a. If yes, why did you choose to purchase the product online rather than in 
a physical store? 
b. If yes, how often do you purchase food products online? 
c. If yes, have you purchased any organic food products? Perceived usefulness 

23 What factors do you believe could make you purchase a product online? Perceived usefulness 

24 
What do you believe to be the most important advantages of purchasing 
products online? Perceived usefulness 

25 What do you believe to be the most important disadvantages of Perceived usefulness 
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purchasing products online? 

26 
What role does trust towards the seller play when you buy a product 
online? Trust 

27 
Would you do any background checks before purchasing a product at a 
specific online vendor? Trust 

28 
How would you characterize your previous experience with online 
shopping? Exogenous factors 

29 
What factors do you believe affect Chinese consumers to purchase 
organic food products? Lastly 

30 

Do you believe that your views about organic food products have changed 
over the last years? 
a. If yes, why? Lastly 

31 
Is there something that we have not asked you that you think is of 
importance in relation to this topic? Lastly 

 

Appendix 2: Document for the respondent 

THE PURPOSE OF THE STUDY 
The purpose of our study is to get a deeper understanding of why the Chinese consumers are increasingly 
purchasing more organic food products. To achieve this, we are going to analyse four important aspects; 

1. Which demographic factors that influence the increasing purchase of organic products among 
Chinese consumer 

2. How cultural aspects can affect the Chinese consumers behaviour in relation to organic food 
products 

3. The motivations of the Chinese consumers to increasingly purchase more organic food products 
4. How e-commerce can impact Chinese consumers to purchase organic food products 

 
RULES FOR THE INTERVIEW 

1. The interview is going to last about 30 minutes and has 31 questions 
2. The respondent will be asked for his/her name, but can stay anonymous if this is wanted 
3. We intend to use a tape recorder, yet this can be eliminated if the respondent is not comfortable with 

this  
4. If there are any question that the respondent is not comfortable with, he/she can say no at any time 

during the interview 
5. If the respondent needs a break, this is possible at any time during the interview 
6. The interview will be transcribed after completion and the respondent can get a copy if this if 

requested 
 

Appendix 3: Follow-up questions for the respondents 

Questions: 
Follow-up questions for the respondents 

1. Have you ever purchased products online through your smartphone? 

2. Do you prefer buying products through your computer or smartphone? Why? 

3. If you are an only child, do you have any thoughts that you maybe get the future responsibility of your 
family members? 
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Answers: 

 
1. Suzy Ying Wu 
(03.05.2018) 

2. Beatrice Zhang 
(03.05.2018) 

3. Chenyang Wang 
(05.05.2018) 4. Ying Xu (05.05.2018) 

1.  Yes, i have. 
Yes, I've done that a 
lot. 

Yes, I've bought 
plenty of things like 
snacks, clothes, 
phone cases, kitchen 
tools and so on, all 
from TaoBao 淘宝
app. Yes. 

2.  

I prefer do it on computer. 
I try to be careful when 
purchasing products online, 
since there are so many 
risks/problems that can be 
easily avoided if you can 
examine the transaction info 
clearer. for example, it is 
easier to lookup the 
reviews from other website 
from computer, and also 
it's easier to type in your 
information. sometimes 
some website/app is 
practical when come into 
small amount purchase, 
but when comes to other 
products- i prefer to view 
them and check out info 
from some other websites 
on a bigger screen first. 

it depends on which 
website I look 
through. If I use 
Taobao, I would 
prefer phone because 
I have the app on 
my phone; if I use 
Amazon or other 
brand official 
website, I'd prefer 
computer because I 
can search detailed 
information and 
compare with other 
brands. 

Smartphone, app is 
more convenient. 
You can search what 
you want anytime. 

More than 80% of my online 
shoppings are through phone. 
Because sometimes the 
phone price is lower than 
computer price, also, phone 
shopping is more convenient, 
some apps are more user-
friendly on apps than 
websites. Sometimes I don’t 
go shopping on purpose but 
just having a glance at the 
shopping app, looking at the 
new recommendations and 
bargains, and buy them 
spontaneously.  

3.  

totally. i will definitely have 
more responsibility of 
taking care of family 
members when they are 
older. this actually happens 
to my family- my 
grandparents from my 
father's side passed away a 
few years ago, but it was ok 
since my dad has 4 other 
siblings- they share the 
responsibilities of taking 
care of the sick parents, so 
the burden on each of them 
didn't feel that worse. My 
father also worries about 
this for their future (i have 
one younger sister) you can 
tell from the way he talks, 
he saves up for retirement- 
cause he knows that unlike 
he has 4 siblings, when 
things happen we (my sis 
and I) will have less 

I am the only child 
of my parents, and I 
understand the 
responsibility of my 
family members that 
I gonna take . 

I'm an only child. Of 
course I have the 
responsibility of 
family members, I 
need to and I want to 
take care of them in 
the future. They 
companied my past 
and I'll be with them 
when they are 
growing old. 

I’m not the only child in my 
family. But I’m the oldest 
child, I sometimes think of 
taking the responsibility… 
my grandparents now live in 
rural area which is 3 hours by 
car from my parents’ house. I 
visit them 2-3 times a year. 
They are in early 70s, and I 
think it’s a sad truth that I 
can’t leave the big city I live 
to take care of them in at least 
10 years. 
My parents are almost 50, 
and I still live in their house. 
I think I can support them 
financially in the future 
(but only for daily 
consumption) and in 
accompany with them. But I 
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support.  still think I will rely more on 
them in recent years 
especially when it comes to 
the house price… 

 
 5. Xiaoyu Zhai (06.05.2018) 6. Yu Yan (05.05.2018) 8. Ze Li (03.05.2018) 

1.  Yes many times. No, I didn’t. 
A lot. Almost all my online purchase 
is through App.  

2.  

Computer; because I can see 
the whole page of the website, 
and the browser feels much 
more stable compared to its 
version on smartphones. 

I prefer buying through my 
computer because I think the 
monitor is bigger and the design of 
the website is better which 
provide me with better online 
shopping experience. 

Prefer mobile. Majorly for 
convenience (no limit on time and 
where I am). And the interface 
design for mobile end is more 
attractive and friendly. 

3.  

Yes, I do feel heavy 
responsibility for my family 
members in the future. 

I am the only child of my family 
and I think I have heavier 
responsibility to support my 
parents in the future because they 
only have me and they have 
invested a lot in me. 

If talking about parents, yes. But 
for other further relatives, not really. 
Majorly just the responsibility for 
my parents. Then for older ones, cuz 
the only one alive is my grandpa 
who I grew up with, so definitely 
yes for him 

 
 9. Shanchuan He (03.05.2018) 11. Lanning Quan (03.05.2018) 14. Tien-Yi Su (05.05.2018) 

1.  

Yes, almostly all of my 
purchases are through my 
smartphone. The mobile apps 
got more functions compared 
to Desktop version, providing 
mobile discounts, etc. 

I purchase food, clothes, 
accessories with my phone many 
times. 

Yes! I use app sometimes to buy 
clothes, stuff for travel, living 
requirements...via ASOS, YAHOO, 
Shopee 

2.  

I actually prefer to use 
laptop cuz its screen is large 
and allows me to browser 
multiple websites. But 
Alibaba and JD 
intentionally limited its 
functionality, if I found some 
mobile exclusive discounts, I 
may place my order by app. 
Also, many people in China 
don’t own a computer but 
have their own smartphone.  

I prefer using my phone. There 
are many apps to use and it’s 
convenient. 

Still computer I think. I use 
smartphone to review products at the 
moment of without computer like 
taking bus and lying on bed. But I 
will check all rules of buying and 
book through computer. 

3.  

I am the only child. My 
future responsibility would 
be make life better for them 
especially in healthcare. My 
hometown is pretty well 
developed so we don’t have 
any particular wish for the 
future. It is all about enjoy the 
life. If it comes from less 
developed areas, they may 

Of course I have to take 
responsibilities. I’ll take care of 
them in every way. 

For sure! I think our culture teach 
us filial piety from we were young 
through some historical story and 
education. However, as I knew, 
some parents prepare their life 
after retired in advance in order to 
decrease responsibility for their 
only child. 
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have very high emphasis on 
making life better, earning 
more money in the future, 
buying houses, marriage and 
childbirth. That may be the 
most traditional Chinese 
value. 

 

Appendix 4: Composition of search words to acquire secondary literature 

Matrix 7: Composition of search words to acquire research for sub question one 
Explanation:  
Column: Different search words used to find suiting previous studies on the topic 
Row: The different studies divided by the same numbers as presented in Appendix 9, matrix 9 
Together, these explain which words that were used to find the different studies. 

 1 2 3 4 5 6 7 8 9 10 11 12 

Organic x  x x x x x x  x x x 

Demographic x  x x     x x x  

Consumer  x x  x x x x x x   

Characteristics     x        

Environmental  x           

Food x      x x    x 

Purchase x x           

Segmentation         x    

Preference      x x x     

Willingness            x 

Attitude    x         

Demand        x     

Satisfaction     x        

Products     x       x 

Green         x    

China           x  

Source: Own composition of research used in the analysis of this thesis 
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Appendix 5: Transcribed interviews 

 
Transcribed interview, Suzy Ying Wu 

Interviewee Suzy Ying Wu 

Respondent number  1 

Date 05.04.2018 

Place Copenhagen Business School - Solbjerg Plads 

Duration 35 minutes 

Recorded Yes 

 
Interviewer: What is your name? 
Respondent: Suzy Ying Wu 
Interviewer: How old are you? 
Respondent: 29 
Interviewer: What is your educational background?  
Respondent: I studied my bachelor in Taiwan in accounting, and now I am here studying my masters in 
brand and communications management.  
Interviewer: What kind of food did you eat growing up?  
Respondent: Mainly the traditional Asian cuisine I would say, so rice, meat, vegetables, mainly wok. 
Interviewer: What is important to you when you purchase food products? 
Respondent: When we go to supermarkets we make sure what we buy is fresh and not rotten, so when we 
choose meat or fish or vegetables that is the thing we notice. And when I grew up they started having this 
organic concept, of course it is much more expensive, but for example when we go to traditional 
supermarkets and you see a older woman, and she is selling by herself, it is different from the businessmen 
who go to a bigger market and purchase it and it is second time. So my mom would say to buy from the older 
woman with smaller batches, because she would not use the chemical product. So we have the concept, but 
we don’t necessarily go to a organic shop to buy all of them because that is much more expensive. We have a 
concept where we have the choice, we would rather choose organic.  
Interviewer: What role does health play for you when you buy food products? 
Respondent: I think I would choose those things that are less processed. In my family we rarely buy canned 
food, we usually buy fresh food. We wouldn't purchase the fast instant noodles, although they are very 
popular. Also when we read about news and there is a big scandal news where food has been poisoned, or 
not clean, we would try to make sure that the things we buy is not from those brands. We would choose fresh 
and less processed. 
Interviewer: What role does price play for you when you buy food products? 
Respondent: I think for me, price comes pretty much like my first or second priority, maybe second priority. 
And for my family it would be the last priority. I think in my family because food is generally cheap so you 
don’t put that much attention on price. So mainly if you want to try new things, that is more expensive or 
rare, or you choose something more healthy or organic, like fresh.  
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: I think it is very important, because I am usually very busy so when I purchase I usually just go 
to the supermarket that is near me. There are a lot of supermarkets and traditional markets I love to go, but 
they only open very early in the morning like from 5-10. And if you are a working woman you would not go 
there. Therefore I still value the convenience.  
Interviewer: What is your view on ecological food products? 
Respondent: Generally I think organic is that you don't use the revised gene, and you don't use the chemical 
to prevent worms and chemicals to make it grow faster, for me to do that you cannot have the mass 
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production. Less percentage of good food, and would therefore be more expensive. For me I would say that it 
is premium products in supermarkets, so if I could afford it I would choose it.    
Interviewer: You said that you have bought organic food products, but then why would you buy ecological 
food products? 
Respondent: It is healthier, and also good for the environment. I know that we should buy products with less 
green footprints and local produce. So for me it is not just good for the health but good for the environment.  
Interviewer: Where would you in this case buy the organic food products? 
Respondent: We have something like Irma, but fewer so you have to walk a little bit to find it. I don’t really 
go there because they are much more expensive. There are organic products in the supermarkets. So I would 
just go to normal supermarkets and find the organic section.  
Interviewer: Do you believe that your feelings play a role when you purchase food products?  
Respondent: Yes I think so, for food products it is kind of the mood I was when purchasing is pretty much 
important, if I am happy then I would be happy to try new things like new cuisine, and I would buy some 
different products like premium ones. Like for example organic chips, even though it cost like 10kr more I 
would buy it. I think mood influences in general.  
Interviewer: How do you believe the purchase of ecological food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: I think that my purchase can influence, but really also requires certain amount of volume to 
make a difference. I think if more people buy it then maybe the producers can really recognise that this is the 
growing trend, and that they should have more products. But on the other hand i would say that only 
purchasing is not enough, I also think that the regulations from politics need to be involved, otherwise it is 
just like another premium product with a growing trend. I think it is very easy if you see from a business 
angel the producers would probably say that there premium products is selling good, so let’s sell more and 
produce more, and with a premium price it means more money. But that is not going to do the rest of the 
public.  
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? 
Respondent: I would say very much. I influence their and they also influence mine. For example I have a 
friend in my program that is vegan, so she told me a lot about vegan stuff and organic concepts. They know a 
lot of the environment. I see time after time when I go to supermarkets with friends and they say that we 
should choose this product because my friend told be that this company does bla and bla so let’s choose this 
one. Also my family influences me, for instance my mom would say lets buy this one because it is less 
processed. And also me myself I would go online and check, now when I buy products I would also check 
for higher protein and lower salt.  
Interviewer: What does your friends and family think of ecological food products? 
Respondent: I would say that they think like me, they know that organic is good for each other and for the 
environment, but it really depends on you economic situation. If you could afford it i think most people 
would go for it. I think sometimes they chose not to because they have a high mortgage or other things. So I 
think it is a premium product, so that if you have your economic situation right you would choose it. If not 
then it is a less priority.  
Interviewer: Where does your friends and family buy their food products? 
Respondent: My mom would buy at traditional supermarkets like the one I mentioned was open in the 
morning. And sometimes she just goes to the supermarket nearby and so does my sister and I. My friends as 
well because it is convenient when living in cities. 
Interviewer: Would you say it is easy for you to purchase ecological food products rather than conventional 
food products? 
Respondent: It is not that easy, we don’t have that many shops like Irma. But still you can find it in 
supermarkets everywhere at special sections, or it is just spread with a higher price. I would say it is pretty 
easy to buy organic food products.   
Interviewer: If it was easily accessible and you could afford it, would you then purchase ecological food 
products rather than conventional food products? 
Respondent: It would increase my willingness to buy organic products, but also I have other things to 
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consider. For example price and how fresh it is. Maybe it is organic but it might have been there for a couple 
of days. Other than convenience, price and freshness are on top of that.  
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: I think that it could definitely impact me, but now I feel like I am very conservative, but I think 
that it has to be big enough to really impact me. For example there was a couple of years ago, news about a 
company like Arla, which is very big and they produce good milk, but there was a scandal. It impacts their 
milk and their image, and then more and more people say that they will boycott this brand. i would probably 
be the follower to the boycott. They still tried to sustain during the scandal putting up big promotions on 
premium milk. And premium milk usually costs more, but now there are big promotions. When it comes to 
this product and since price is top priority, if the human rights and impacts will come it has to be big enough.  
Interviewer: How often do you use online platforms?  
Respondent: Every day.  
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: I use a lot of social media, search engines. Work related I also use a lot of social media and 
also now I can’t remember other categories.  
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: Yes I do. 
Interviewer: Why did you choose to purchase the product online rather than in a physical store? 
Respondent: Sometimes they have promotions. And the promotion would be free shipping fee and they 
deliver to the door, and I would choose that. If you can have someone to deliver to you it is very convenient 
since we live in apartments, but still have elevators, and so they can bring all of the groceries for you. So yes 
I did use that service.  
Interviewer: How often do you purchase food products online? 
Respondent: At least once a month. Because I usually purchase online, so very often. And when I purchase 
other stuff we have something like Amazon. So for example now I want to purchase a perfume and 
something for home, and then I will usually also view other items in the food section. And see if some 
snacks are for sale, or I need rice, two kilograms. So I would usually buy it with my other products.  
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: Sometimes they have promotions, and convenience.  
Interviewer: What do you believe to be the five most important advantages of purchasing products online?  
Respondent: Sometimes they really have good promotions. Some items are only available online, and you 
can hardly find it in stores.  
Interviewer: What types of products would only be available online for example? 
Respondent: For example, if I want to make a cuisine and I want to find something that is imported. For 
example Danish made cheese or something, I cannot find it in normal supermarkets.  
Interviewer: What do you believe to be the five most important disadvantages of purchasing products 
online? 
Respondent: That I cannot feel or touch it in person, so sometimes what me and my roommates would do is 
that we would buy it and try to buy some items that we really want to try but we are n so sure. You will not 
be charged for the shipping fee.  
Interviewer: What role does trust towards the seller play when you buy a product? 
Respondent: I think that also comes really high priority, like for example when I purchase online there are 
two platforms that sell the same item, the other one is cheaper but I don’t know this platform and I would not 
trust them. I would rather purchase a product with higher price where I know the platform, has used it before 
or has a friend that has used it before, then I would choose it. The platforms can process too much personal 
information and the details about financials. 
Interviewer: Would you do any background checks before purchasing a product at a specific online vendor? 
Respondent: Yes I would definitely check, search for bad purchasing experiences. And if that is the only 
platform available, I would probably search to see if there are no major issues I would try to use it. And 
because I know how the bank system works, so if I have problems I can cancel it. As for products I would 
also check for reviews. And if I buy products in the shops I would go online just to check if it is suitable.  
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Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: Good. 
Interviewer: What factors do you believe affect Chinese consumers to purchase ecological food products? 
Respondent: I think if there are any big news about environment issues. I would say environment issues 
comes higher priority, if there are human rights issues then people would not pay that much attention to it 
because it is not that relevant to your daily life, because with the environment you can feel like yeah you 
know, I don’t want to have bad air or polluted water. But if it is human rights in other places and you are not 
experiencing then I would pay less attention to it, unless it is really big.   
Interviewer: Do you believe that your views about ecological food products have changed over the last 
years?  
Respondent: Yes I would say. Especially the last decade there are so much news about scandals of the food 
producer companies in China, and it has definitely changed a lot. Now you don’t just trust big companies 
anymore, because even they can have bad products, so nowadays it is very difficult to say who to trust. So I 
would definitely do more homework and also tell my parents and influence my friends and family. The 
scandal I was telling you about, the milk one, my mom is even more driven person so I warned her when I 
came home not to buy this milk.  
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: I just wanted that especially when it comes to food products in China, they export and import a 
lot to other Asian countries because it is so close. And I also want to mention these mass production food 
products, I think we would also from my point of view, we will see where it comes from. For example a 
banana from China or a banana from the Philippines or Japan and different countries would have an impact 
for me and my family. For example we would have a higher good impression of food products from Japan.  
Interviewer: If you were to search and see which country the products are from, then Japan would be the 
best option? 
Respondent: Yes because for example the snacks and food from Japan are very popular in China. If you go 
online shopping you can find a section for Japanese, but also Korea, the Korean culture is now very popular. 
So there are snacks which is a big section in online shops, so there is a specific section, for example imported 
from Europe, America, Japan, Korea. Sometimes they combine Korea and Japan. I would say that for this it 
is not where it is from, it is because people want to try different products from different cultures. Usually, 
that would have an impact and if I want to buy olive oil and search for it, I would choose one imported from 
Italy or Spain.  
Interviewer: Do they have a category for organic products at the online platform? 
Respondent: Yes, they do. They have organic products, but the organic products are also a little bit spread 
out in different sections. It is mainly the food category like olive oil and different kinds of olive oil and then 
organic olive oil. But they also have another one which is just for organic products.  
Interviewer: Have you ever bought any organic products online?  
Respondent: Ye I do, I buy food products when I want to try new things or together with other products. 
And I would not usually buy that many at the same time, because they are expensive, but just to try out if it is 
good. And if the price difference is not that much, then I would try. I have also tried some cookies or chips, 
pasta sauce.  
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Interviewer: What is your name? 
Respondent: You can just call me Beatrice, and my Chinese name is Min Ching Zhang. 
Interviewer: How old are you? 
Respondent: 20 years old 
Interviewer: What is your educational background?  
Respondent: I am a bachelor here, I am an exchange student. My major is applied economics. 
Interviewer: What kind of food did you eat growing up?  
Respondent: I ate a variety of food, meat and vegetables. But now I am more fixed on the vegetables, not 
meat. Mostly I do not eat meat. 
Interviewer: What is important to you when you purchase food products? 
Respondent: I think maybe the nutrition of the food is the most important for me. And also maybe the social 
responsibility of the companies, but I think the most important is the nutrition’s. Regarding the companies I 
look at what they have done to the food industry and when they produce the food how they affect the 
environment and how they treat their labours and things like that. 
Interviewer: What role does health play for you when you buy food products? 
Respondent: I would chose most the food products that are healthy to my life and also maybe healthy for 
my mental and physical health. 
Interviewer: What role does price play for you when you buy food products? 
Respondent: Consider that now my price level I think may be middle or not so high, the price I can accept is 
fine. I would choose cheap products but if it is not so good I do not choose the lower price product. 
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: I think availability is quite important to me. If I go to the supermarket, then I can easy buy 
some carrots so I buy them. But you know it is difficult to buy some strawberries because now is not the 
proper time to eat strawberries, so I forget about them. 
Interviewer: Where do you usually buy food products? 
Respondent: Most of it from the supermarkets nearby. And also in my home university I also buy food from 
the grocery stores. And we also go to the big supermarket in the city centre. The wet markets are not that 
good so seldom go there. 
Interviewer: What is your view on organic food products? 
Respondent: Well, I think in china there are more organic product stores opening, but they are a little bit 
expensive you know, when they produce organic products they need more time to plant. 
Interviewer: Would you ever buy organic food products? 
Respondent: If i have the chance to buy organic products and if they are not that expensive and I can accept 
it then I can buy them. But to be honest, here it is so many more chances to buy organic food i the 
supermarkets, it is less available in China. 
Interviewer: If yes, where or how would you buy these products? 
Respondent: Well I think maybe the specific stores, they offer more from maybe farmers or agents I think. It 
is not in the supermarkets. 
Interviewer: Do you believe that your feelings play a role when you purchase food products? If yes, why? 
Respondent: Yes, I think so because when I buy the food I always ask myself if the food is worth to buy or 
good to buy, so I always ask myself so I think feelings is important to me. 
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: Well organic food can help in many aspects like you mention, but I think it will take a long 
time to achieve this kind of goals and change. Maybe if the organic is more and more popular in China and 
the world, then it will make good progress to protect the environment and also to keep a good health. When 
we produce the organic food we can decrease the fertilizer we used, so I think it is good. I would say that it is 
becoming popular in China but i do not know for how long it will be popular. 
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? If yes/no, how? 
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Respondent: To be honest I do not think so. I am trying to affect the people around me to buy organic food 
and buy some healthy food, but sometimes I do not agree with them about their eating habits, because they 
always eat meat and pork and something. It is not that healthy and not that environmental friendly. 
Sometimes I think they are not wrong, but I do not think that I will follow their habits because their habits 
are not that good to the environment. 
Interviewer: What does your friends and family think of organic food products? 
Respondent: I think that they should know that organic food is good and a better choice of health. But 
maybe they will think that it is expensive so maybe they will buy less expensive food. But maybe when I talk 
to them later and we discuss about organic food, they will be willing to choose to buy the organic food. 
Because their price level can accept the organic food. 
Interviewer: Where does your friends and family buy their food products? 
Respondent: Previously, my parents they always go to the wet markets. When I was young I always went 
with them, but now since there are so many supermarkets close to our neighbourhood are opening and they 
just go to the nearest supermarkets to buy the vegetables and meat and something like that. It is the most 
convenient. I think the wet markets and supermarkets is not quite similar because you know when you go to 
the wet markets most of the products are produced by the local farmers but if you go to the biggest 
supermarkets, they have products from other provinces, from the province where they have produced the 
vegetables and meat. So that is the difference. 
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? Why/why not? 
Respondent: No, I do not think it is easy in China, no. I guess organic food is just like a popular and quite a 
new world to the Chinese people I think. It is a little bit hard to buy organic food there (China) compared to 
buying them here (Denmark). It is just popular now, it is not a long history of organic food in China. And 
maybe in five years people are more focus on the organic food, and there are some people they just give up 
their job and they try to plant the organic food, not only for their own children’s health but also for the whole 
of China, we try to change the peoples mind to use less fertilizer, or actually they don’t use fertilizer for 
organic food yes. I think for most Chinese people they will focus on the price, but for most people and the 
20’s and 30’s people they will focus on the quality of the food. 
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? If yes, why? 
Respondent: Why not, I would choose organic food in that condition, yes definitely. 
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: I think all you have said is of much interest to me. I will focus on these kind of things by the 
companies when i choose to buy the products. But in China maybe the 40’s and 50’s they are not that 
familiar to these kind of concepts and do not know what kind of the behaviour the company has done. So 
maybe they just buy the organic that they can get but not because they care too much, because they are not so 
familiar with it. 
Interviewer: How often do you use online platforms?  
Respondent: I think most of the time. 
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: Such as social media, Facebook, also the amazon to purchasing the online shopping platform 
and also the searching Google. 
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: I tried to purchase food at TaoBao, the very famous platform in China. But I don’t buy fresh 
food and products on that platform because of the shipping and the distribution, it takes a long time and the 
food will go bad. So I just buy some milk and some apples and some bread on the online platform. 
Interviewer: If yes, why did you choose to purchase the product online rather than in a physical store? 
Respondent: Well, there is two reasons. One of the reasons is the product is quite catchy to be because they 
are so delicious from the recommendations from my friends and also from online recommendation. Second is 
sometimes it is cheaper than the local stores. 
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Interviewer: If yes, how often do you purchase food products online? 
Respondent: In China about every month, I will search and try to buy something and other times my milk 
has already finished. 
Interviewer: If yes, have you purchased any organic food products? 
Respondent: I would say no. Back in China I was not so fancy with the organic food and did not find so 
much organic food in the online shopping stores. 
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: If they offer more organic stores then i would try to have a look and maybe try to buy 
something. And also I think the shipping part is important, I mean the shipping time. If it is a short time I 
will choose them. 
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: It is quite convenient because you don’t need to go to the concrete stores. That is a time 
consuming part, you can just sit online and search.  
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: Just as I mentioned for the fresh food I think we are not sure of the shipping time, how long 
does it take, so I will go to the local stores to buy something very fresh and something that is very easy to go 
bad. 
Interviewer: What role does trust towards the seller play when you buy a product? 
Respondent: The first is the recommendation and the feedback from the customers, and also what kind of a 
company it looks like. If it looks like the kind of a company that is more professional and maybe more 
famous in China then I will try to buy from there. 
Interviewer: Would you do any background checks before purchasing a product at a specific online vendor? 
Respondent: Sometimes I will do the background checks, but you know in China if i know the name of the 
company then I do not spend some time to do background research because i already know the brand. I 
would both choose the same as before and new brands. 
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: In general I think that I have a better experience of shopping online. And the products, to be 
honest I don’t think they are so environmentally friendly because we don’t know what the company and the 
factors have done when they produced the products. I think it is not that bad when shopping food online and 
I can accept the experience because I think the food is quite delicious. 
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: Marketing, the people around them, if most of the people around the start to buy organic food 
then they will start to buy them. It is like the theory, psychology, they like to follow others. 
Interviewer: Do you believe that your views about organic food products have changed over the last years? 
If yes, why? 
Respondent: Yes I think. I took a course urban sustainability and after that course I think my mind has 
changed a lot. I try to buy food that is sustainable to the environment. I eat less meat after that course 
because when they produce different kinds of meat it will consume more water. And also if we buy more and 
more organic food we will do less harm to the environment. Maybe from the point of the fertilizers, the most 
interesting part for me is the fertilizer. 
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: I think organic food is quite sustainable to the environment and it is also healthy to people. So i 
think it has a potential market in China because I think it is a big market maybe for the food. But maybe the 
organic food will only be focused on the bigger cities in China. But what we mentioned about some areas 
they have no chance to or no ability to focus on the organic food. It is difficult to survive if they do not have 
food so they will not care if it is not organic or not, but organic food is quite popular.  
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Interviewer: What is your name? 
Respondent: Chen Yang Wang (王晨阳)  
Interviewer: How old are you? 
Respondent: 21 
Interviewer: What is your educational background?  
Respondent: This is my 3rd year of college, and my major in China is teaching Chinese.  
Interviewer: What kind of food did you eat growing up?  
Respondent: Big question, it is a lot. I would say some of them are ecological food and some of them I am 
sure are not, like junk food. 
Interviewer: Is it more like Asian cuisine or?  
Respondent: Oh yes, most of them are Asian cuisine. Actually, I know Asians and especially Chinese love 
rice and noodles, but personally I don’t like them. My father and my mom they love noodles and rice. Sorry, 
not typical.  
Interviewer: What is important to you when you purchase food products? 
Respondent: There are two factors that I would consider. The first one is, you know sometimes they put 
fake advertisement on their products, and the second is price. Maybe it is too expensive to buy a kind of 
vegetable.  
Interviewer: What role does health play for you when you buy food products? 
Respondent: Health, yeah. Eat is for being healthy, so it is very important. If I eat junk food every day I 
think I would die soon. Because in China we really focus on being healthy. Because, from ancient Chinese, 
like grand grandparents, they told our grandparents, and our grandparents told our parents that eat is really 
important. And there is a saying in China, the people regard eating is the biggest thing in life. Sometimes 
Chinese think that if you get a cold or you get some illness it will be better to eat properly instead of eating 
medicine.  
Interviewer: What role does price play for you when you buy food products? 
Respondent: Price is like a standard of comparison. Maybe the same chicken but the more expensive one 
will be my final choice.  
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: It depends. Not too far but. Sometimes my parents would drive half an hour to buy some really 
fresh seafood, and then go back home and cook them. So distance is not a problem if it isn't too far.  
Interviewer: Where do you usually buy food products? 
Respondent: We have food markets, but now in Beijing, because I live in Beijing, the markets are less and 
less. So we usually go to the supermarkets in shopping malls. 
Interviewer: What about your parents, do they go to the traditional wet markets or to the supermarket?  
Respondent: I would say supermarkets because the traditional markets are less and less, and always in the 
suburbs, away from the central of the city.  
Interviewer: What is your view on organic food products? 
Respondent: I have never thought about that. I think we should build a good relationship between the 
customer and food products. Because, we need to trust the seller and the product. If the product, like 
something fake or bad, we won't go back again. And I think the quality is really important. 
Interviewer: Would you ever buy organic food products? 
Respondent: Yes, sometimes. I don’t usually check the brands. Because I think the products they are selling 
in the shops near my dormitory are the same. I don’t compare a lot, I just pick it.  
Interviewer: If you were to buy organic food products, why would you buy them? 
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Respondent: Normally I think that organic is a little bit more expensive than the normal one, and maybe 
when I am happy I want to spend some money. Or now when I get a cold and I need some food that is maybe 
more healthier to make me better. But my parents they are really king on the organic food. They don’t like 
the transgene food. 
Interviewer: Where would you buy these organic products? 
Respondent: In China when we go to the supermarket, and there are some place where we can get the food, 
yeah that is mostly where we get our organic food. And organic food will have a brand that says like “I am 
organic food”.  
Interviewer: Do you believe that your feelings play a role when you purchase food products?  
Respondent: Of course. 
Interviewer: How? 
Respondent: When I feel really upset, I might go and buy some junk food to cheer me up, like ice cream or 
a hamburger. And when I feel uncomfortable, like yesterday, and don't want to cook, I just bought a big mac 
so I had a lot of time to sleep. When I am really happy and I get a scholarship or get money, maybe I would 
choose to buy better like maybe the organic food.  
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: I think it is like two directions. The customers and the products. If the customers buy more and 
more organic food then the sellers would think that this is selling good and we need to produce more. And I 
think it will affect the market optimistically. And if the food products are good enough and people really 
trust it so they will buy more. It affects each other.  
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? 
Respondent: Of course. Yes I think people will affect me. I think that people would affect each other. My 
moms friends come to visit us and people are chatting with each other and we talk about the organic food, 
and the friend she says that “Oh organic food is like you must have some organic food in your dishes, 
because it is good for blablabla”, and my mom would say “Oh really, I would try next time, maybe the 
chicken you mentioned the fish you mentioned”. There are always some opinions leading our life, and they 
will affect us. And maybe we will affect back. So it is like a topic, a environment, a topic circle, if one really 
supports organic food, people will follow them.  
Interviewer: What does your friends and family think of organic food products? 
Respondent: They think it is good, and my parents actually grew up in a village, like a small town, so they 
know how the difference between really quick growing chicken and the slow growing of the chicken, they 
can tell the difference. I don’t know how to do that but they try the chicken or just watch the chicken and say 
if it is good. I would say there is a phrase in Chinese “Green products” meaning really natural. The chicken 
feeds themselves, and some market chicken they are just closed in some cage and three months later they are 
killed. It is not good, but the green one is really healthy. My parents would choose the healthy one even if it 
is three times the price of the other one.   
Interviewer: Would they say that the organically grown chicken tastes better?  
Respondent: Yes, the texture and even the colour of the skin, it would be more yellow.  
Interviewer: Where does your friends and family buy their food products? 
Respondent: The supermarket.  
Interviewer: When you were growing up, did your parents buy food at the wet markets?  
Respondent: I was living in another province in China, it is called the Howan province. In the city there are 
a lot of traditional markets, and they always went to the traditional market because the traditional market has 
more, something to hold their vegetables and go to sell. It is really healthy. But now I think it is gone. Ten 
years ago people flew to the traditional markets, and the traditional markets are vanished, so people go to the 
supermarket.  
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? 
Respondent: For me not that different. Maybe because I am not like my parents, they really know that you 
need to keep yourself healthy and don’t stay up late. I don’t have a long-term view, and sometimes I would 
not focus on if it is organic or if it is good.  
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Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? 
Respondent: Yes, if the price is good and it would be easier for me to get them then I would buy more 
organic food.  
Interviewer: How do you believe ethical issues like human rights, the environment and labor rights could 
impact your purchasing behaviour? 
Respondent: I think the promotion is significant for the food product. Because people always trust what the 
professor says on TV, and people have some digital evidence to show how good it is, and some people say 
that McDonald’s, KFC, how bad it is and how good organic food products is. And I think the advertisement 
and it is really effective.  
Interviewer: How often do you use online platforms?  
Respondent: When I am in China I would use Alibaba weekly. And WeChat is a part of my life, I cannot 
live without it. WeChat is so important to Chinese, trust me.  
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: WeChat, QQ email, people's daily the newspaper, and bilibili. 
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: I would say Jing Dong, it is a very strong competitive of Alibaba.  
Interviewer: So this is also a very big platform in China? 
Respondent: Yes. But I use both of them.  
Interviewer: If you chose to purchase a product online, why did you choose to purchase the product online 
rather than in a physical store? 
Respondent: I think the first reason is price, and the second reason is like a bag is not like some clothing, I 
don’t need to try it on. I can adjust the straps. The next factor is, you know sometimes I shop online because 
I don’t really need something, and I fell in love with this product.  
Interviewer: So you are saying that it is something you probably would not buy in a physical store but 
online since you are just searching?  
Respondent: Yes, sometimes when you have to choose you can, one time I just bought something online 
since the price was good and I had a voucher, or discount.  
Interviewer: How often do you purchase food products online? 
Respondent: I don’t usually use online app to buy food. But my mom does. My mom buys cake, flower that 
you cook dumpling with, fish, seafood online. She does this weekly or twice a month. Interviewer: Have 
you ever purchased any organic food products online? 
Respondent: Me no. I always buy some snacks online. I don’t buy fresh food online.  
Interviewer: Would your mother buy fresh food online? 
Respondent: Yes, she sometimes gets some fruit.  
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: If there is anything contracting me. I am imagining a situation, when I came to a supermarket 
and they told me they have the online apps to buy their products, maybe I would use that. Because I have 
seen the real thing.  
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: You don’t need to spend the time to go to the market. And sometimes it is cheaper than the 
market, in real life. You don’t have to carry it home, because people send it to you. Sometimes I think people 
enjoy the way that they pay, when they press some number and pin code and I would say that feeling is very 
attractive. I guess, because I don’t really feel the money in my hand, just some numbers, and the food comes 
to me.  
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: My mom, like she gave me some lessons that sometimes the food is not as good as we see on 
the advertisement, and she bought a box of oranges, and two of them were totally rotten. Maybe it is not on 
purpose but it happens sometimes, and it can affect your emotions.  
Interviewer: What role does trust towards the seller play when you buy a product? 
Respondent: Important. And when I go to some online shops I would check the comments with picture. I 
would think it is real, sometimes people buy some writers to help them get better level of trust. If the 
comments are over 100 or 1000 I would think it can be trusted. And with picture it would be better. 
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Sometimes people give very bad comments and I would check the bad comment and the good comment for 
the seller.  
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: So far so good. Sellers are nice, if something happens with my bag they try to make up for it, 
and give me a discount for the next time or a cash bag. So yes it is good.  
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: I would say advertisement, and people they are familiar with. I think those two points are the 
most important.  
Interviewer: Do you believe that your views about organic food products have changed over the last years?  
Respondent: No. Because I don’t really think about organic food. 
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: I want to mention that in China, I have to say that the life of Chinese is getting better and 
better, compared to 100 years ago, when Chinese were very weak and China is very big. But now everything 
has changed. People not only seek for being alive, they are seeking for the good quality of life. So people 
would like to spend more money on food and on everything. And as you can see more and more Chinese 
customers in the world, and when they travel they buy a lot of luxury, I would say it is like a trend. I you 
can’t feed yourself then you can’t buy luxury right, so now people are looking for some higher level of being 
alive. So, organic food will be more popular. And I think there is a environment in China, where eating 
healthy is fashion. If you eat very well and you don’t get a lot of oil every day, maybe fifty years ago when 
people are not that wealthy they think the meat or the fish sounds really expensive would be good, but now 
people are found of exercise and organic food and vegetables, and add more and more fruit in their meals. 
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Interviewer: What is your name? 
Respondent: My name is Ying Xu, my English name is Andy Wy, I am from Shanghai. 
Interviewer: How old are you? 
Respondent: 24 
Interviewer: What is your educational background?  
Respondent: I am now a master student at Pici University in China with a major in financial journalism and 
my undergraduate major was history. And I double majored in economics in my undergraduate years. My 
undergraduate school was also Pici university, it is the top two school in China. I am now an exchange 
student here. 
Interviewer: What kind of food did you eat growing up?  
Respondent: In China? Just ordinary, I am from the southern part of China, I grew up in Shanghai. So my 
food is typical of the food in Shanghai, usually rice as the main food, and I like cooked food like braised 
pork, and I like vegetables, and the main vegetables are beans and some green vegetables. And I sometimes 
eat some noodles or rice noodles. I drink milk, but not very often, just maybe in a month I will drink milk 
four times. 
Interviewer: Is it then powder milk that you drink?  
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Respondent: No, fresh milk, there is a kind of milk which we can store in the room temperature and it will 
last for one years, that kind of milk. When I live in my school dormitory and I don’t have any storage those 
kind of milk is really great.  
Interviewer: What is important to you when you buy food products? 
Respondent: Maybe price and whether it is fresh. I seldom care about the green sign on it because I don’t 
really trust it in China. Sometimes they say it is organic when it is not really, and mostly my mum will 
purchase the food for me so I don’t really have to buy a lot of food. But sometimes I will care about the 
nutrition of the food, like I will buy some juice because I think juice is more healthy. 
Interviewer: Is there any special reason that you don’t trust the organic food products? 
Respondent: No I am not trusting it, I trust it but sometimes it is hard to say whether there is really organic 
food in China. I think the notion is not that deep in my mind. 
Interviewer: What role does health play for you when you buy food products? 
Respondent: I care about the nutrition, sometimes I will buy some kiwi or some fruits or vegetables that I 
think is good for my health. Maybe lower fat. In general I prefer the healthier food. 
Interviewer: What role does price play for you when you buy food products? 
Respondent: It is important for me. It depends on the kind, the variety. For every variety I have it is like the 
set price in my mind, so I think if it is cheaper then what the budget is then I will buy it. But if the price is 
unreasonably high I will not buy it. 
Interviewer: But if the product that is more expensive is a better brand? 
Respondent: Then I would buy, I would buy the more expensive one if I trust the brand. 
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: Usually I just buy stuff nearby or do it by online shopping. I can by nearly everything online in 
China. But sometimes I will travel, take a bus to a shop where I can buy the goods that I want.  
Interviewer: What kind of good would you buy when you go further away? 
Respondent: Something I really want to eat, like the spicy duck neck. Because it is only sold in its own 
store, I can’t buy it elsewhere in the supermarket. And even though the supermarket has similar products the 
taste is different. So I would travel to buy it, but for most food I think would buy some similar ones in a shop 
nearby, so I don’t have to travel so far.  
Interviewer: Where do you usually buy food products? 
Respondent: My school is in a different city than my hometown, so when I am at school I live i the school 
dormitory and there I usually do the online shopping, because the supermarkets are really far away and the 
nearby supermarket is relatively more expensive and with fewer varieties. So most of the time I do online 
shopping. But at home where the supermarkets are nearby I go to the supermarket maybe once a week. But 
mostly at home my mom will buy the food for me and at school I eat at the school canteen or just go out to 
eat at the restaurants.  
Interviewer: Would you purchase as much online if you were living in your home city? 
Respondent: No it would be lower at home. There I can go and buy the food on my own and most fresh 
food are available at the supermarket, it is not very comfortable for the online shopping to deliver the fresh 
foods.  
Interviewer: What is your view on organic food products? 
Respondent: Actually, here in Denmark I think that the organic food is true, so I trust the organic sign here. 
And I sometimes buy the vegetables with that sign. But in China most of the food does not have the sign of 
organic food products 
Interviewer: Would you ever buy organic food products in China? 
Respondent: No, I don’t think i have. 
Interviewer: If yes, where or how would you buy these products? 
Respondent: No, I think maybe the high-end supermarkets. But they sell mostly imported goods, I think 
they will have organic food. And some Chinese brands they have it, but only a little. They say that they have 
organic food but I am not sure, I don’t know. 
Interviewer: Do you believe that your feelings play a role when you purchase food products? If yes, why? 
Respondent: Most of the time I just buy food randomly, I think that if I want to buy it I will buy it, even if I 
didn’t plan it. 
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
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environment, food safety or health issues?  
Respondent: I don’t believe it will help the environment but I think it will enhance our health condition and 
it’s more safe. 
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? If yes, how? 
Respondent: Yes. Maybe when my friends will recommend me some really popular or fancy goods that they 
buy. I am not sure with my family. Sometimes my father will recommend me to buy some more expensive or 
healthier food, but I really want to save the money. 
Interviewer: Would you want to buy the food products that your friends recommend then? 
Respondent: Yes I will try it.  
Interviewer: What does your friends and family think of organic food products? 
Respondent: I don’t think that they have the notion of organic, but they have an intuition of which one is 
healthy. Maybe they are influenced by the media or the traditions. My friends, I don’t know. 
Interviewer: Where does your friends and family buy their food products? 
Respondent: My mum usually goes to the market, it is not a supermarket but a kind of a traditional market. 
They sell vegetables and meat and fish. But in recent years my mum goes more to the supermarket to 
purchase those foods more and more.  
Interviewer: Do you know why she does this? 
Respondent: Mostly because the traditional markets are closed down, in the past three were three traditional 
markets near my home and now there is only one. And the supermarket is growing, and also the price and the 
quality in the supermarket is raising. And my mum, in the past she cared about the price but now she tends to 
care more about the quality of the food. 
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? Why/why not? 
Respondent: No. But I think that in some high end supermarkets they sell them, but it is really expensive. It 
is maybe three times the price of the ordinary food, it is just my impression because I walked into those 
supermarkets several time but I only bought them once. I think it is too expensive. But I don’t know, maybe 
somewhere else I could buy some cheaper organic foods, I don’t know. 
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? If yes, why? 
Respondent: Yes, I think so. Because the price is also raising for the normal food products. I think the price 
difference will be lower. 
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: I have not thought about it before. But maybe the package for the environment, I don’t like 
products with too much package, I think it is very wasteful. 
Interviewer: How often do you use online platforms?  
Respondent: Every day. 
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: WeChat, Taobao, JD, etc. 
Interviewer: Have you ever used any online platforms to purchase food products? If yes, why did you 
choose to purchase the product online rather than in a physical store? 
Respondent: Yes. Because it is more convenient, I live in an enormous school campus. 
Interviewer: If yes, how often do you purchase food products online? 
Respondent: Yes, once a week. 
Interviewer: If yes, have you purchased any organic food products? 
Respondent: No. 
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: The price and the availability, sometimes the goods online will change, and also my needs. 
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: Just convenient, it is very convenient, I don’t have to go outside and the delivery price is 
usually very very low. So it is more convenient. 
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
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Respondent: The first things is that the variety to choose from is usually limited, it depends on their product 
promotion strategy, they will recommend different products to you. And sometimes I just follow their 
recommendations. And the second thing is the quality, sometimes they will sell “fake” food to you, it 
happens in China sometimes. 
Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: I tend to buy on the more trusted websites like JD. Because the CEO on that website promised 
that all the good there are true. But one week ago it broke out a rumour about his website, because someone 
said that he bought a fake product on it. And many others also said that they had met this kind of condition 
on that website. And also I will look at the number of the buyers of the products. If many many people, like 
ten thousand people bought it before then I will buy it. I don’t want to buy fake food. 
Interviewer: Would you do any background checks before purchasing a product at a specific online vendor? 
Respondent: Also check the brand itself. If I know some brands have very good quality and nutrition I will 
buy it. I know some brands that are what I usually buy so I will always buy it. 
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: Good.  
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: I think it’s the trend, the popular trend. I think, in China, usually a popular notion or concept 
can really affect the consumers, like two years ago suddenly all drank the milk tea because it was trendy. 
And also for the yogurt, we think that yogurt is more healthy so many people will just buy it just because it is 
the trend. 
Interviewer: Do you believe that your views about organic food products have changed over the last years? 
If yes, why? 
Respondent: No. But I think that in general it is more available now. 
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: No. But for me I want to say that maybe I not really have a lot knowledge about the organic 
food, because I am usually influenced by the media trend and if my friends are all talking about organic I 
will put more attention on it. But so far the notion is not that popular in China, at least not in my friend 
circle.  
Interviewer: So if you knew more about organic food products, do you think that that would increase your 
consumption? 
Respondent: Yes, of course. I think all my shopping behaviours are influenced by the trend. 
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Interviewer: What is your name? 
Respondent: My name is Xiaoyu Zhai 
Interviewer: How old are you? 
Respondent: 19.  
Interviewer: Where in China are you from? 
Respondent: From Taiyuan city, Shanxi province. 
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Interviewer: What is your educational background?  
Respondent: - 
Interviewer: What kind of food did you eat growing up?  
Respondent: Homemade food mostly, and that provided by school restaurants. Traditional Asian cuisine. 
Interviewer: What is important to you when you purchase food products? 
Respondent: Back in China when I buy products I look into the quality, how it’s appearance is, and the 
price. That is the two major factors. 
Interviewer: What role does health play for you when you buy food products? 
Respondent: Sometimes I will consider quality for food, the more fresh the better. 
Interviewer: What role does price play for you when you buy food products? 
Respondent: Well from my perspective, because I do not usually go to buy food for myself, usually my 
parents shop, so if I buy food then price does not play a huge role for me as long as the price difference is not 
really high compared to the average price on the market.  
Interviewer: If your parents buy food, do you know what they prefer? 
Respondent: My parents usually go to Walmart, because we have Walmart in my city, or like a big 
supermarket, they buy food there. And for my grandparents they usually go to the shop nearby the home 
where there are farmers from cities nearby area, they plant their food by themselves and they ship them to the 
city centre and sell them in the local area that is close to where people live.  
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: I would buy products that are easily accessible, within ten minutes walking distance in my 
home in China there are around five big supermarkets. So it is very easy. 
Interviewer: Where do you usually buy food products? 
Respondent: There are two places. One is the local supermarket similar to Walmart in my city that is pretty 
huge. And the other one is the place that I mentioned where my grandparents usually go, where there are 
farmers from nearby and go to the city centre and establish a street market, they go back after a couple of 
days. 
Interviewer: What is your view on organic food products? 
Respondent: They are more healthy, less fertilizer used, and also more close to the condition of “real” food 
that should be growing up in wild situation or condition. 
Interviewer: Would you ever buy organic food products? 
Respondent: Yes 
Interviewer: If yes, why would you buy organic food products? 
Respondent: If it is healthier and the price does not really go up over 30-40% then I would go for it because 
it is much healthier and I am financially capable of buying them. 
Interviewer: If yes, where or how would you buy these products? 
Respondent: Definitely in the supermarket 
Interviewer: So you can find it in any normal supermarket in China? 
Respondent: Yes I think so 
Interviewer: Do you believe that your feelings play a role when you purchase food products? If yes, why? 
Respondent: Let me think about past experience. Yes, I think that when I am in a bad mood I prefer trash 
food, you know like a hamburger or fried chicken. That is definitely not organic. 
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: For food safety, generally organic food has more regulations because you have to have the 
label to prove the organic food and there should be some kind of test that should be able to protect the 
consumers health and regulate the market, it can definitely help the market. For environment, it is less 
consumption of fertilizer and better protection of the land and animals. 
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? If yes, how? 
Respondent: Yes, definitely they play a role. If we eat together then maybe I would take other factors into 
consideration, for example the general price of food, organic food is a little bit more expensive and if we are 
in a budget then of course I can choose the food that is not organic as options. 
Interviewer: Would you ever get recommendations from your friends or family on what to buy? 
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Respondent: Yes, I would listen to my parents if they asked me to buy more organic food. They buy food all 
the time and I buy for them, they tell me what to buy and I go there and buy it. 
Interviewer: What does your friends and family think of organic food products? 
Respondent: Well back in China we generally call it green foods and I think I have heard of the word in the 
past ten years. They think it is healthy and that it is good food that will not ruin your body or provide more 
fertilizer to your body. 
Interviewer: Do you know if your friends or family buy organic food products? 
Respondent: Yes, generally if there is a label then they would buy it. 
Interviewer: Where does your friends and family buy their food products? 
Respondent: Supermarket, especially for organic food, then it is definitely supermarket. 
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? Why/why not? 
Respondent: Pretty much the same, I mean the accessibility is the same in supermarkets nearby. But in the 
convenience stores back home that is one minute walking I don’t see much organic food. 
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? If yes, why? 
Respondent: Yes, definitely. Less fertilizer is the main reason and generally organic food looks great and 
fresh and well protected, so that is the reason for why I will buy it. 
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: I never thought about labour rights. To be honest  don’t watch much news of these things when 
I purchase products and there is no clear advertisement about organic food products or other things. When I 
purchase products there is no clear advertisement on the label, how much things they have done in 
environment protection or labour protection, so I don’t see much connections between them. So therefore 
when I purchase a product I rarely consider them. 
Interviewer: How often do you use online platforms?  
Respondent: All the time 
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: TaoBao (Alibaba), pretty much all the Chinese social media. 
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: Yes, two platforms, Alibaba and WeChat. It is possible to sign up a store, open your own small 
store in WeChat, you can list the products by yourself and generally the way that you promote it is that you 
share it in the moments so that you friends and family can see it, and they click the link and pay through 
WeChat payments and you send the product by yourself. It is like a really small store. 
Interviewer: If yes, why did you choose to purchase the product online rather than in a physical store? 
Respondent: The first reason is that I don’t see the products that I don’t see in the physical stores but I see 
them online. For example there is some chips in China which I couldn’t buy in the specific province, so I 
ordered them online. The second reason is that all the food that I have in my home is in the storage and when 
I see something that I want to buy online I see advertisements that are interesting and I can order them and 
just get them in three or two days. Like snacks, might not be necessary for me to go to a shop or a 
supermarket to check out whether they actually have it, because I can just click it right now and wait for two 
days and have it in front of my door. 
Interviewer: If yes, how often do you purchase food products online? 
Respondent: Twice a month, I rarely buy them online. 
Interviewer: If yes, have you purchased any organic food products? 
Respondent: Yes, once.  
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: Bloggers or other social media, the only time I bought organic food online it was due to a 
blogger. There can be fake products that are not published online, so if I buy organic food I generally go to 
the supermarket nearby. 
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: Convenient, very convenient. That you do not need to carry all the food back to your home. 
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And you can see through the categories and the food list real quick in three seconds and figure out which 
ones you want to buy. 
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: That I can’t really see the product that I am going to receive. That I can’t really be sure that 
there is trustworthiness between me and the product that I will receive. 
Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: I think that is very important. 
Interviewer: Would you do any background checks before purchasing a product at a specific online vendor? 
Respondent: Yes I think for buying food I will. Look through all the comments. 
Interviewer: What would you use to do a background check, where would you check? 
Respondent: The comments area, the pictures that people who have bought it posted and the pictures posted 
by the seller, like an A-B test.  
Interviewer: Is there a specific site that you use for this? 
Respondent: No, Alibaba has comments down below, so you just look it through. And if there is a seller that 
sold a lot of things or there is a lot of comments, I would just search the name of the seller in Badoo to see if 
there is some kind of forum where there are many buyers complaining. We have a big forum, a site that 
Chinese use to speak about everything, so I also check comments there. 
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: Convenient and no bad experience. 
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: The price definitely, how good looking the food is, it’s the appearance and the lifestyle of the 
consumer, there are more and more people buying organic food for a better quality. 
Interviewer: Do you believe that your views about organic food products have changed over the last years? 
If yes, why? 
Respondent: Yes a little bit, there is the Islamic food in China, and there is one special label for this food as 
it is for organic food, that shows that this food is also of good quality or a better quality. And there is more 
and more food with Islamic label, some of the food is just too extend their customers but this kind of label 
also influences me when I purchase a product that is organic or not organic, because even though it is the 
same product one is organic food labelled and one is Islamic food labelled, I would choose either of them 
without having any hesitation. There are more and more food with Islamic labels so that could possibly 
change my mind on why I purchase organic food, because I have more options to choose from with a better 
quality. 
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: No, nothing more. 
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Interviewer: What is your name? 
Respondent: Yu Yan 



 136 

Interviewer: How old are you? 
Respondent: 24.  
Interviewer: Where in China are you from? 
Respondent: Goan Sho. 
Interviewer: What is your educational background?  
Respondent: Master degree from in and a bachelor degree from China and major in International 
Management.  
Interviewer: What kind of food did you eat growing up?  
Respondent: Normally traditional Chinese food, but it is not organic. 
Interviewer: What is important to you when you purchase food products? 
Respondent: Whether it is fresh or not, this is the first priority, I want it also to be cheap and healthy.  
Interviewer: What role does health play for you when you buy food products? 
Respondent: It is important.  
Interviewer: What role does price play for you when you buy food products? 
Respondent: I would say second priority.  
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: I also think this is very important for me. 
Interviewer: Where do you usually buy food products? 
Respondent: In the traditional Chinese markets. In China we have special markets for selling food. We 
don’t go to the supermarkets. I don't like buying food from supermarkets.  
Interviewer: Why is that? 
Respondent: Because I think the food from the market is fresher and cheaper. And I also have more choices. 
Interviewer: What is your view on organic food products? 
Respondent: I think it is something new to us. I don't know whether I can trust organic food products.  
Interviewer: And why is that? 
Respondent: I like organic food and I want to have organic food.   
Interviewer: Would you ever buy organic food products? 
Respondent: Yes, because it is healthier for people.  
Interviewer: Where or how would you buy these products? 
Respondent: From the food market or actually from my grandmothers house, because she grows organic 
foods by herself.  
Interviewer: Do you believe that your feelings play a role when you purchase food products?  
Respondent: Yes I believe. Because I think at least I know about my body, what I need. So I believe more in 
myself in choosing food.  
Interviewer: Do you believe your mood could affect your purchase? 
Respondent: Yes sometimes, because maybe when I am excited about something I want some junk food.  
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: Yes for health issues it is doing good for our health. Organic food is doing good for our health. 
For food safety I think organic food is also a good choice. For the environment I am not sure, because I am 
not sure if it is good for the environment or not. Maybe the lands become a forest is much more better but I 
am not sure about that.  
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? 
Respondent: No I don't think so, I have my own choice.  
Interviewer: Why do you think you would never be affected by friends or family's opinions? 
Respondent: I am not affected because only myself known what I need and what my current situation is, and 
I don’t want others to judge or give me opinions on what to eat.  
Interviewer: What does your friends and family think of organic food products? 
Respondent: I think they think they are good. A positive attitude towards organic food.  
Interviewer: Where does your friends and family buy their food products? 
Respondent: My family will go to the food  market, and my friends will go to the supermarket.  
Interviewer: Why do you think there’s a difference between you friends and family? 
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Respondent: Because maybe in people's mind the food market is for someone who is older for example our 
moms, dads, grandmothers. The young people would think that the supermarket is much more cleaner and 
the price of the product is much more clear. So they will choose to go to supermarkets.  
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? 
Respondent: I won’t say it is easier, but the same.  
Interviewer: Is it easily accessible for you to buy it in China? 
Respondent: Yes. 
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? 
Respondent: Yes I think so.  
Interviewer:  Why do you thinks so? 
Respondent: Because I think the food products I can buy from the food market are organic food.  
Interviewer: How do you believe ethical issues like human rights, the environment and labor rights could 
impact your purchasing behaviour? 
Respondent: Yes I think so. 
Interviewer: How do you think so? 
Respondent: For example if a company that produces organic food it has bad news of this company, for 
example use children labour, I would stop buying products from this company.  
Interviewer: How often do you use online platforms?  
Respondent: Once a week.  
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: Taobao. WeChat. Andplay.  
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: Actually I don’t like using online platforms to buy food products.  
Interviewer: Why is that? 
Respondent: Because I want to see the food and touch the food to confirm if it is fresh or not.  
Interviewer: So you have never tried to buy any food products online? 
Respondent: I did try, for example for some snacks. Something that you can store for a long time I would 
choose to buy online. But for example vegetables and meat I would not buy online.  
Interviewer: So that means that you have never tried to buy any organic food products online? 
Respondent: No 
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: If I can’t find this product in real life, I will choose to find it online.  
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: Various choices, the price because sometimes you can find products that are much cheaper 
online.  
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: I cant touch and see the products before I order. I don’t like this feeling.  
Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: I think this is very important. I would read comments before I place an order.  
Interviewer: Why do you think that trust is important? 
Respondent: Because as I mentioned buying products online it disables you to have a look at the products 
first. There must be trust in the seller or you can’t make a decision.  
Interviewer: You said you read comments, would you do any background checks before purchasing a 
product at a specific online vendor? 
Respondent: Mainly just comments from the other buyers.  
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: Online shopping is a good thing. But if I want to buy something expensive I would not choose 
to buy online. It is really convenient, but still there is a lot of disadvantage.  
Interviewer: Why would you not choose to buy an expensive product online? 



 138 

Respondent: One of the reasons why people buy online is because the goods sold online it is cheaper online 
than in real life. I think this is the main reason why people choose to buy online. If I have a lot of money and 
I am going to buy something expensive, I of course want to have a look first.  
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: One of the reasons is that Chinese people are paying more attention to their own health. Before 
people struggled in order to get food. They did not think about health, they just thought about food, and 
wanted to get enough food. But nowadays the economy is getting better so people have extra money to 
choose a better life, so I think this is one of the reasons.  
Interviewer: Do you believe that your views about organic food products have changed over the last years?  
Respondent: Maybe several years ago people did not pay a lot of attention to rather the food they were 
eating was organic food or not. Nowadays I think people pay more attention to this problem, whether the 
food is organic or not.  
Interviewer: Do you do that yourself? 
Respondent: Yes.  
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: I think maybe the availability of organic food products in supermarkets. Because i think in 
China the supermarkets and food markets they sell very different food products. I think I can buy organic 
food more easily in the market than in the supermarket, that is what I think.  
Interviewer: Do you think there is a difference in availability in your country?  
Respondent: I don’t think so.  
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Interviewer: What is your name? 
Respondent: Ya Hong in Chinese and Ellie Hong in American. 
Interviewer: How old are you? 
Respondent: 21 
Interviewer: Where in China are you from? 
Respondent: Beijing 
Interviewer: What is your educational background?  
Respondent: I study history in my home university, and I am an exchange student here in biology. 
Interviewer: What kind of food did you eat growing up?  
Respondent: Just traditional, normal food. Chinese traditional food like noodles or dumplings and rice and 
meat and vegetables, something like that. 
Interviewer: What is important to you when you purchase food products? 
Respondent: Maybe that it is delicious for me and maybe something that can keep me fit or slim. 
Interviewer: What role does health play for you when you buy food products? 
Respondent: I think it is not that important. 
Interviewer: What role does price play for you when you buy food products? 
Respondent: I think it is important. 
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Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: Not that important. 
Interviewer: Where do you usually buy food products? 
Respondent: Actually we can cook food by ourselves in the university, and also in most of the universities 
we have canteens and cafes or something like that and we usually have our breakfast or dinner in the cafe.  
Interviewer: If you were to buy some food products at a store or market, where would you usually buy 
them? 
Respondent: At a market near my university or near my home.  
Interviewer: Is this a supermarket or a traditional Chinese market? 
Respondent: We don’t have traditional Chinese markets, because it is always mixed, the supermarkets also 
have the traditional things and also Western things. 
Interviewer: What is your view on organic food products? 
Respondent: Seldom.  
Interviewer: What do you mean by that? 
Respondent: I usually do not keep an eye on whether the food is organic or not organic. 
Interviewer: Would you ever buy organic food products? 
Respondent: I don’t know, maybe I have bought some before but I do not remember that. 
Interviewer: If yes, why would you buy organic food products? 
Respondent: I think I would not choose organic food specially, but if I choose some it would be because it is 
some more healthy. 
Interviewer: If yes, where or how would you buy these products? 
Respondent: Maybe also in the supermarket. 
Interviewer: Do you believe that your feelings play a role when you purchase food products? If yes, why? 
Respondent: Yes I think so. Maybe psychological explanations, I think that a lot of people are thinking that 
organic food is good for health so I will buy some organic food because it is good for my health too. 
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: I have no idea about that actually, but it seems that it might be good for the environment, but 
actually in China there are several people will keep our eye on the environment actually. Mostly we focus on 
health now a days, I think health is important for most of the people but not for me. 
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? If yes, how? 
Respondent: Yes, I think so. Maybe they think that something is less healthy or that something is more 
delicious. 
Interviewer: What does your friends and family think of organic food products? 
Respondent: My mother likes them but my dad does not. Friends, I think they just do not care that much I 
think. 
Interviewer: Where does your friends and family buy their food products? 
Respondent: Also supermarket. And besides supermarkets there are the kind of markets which is outside, 
people get together at some outside places in the street or square to sell their vegetables and meats and it is a 
short time, maybe in the morning about 6-9. And you can find some products that are used to be eaten in 
China. 
Interviewer: And your family would go there? 
Respondent: Yes my mother would go there. I think old people tend to go there but younger ones tend to go 
to the supermarket. 
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? Why/why not? 
Respondent: No, I think that organic is not that easy. Normal food is easier. 
Interviewer: And why do you think that is? 
Respondent: Because if I want to find some organic food I need to find them, but if I want to buy some 
normal food I can just get to the store and take the product where I don’t need to find some notice or some 
logo that tells me it is organic. 
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Interviewer: So is it because it is not that accessible for you or because you don’t know what is organic or 
not? 
Respondent: It cannot be seen that easily, I need to find it on the package. 
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? If yes, why? 
Respondent: I do not know a lot about the price but I think it is possible. If the organic food is not as 
expensive then I think it is possible, if not I choose normal food. 
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: I think there is no reason to prove that there is any ethical problems with organic food.  
Interviewer: How often do you use online platforms?  
Respondent: Every day 
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: WeChat, and maybe TaoBao, and Audipay, it is like mobile pay here. 
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: Yes, of course. 
Interviewer: If yes, why did you choose to purchase the product online rather than in a physical store? 
Respondent: I could find some products that I could not find easily in the store. Like some meat to make 
cooking. And also it is much cheaper than the things in the store. 
Interviewer: If yes, how often do you purchase food products online? 
Respondent: About once a week. 
Interviewer: If yes, have you purchased any organic food products? 
Respondent: No 
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: It is cheaper and I can find a lot of things that I cannot find that easily in a normal store. 
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: I think it can be a saving of time, and also you can get something that is not easy to get in a 
normal store. 
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: Maybe it is also about the time, because maybe if I buy something it will take time, maybe 
three or four days to get a product that is far away from here. It cannot be that convenient if I need to use it 
and I have to wait. 
Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: I think most time I trust them because there are some main product like IPay and WeChat Pay 
which I use to pay for it, it is like a window or a middle square and if I pay something to the electrical store I 
pay to the square first and the money is not with me and not with the electrical store. Then the electrical store 
sends the product and I make sure I have got the product, I click yes and the square gives the money to the 
electrical store. It is a complex system. 
Interviewer: Would you do any background checks before purchasing a product at a specific online vendor? 
Respondent: Yes, sometimes I will. 
Interviewer: And what type of background check would you do? 
Respondent: Maybe I will compare the stores and choose the best one. And the price and the quality. 
Interviewer: And where would you read the information about this? 
Respondent: No, maybe I will use sites like Google or Badoo, and also the information from the stores on 
the information page. 
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: I have experienced bad things. Sometimes in the electrical stores in China they will sell 
something that is a fake product, and I got something fake before. 
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: I think that I know most of the ones that tend to buy organic food to be the older ones. They 
focus more on their health and their family’s health. 
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Interviewer: Do you believe that your views about organic food products have changed over the last years? 
If yes, why? 
Respondent: No. 
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: I think there is a lot of promotion by the stores and by the company, maybe it tells customers 
how organic food is better for their health and better for other reasons. Actually they may not be true, there 
are always a lot of promotions that seem to be not that true. And the older people in China is always being 
influenced by that. 
Interviewer: And what type of promotion would that be for example? 
Respondent: Maybe just TV and advertisement and yes, I think TV and advertisement is the main way to 
reach the older ones. 
Interviewer: Why do you believe that it is not true what they promote? 
Respondent: Some companies may advertise that they have a lot of electrolyte in the products but actually 
water itself is a kind of electrolyte.   
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Interviewer: What is your name? 
Respondent: Ze Li, or I want people to call me Lee.  
Interviewer: How old are you? 
Respondent: 23 
Interviewer: Where in China are you from? 
Respondent: Beijing  
Interviewer: What is your educational background?  
Respondent: In Beijing, including the master program I am currently in. I had one exchange semester during 
undergraduate years, and two during the master program. 
Interviewer: What kind of food did you eat growing up?  
Respondent: I will divide into vegetable and protein. Protein is mainly pork, at least 50-60%. And maybe 
10-15% is chicken, and some beef. And for vegetables all kinds, from the wet market not packaged.  
Interviewer: What is important to you when you purchase food products? 
Respondent: When I purchase it the top thing is quality, because I am a super foodie, if I just eat for myself 
or cook for myself. And then definitely price. And honestly, from the quality it can define what it contains so 
many different aspects. If we are talking about ecological or organic you can definitely tell the organic food 
as labelled, the quality and appearance is so much better and the price definitely.   
For my mother it is convenience and price. Whether you can get it from a nearby wet market, and then the 
price. They always have a blast when they find good deals. Especially after 2010 my father had a heart 
attack, and then after that my mom is super into quality and organic food, she wants to improve the health of 
my father and save his life. The trend is pretty obvious these years. Anti corruption issue is pretty severe in 
China, companies are actually not having a growth period as before. Years before they were directly bribed 
officials or COE leaders with money or luxury. Currently they are gifting with gift cards organic food. So 
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this including the delivery service is super popular in China among the families. It is a one month or one year 
membership so you will have high quality food products, already packed and certified including protein, 
vegetables and there is actually over a normal family’s regular demand. And it will be sent directly where 
you are. This service is super popular in China right now.  
Interviewer: What role does health play for you when you buy food products? 
Respondent: Honestly, I would say that health is important. I don’t eat that much junk food. I eat what I 
want and go to the gym. For the health part I don’t quite care about the food side, would not go directly 
chicken breast with broccoli for example, I don’t eat broccoli. But health is important, I always focus on the 
balance between protein and vegetables, fruit, yoghurt and all those kind of things.  
Interviewer: What role does price play for you when you buy food products? 
Respondent: I would depend on if there is a substitute nearby or not. I would compare the price at the time, 
for example if you have a regular price package and two packages for a huge discount, then you know that it 
would have been several days ago and this kind of thing, but I will still go with the cheaper one. If you go to 
wet markets the most important thing is that you don’t know where it is from, especially the protein. I 
worked in pig raising companies, so I know the tricks. You don’t know what is injected into the big, so then 
it is safer to go to the supermarket to find the quality food, even though you have to pay a margin for that. 
Safety rather than quality is the issue.  
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: It depends on how much time I have. But if I want to eat duck for example it does not matter, 
you would always find a substitute.  
Interviewer: Where do you usually buy food products? 
Respondent: Supermarkets.  
Interviewer: So you would never go to the wet markets? 
Respondent: Not never, but after working in the pig industry you don’t want to buy those products because 
you don’t have any background on it or know what happened. 
Interviewer: What is your view on organic food products? 
Respondent: As an insider it is definitely overcharged, but the quality is better. They are introducing the 
highly premium, where the pig has a lot of backyard to run around on, they eat food for pigs, they avoid all 
bacteria and antibiotics, the environment is even better than us, but then the price is super high. Then the 
pork price will be super super high. For the company there will be two ways, the first is increase on margin. 
The second thing is that you help your brand with quality and safety. Which is quite an issue, since the safety 
in China is super super important right now, and it is a part of the quality thing. You have several product 
lines and if you have a super premium product you can brand your whole company with that.  
Interviewer: Would you ever buy organic food products? 
Respondent: Definitely. Bought a lot of times. 
Interviewer: Why? 
Respondent: It tastes better, and the second thing is the safety. You know how much antibiotics the food 
gets. And you know the good conditions rather than not knowing where, you know the whole background is 
safe. It is safe rather than quality. By the appearance I can tell, so the label itself does not batter but it helps 
distinguish the so called organic ones from the ordinary ones. You feel the contrast you saw its label organic 
then you check it and then you believe. But not just with the label. 
Interviewer: Where or how would you buy these products? 
Respondent: Larger supermarkets. Even for supermarkets we have some public common ones, like 
Carrefour or Walmart or some Chinese chain supermarkets. Normal priced ones, and there are also some 
elite ones. The elite ones would not distinguish between organic and not, they only sell organic.  
Interviewer: Do you believe that your feelings play a role when you purchase food products?  
Respondent: Definitely. I am always eager to buy thing when I am happy.  
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: Health issues, it’s a plus. The promotion of organic food from the demand side to change the 
demand side, and to make them breed in a way. That is definitely a plus to the environment. Plus for the 
others too. For the environment it is a plus but not a major thing. The major thing I still the productivity in 
China, especially for agriculture is pretty low. The pollution from breeding pigs. The processing and the 
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other things is still undeveloped in China. Some pig farms got directly shot down because of this problem. 
And some of the poops and pollution from the pigs are directly thrown down to the lands without any 
processing. So for the environment organic food is helping, but is still a minor impact.  
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? 
Respondent: Not really honestly. I have strong self judgement. And for food I have this kind of confidence.  
Interviewer: So you would not listen to their opinion because you know what you want already?  
Respondent: Yes what I want, if it is just for food. I believe I am an expert.  
Interviewer: What does your friends and family think of organic food products? 
Respondent: My family is definitely in for it. They don’t think that big for the environment or so, only think 
about health. For my friends it is also, more for health rather than the big picture. Some go with organic food 
because they are into gym and they get some advice from their coaches and other sources for information.  
Interviewer: Where does your friends and family buy their food products? 
Respondent: For family, they get gift cards. For friends, I would split into two parties, some who are already 
working in some financial company or institutions, for them they just buy downstairs from their office 
building, because they don’t have time to go to supermarkets. But others would go around in the 
supermarkets.  
Interviewer: Does your mother for example still shop in the wet markets? 
Respondent: Almost no supermarkets. I just mentioned the gift card already, so you can already supply a 
whole family or more with that. And they get delivery every week so she doesn't even go to the supermarkets 
or markets, and then she puts an order online and gets the food delivered. This is a growing and popularised 
thing.  
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? 
Respondent: No, definitely conventional is still easier to get. But still depending on where we are talking 
about, if I am at work then it is easier to get the organic food since it is just in the basement of my office 
building. But at home it is more near to the regular supermarket. Each resident community will have its own 
wet market, and they will share a big one.  
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? 
Respondent: Yes definitely.  
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: I don’t think human rights really impact, especially for food. I honestly don’t think how human 
rights should be connected to food. For environment it will help, but more with traditional food, especially 
getting to know how much pollution a pound of meat can affect the environment. I would definitely choose 
from a larger or more mature companies, as it is better quality and  am costing less pollution with this type of 
thing. Labour rights, yeah, not quite concerned by this. I would not positively concern this when purchasing 
products but if there are severe issues on the news I might possibly avoid those brands. Unless it is Nutella or 
something you can’t avoid. Some daily must have. 
Interviewer: How often do you use online platforms?  
Respondent: In general, almost every minute.  
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: WeChat, Facebook, G-mail, taobao, JD, google maps, uber, airbnb, linkedin, google drive. 
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: Food not, but for other things.  
Interviewer: Why not? 
Respondent: I cannot feel the security, when I can't touch or feel. Another thing is because for food 
products, especially the fresh ones the delivery system was not so mature. It is getting better right now, but 
for back then. For example the protein was always a problem, especially in Beijing because  Beijing don’t 
have pig farms and slaughterhouses nearby. That means if you are buying meat online the product you get 
actually would be frozen ones sent from the larger plants from the south. The frozen pork vs the fresh pork, I 
would rather take the 10 min walk to the supermarket. And for organic meat they are not sold frozen, 
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although online they will brand themselves organic or something but you know it. But it is getting better. I 
know a lot of friend and family how are buying this, and for final food product or maturing products.  
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: Two things, the first is that I have the demand, I need it. I’m not the guy to surf the platform, I 
am the kind that have things in mind and that know a list of what I need. Then I go online to compare the 
price, brand and source. And then I get the delivery. The second criteria is price, because all I buy online is 
necessities, but not really in need for a good quality, iPhone cover for example. And then brand can imply 
the quality.   
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: The first one is convenience, you can buy for example a IPhone cover or a pound of pork, if 
you go on taobao or JD and you can have one delivery for all the stuff, rather than going into 7-8 shops for 
each. And also you just need to go downstairs and get the delivery, rather than running around for hours. 
Currently they don't have a lot on price advantage, currently the price online vs offline is almost the same.  
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: Whether I can sense it or not. If it is for some regular things that is actually the main reason 
why I don’t buy food online. If it is a pen, a book or something that you can imagine the sense of it, then you 
can buy it. But for food the sense or feeling upon it is incredibly important. If I buy some pork I cannot touch 
it, I cannot check the quality of it. Then it is a no for me. A least I can imagine. A company called Netis, this 
company is famous for rooting half of the Chinese online gaming market. One of the things they are doing 
right now is doing two hopping channels online, one with affordable quality products. they are using the 
OEM factories for those brands. And then they sell it without the brand. It is super quality but affordable. 
The second one is about buying overseas products. Both these brands are known for having really quality 
brand products. For me, if I got the chance to try it, and I got a really good experience, i would definitely go 
on with it. But still I haven't got the trigger to do it the first time. The first time is always important.  
Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: Definitely, you have the store, the online platform and you have a store you can manage 
different brand. The trust within the store you have to have trust in the brand, even the trust in the delivery. 
We have so many kinds of delivery. All of them matter. I know my friends if they buy some snacks online, 
they can say what types of delivery companies they don't want. Because they will break it down, and press 
the snacks too much.  
Interviewer: Would you do any background checks before purchasing a product at a specific online vendor? 
Respondent: Currently, it is the vendors exhibiting the information to the customer rather than the customer 
actually checking it. There will be some very rare cases for customer to check. Vendors are more sensitive to 
this. And they are actually actively getting this kind of information themselves, we don’t quite need to check 
it. And especially for some platform, a sub platform under Taobao, called Timo, on that one you have to 
exhibit your background.  
Interviewer: Imagine if you were to try and buy pork online for the first time, what would you do to try and 
figure out where to buy it? 
Respondent: Firstly, I will check the brand, the different pork brands, because when you are buying online 
you are not saying you want pork from this market, you say you want pork under this brand and then you 
have a expected quality and price. Then to check their availability, whether I can have fresh or frozen, the 
availability of different types of products. That is primarily it. And then their delivery. For food delivery 
really matters because of fresh.  
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: Good. The things I buy online is only the small ones, never big or expensive ones. The big 
ones are service rather than tangible products. I check the review and quality. That is pretty expectable.  
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: The first thing is health. Their awareness of health in their lifestyle. The second is the price, 
whether the price of the organic food can be kept within the affordable range. For us in Beijing, working in 
finance, the income level is different, the whole country cannot afford it now, but in the future there will be 
more people that can afford this kind of products. The last one I want to say environment, but I still don’t 
think Chinese people care about the environment. The problem now with Chinese people is that they have 
too much concern with industrial pollution, but they have very little awareness about agriculture or how 
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much pollution agriculture actually is causing. They don’t have this kind of information and awareness about 
it.  
Interviewer: Do you believe that your views about organic food products have changed over the last years?  
Respondent: I guess the biggest change is affordability. Because the previous years I am getting more and 
more income. So with income increase, when thing become affordable for you, and the quality is good then I 
would go for it. That is the process. It has definitely changed, because previously I did not want to spend or 
waste so much money on it.  
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: No not quite.  
Interviewer: Would you say organic food is big in China? 
Respondent: It is big in Chinese cities, in the large metropolitan cities like Beijing, Shanghai. It is still 
growing, but definitely not the majority.  
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Interviewer: What is your name? 
Respondent: Shanchuan He 
Interviewer: How old are you? 
Respondent: 19 years old 
Interviewer: Where in China are you from? 
Respondent: South China, Fujian Province 
Interviewer: What is your educational background?  
Respondent: Bachelor degree of commerce 
Interviewer: What kind of food did you eat growing up?  
Respondent: Rice and diary every day, i drink milk. 
Interviewer: What is important to you when you purchase food products? 
Respondent: For me, in China it is that it is delicious and nutritious. 
Interviewer: What role does health play for you when you buy food products? 
Respondent: Of course it is important and you need to take a look at the manufacturers, but in China most of 
the meat and vegetables is come without any brand, they just go to the market an are sold by farmers and for 
milk and some products they will come brand so we will take a look at the brand, but for diary markets they 
only got two dominant companies, so we don’t have any bigger choice. But more recently we can see more 
and more competitors coming out within the niche market. 
Interviewer: What role does price play for you when you buy food products? 
Respondent: It is just medium range because we don’t have any luxury food products or anything, so it is 
the medium range for me. 
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: For most of the time it is not a big issue because there are many shops to buy, but for organic 
product it is a little bit harder for us to buy, because the production area of factories are far away from my 
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hometown. But there are many local organic farms in my hometown, but they are just small businesses so 
they do not come with any brand or anything, they just sell directly to most shops. 
Interviewer: So they sell their products to small shops only? 
Respondent: Yes they sell directly to the small shops, the one that has been known for many years and they 
sell to them directly because they produce little at a little organic farm that sell directly to those, and then you 
will know for the most. 
Interviewer: Where do you usually buy food products? 
Respondent: Supermarket and more and more recently I purchase products online e-commerce like on 
TaoBao. 
Interviewer: What is your view on organic food products? 
Respondent: It is really interesting, but for me I think it is delicious and it is more healthy but of course it is 
more expensive, especially in China. In general organic products will cost three to four times more so it is 
more luxurious. 
Interviewer: Would you ever buy organic food products? 
Respondent: Yes, it is very common. 
Interviewer: If yes, why would you buy organic food products? 
Respondent: It should be cheaper, if it is three four times more expensive I will not buy it. And also how 
healthy it is, it depends on what type of product you are buying like meat and vegetables, definitely for those 
products I will pay more. 
Interviewer: If yes, where or how would you buy these products? 
Respondent: For processed products like dairies I will buy it online, but I would not buy eggs or chicken. 
You cannot know who will produce these organic products, so you need to reach out to more local. 
Interviewer: Do you believe that your feelings play a role when you purchase food products? If yes, why? 
Respondent: Yes probably, it depends on which organic product that you are buying. In general, definitely.  
Interviewer: Why would you say that your feelings play a role? 
Respondent: The biggest part in China is part of feeling, it is about engaging when you talk to your family 
and friends, and more recently they will talk about organic products and they will share their point of view 
and they will influence your feelings and your opinion and that is a huge part of it. And for most of the 
organic farmers, because they are small business so when they are marketing for their organic product they 
also use this kind of way, it is more person by person and face to face. 
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: Yes sure, but it is more complex because China has got a lot of people, but for my home town 
definitely yes, because it is getting more organic and working for the environment to be better. The biggest 
part in my hometown is the dairy, they care about milk and that is a big issue because more and more people 
concerned about their health of the milk. There is a company that got at big issue when producing their milk 
and got many child sick. Many people that are requesting to buy milk outside of China. So organic milk is a 
huge market for them and definitely this will affect their healthiness. 
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? If yes, how? 
Respondent: Yes definitely, that is a big part. In general it is on the table or in a room and you will talk to 
each other and talk about the products and the benefit of it, they concern about the benefit a lot, especially on 
health. So that is a big part. 
Interviewer: What does your friends and family think of organic food products? 
Respondent: It depends. Because my friends got very different backgrounds, for those who have had income 
of course they will like to buy organic food and they purchase it every time. Actually my friend is the owner 
of the biggest organic supermarket chain in my city and he sold a lot and it is going pretty because of this. 
And all my friends, every time they buy products they will go to his supermarket because he has the one 
supermarket close to our home that sell organic food products. But for my friends that has got a lower 
income or live in rural areas they do not have the access, but in rural areas they can produce organic products 
by themselves. They don’t know much about branding or branding about organic products, but they just live 
organically. 
For my family, my father and mother are getting older and older and in China older people will concern more 
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about organic food because they concern more about the healthiness, a lot. They think that organic food will 
actually lead to them being healthy.  
Interviewer: Where does your friends and family buy their food products? 
Respondent: If they live in big cities they will buy them at the big supermarket. Like Walmart, and anything 
else they will buy to a small supermarket that sell all in town. But for rural area they just buy it directly from 
the farmers. 
Interviewer: And if we talk about more normal food products, not organic, where do they go then? 
Respondent: It is the normal supermarket, it is a little bit different than in Denmark or Europe, we don’t 
have a supermarket that sell the package of vegetables or meat, instead we just got a marketplace. Each day 
the farmers will go into their marketplace of small windows and sell their own products direct to the 
customer, without any packaging or anything else. That is the most common way in China. 
Interviewer: Does your family go there to buy food products? 
Respondent: Yes, sure. 
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? Why/why not? 
Respondent: It is easy but it is not in a wider range in China, it is still a new market. For most of the organic 
products it is processed like dairies and it  is more high range, we don’t usually have organic meat or organic 
vegetables, but instead we have organic shop sticks and something like that. 
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? If yes, why? 
Respondent: Yes, definitely. 
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: For me I will concern a lot because I study in Europe. But if it is my family or my friends in 
my hometown, I don’t think they will concern a lot about ethical or human rights because there is not a big 
part in China. But if it more highly educated people like university students they are getting more and more 
concerned about it, like me. I will look at more about human rights and ethical issues. But for the biggest 
purchasing power in China they are not educated, like what is ethical and what is human rights, they don’t 
know anything about it. 
Interviewer: How often do you use online platforms?  
Respondent: Every day 
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: Social media, the big and private ones like QQ and WeChat, similar to Facebook and 
messenger, and also more public is Weibo like Twitter in China. And when I do purchasing or any other 
payment I use WeChat payment, like Mobilepay in Denmark. And the most common is TaoBao and AliPay. 
And in TaoBao is becoming more and more popular in China because the people are fascinated by the price, 
the low price, and also I can get more information about one specific product and you can compare, because 
in China people consider a lot about the price. So they can see so many different products and they can 
compare it. 
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: Yes sure, I like it a lot. Because in China it is hard to buy better food, or food that I have tried 
in Europe. The only way I can buy is by online, there are only a few importers that will import cheese or 
yogurt from outside of China. 
Interviewer: If yes, why did you choose to purchase the product online rather than in a physical store? 
Respondent: Availability, because in general the offline stores they don’t provide such a wide range of 
products that you want to buy. And for many people, they are getting more and more lazy, they just don’t 
want to go outside, they just want to stay home and do other things. And you can just click the website and 
delivery is fairly cheap in China, if you purchase products and you got enough, maybe equal to more than 50 
DKK in products they will deliver for free, it gets a lot more easier for you. 
Interviewer: If yes, how often do you purchase food products online? 
Respondent: Every other week. 
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Interviewer: If yes, have you purchased any organic food products? 
Respondent: Yes, but I don’t usually recognize if it is organic. Most of the time when I recognize that it is 
organic it is the milk imported from outside of the world. And also steak. 
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent:  
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
It depends, because in China they don’t buy steak or any Western food, so if you want to buy some then the 
only way you can is to go online. That is the biggest part, because the supply chains are more complex, if 
you want to buy food online and especially fresh food it is definitely more about the supply chain, how can 
you keep it fresh all the time to deliver to your home and that is the biggest part in China. 
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: That is definitely about the time, because especially the fresh food, people don’t usually buy it 
online. Currently the biggest one is TaoBao and JD, those are only two players in China and currently they 
are concentrating on three big cities, they will only concentrate on those three well-developed cities, it will 
get easier for them to supply fresh food to those cities. And for any other cities like the place that I live, it is 
hard for me to buy online, in general it will take one or two days, instead of big cities it will take 20 hours. 
Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: It is online so definitely. In china the people concern a lot about trust, especially the older ones 
like my father and my mother they consider trust as immediate, like face to face, so if you want to market 
organic food to them you should be salespeople and see them face to face. Another one is that the friend of 
your mother that bought organic food will market that to your father and mother, that is the most usual way.  
For us, we are young generation so we just look at online directly. So the trust here is not a big issues if you 
cannot see people face to face, but more and more we see social media and the more online marketing in the 
Chinese young generation. In general we see key opinion leaders that will send out an article on their 
platform and most people will like it and agree with them. 
Interviewer: Would you do any background checks before purchasing a product at a specific online vendor? 
Respondent: Yes, the most common one is to check for reviews and read everyone's comments. Especially 
the ones most close to you, you will value their review a lot. 
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: Dynamic, I like to try new things. I enjoy the new products. It’s a good and interesting 
experience for me. 
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: Trust, definitely. Because it is a big issue of food safety in China, everyone is concerned about 
their safety, because the food is not so good and there is so much pollution in the main areas. They just don’t 
know anything about where it comes from, because most of the food is sold directly to the marketplace by 
the farmers and basically they know nothing about the supply chain or where they found their vegetables and 
meat. And with the trust, there many ways that you can get trust, both online and offline, for older they 
would prefer offline and for younger generation online. 
Interviewer: Do you believe that your views about organic food products have changed over the last years?  
Respondent: Not a lot, just general. 
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: Well, I think the marketing is a big part in China, basically organic food is more about 
marketing. Every food producer, if they want to market their organic heritage they will do more marketing. 
In general they will concentrate on a lot of campaign online, especially the articles and that is the biggest part 
in China. 
Interviewer: Do you think that they are not marketing it enough now? 
Respondent: Yes, but it is getting more and more marketing and many documentaries. And many news, 
because in China in the past few knew about organic, but more recently they are getting more and more into 
it, and I think that it is growing. 
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Interviewer: What is your name? 
Respondent: Ruoming Zheng 
Interviewer: How old are you? 
Respondent: 21 
Interviewer: Where in China are you from? 
Respondent: Guangzhou 
Interviewer: What is your educational background?  
Respondent: I am doing a undergraduate degree here on exchange, so I am on my second year in university. 
Interviewer: Where in China do you study? 
Respondent: I was born and raised in China, but I went to Singapore at 15 or 16 years old. I attended two 
years of secondary school and two years of high school in Singapore and continued with university in 
Singapore. So I am doing a full time degree in Singapore.  
Interviewer: What kind of food did you eat growing up?  
Respondent: A mix of both traditional Chinese food and western food, because my parents are very open 
minded. And I have been preparing to go abroad for study so I mean my parents and my grandparents cook 
Chinese food at home, but maybe two times a week we will go out and eat all sort of food, mainly western 
food. 
Interviewer: What is important to you when you purchase food products? 
Respondent: I did not have much time to do a lot of food shopping when I was in Singapore. Because 
Singapore is a very established food culture. And also infrastructure, so we basically just go out and there is 
cheap food options everywhere. You can get a proper meal for like 20-25 kr, so I did not have to do much 
grocery shopping back then. Even though I value fitness, and I am very mindful of what I eat, but because 
the food here is very expensive i don’t go for the organic options. In Singapore I don’t do a lot of grocery 
shopping, so that’s not quite my concern. When I am in China, I spend holidays in China, so about three 
months every year. So when I am in China I usually go for the top quality food. Because the cheap ones tend 
to have problems. I also do online shopping if some ingredients are hard to find in local supermarkets. 
Interviewer: What role does health play for you when you buy food products? 
Respondent: First of all, I don’t really care if it is organic or not. I need to know if it is harmful to my 
health. I believe that certain food non organic can still be healthy, because of the nutrients that they contain. 
Also because I go to the gym regularly, I am very mindful of the composition of the food I eat. Less so if the 
food is organic or not. For example in a typical meal I have from different sauces, cheap ingredients, but 
what I care about is really the nutrients, so the sources of the food. 
Interviewer: What role does price play for you when you buy food products? 
Respondent: It depends on where I am. In China I go for the high end food options. Usually the most 
expensive available.    
Interviewer: Why do you go for the high end options in China? Is it because you don’t trust them or? 
Respondent: It is a mix of both. First of all even for the more expensive ones, the price still is pretty 
affordable, by my family’s standard. Also the cheaper ones are usually a bit dodgy, like you don’t know what 
goes in there.  
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Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: It is important because sometimes I go for specific products. In china it i hard to find premium 
food ingredients in local supermarkets, then I have to go online and shop and then it is very convenient 
anyways so I will take that step. I think availability is pretty important to me. I need certain food sometimes.  
Interviewer: Where do you usually buy food products? 
Respondent: Again it depends on if it is food I eat a lot every day and it goes out very quickly then I tend to 
get them at the local supermarket. For the more precious or hard to find kind of ingredients, like certain kinds 
of mushrooms or certain types of meat I will go online. Because in China we have this Taobao website and 
you can see reviews from other buyers that kind of guarantees the quality, by just reading other peoples 
reviews.  
Interviewer: Do you ever purchase at wet markets? 
Respondent: Yes. I will talk about the two cases I have herd. In China it is becoming rare because the food 
tends to be less regulated. But the part I stay in right now, I moved to another city, it has a local wet market 
and it is very seasonal, I like to visit this market. But that is probably the only market we have. Other 
markets are regulated by the government and transformed into physical stores or something like that.  
Interviewer: What is your view on organic food products? 
Respondent: Personally I think since I studied marketing to me a part of it is branding, it gives out the 
message that since it is organic it is healthy. But I know that is not true. Healthy or not depends on your 
eating habits and on how you design your meal. When it comes to my personal practice, I don’t really care if 
it is organic or not. In china organic products is a guarantee of quality. It is kind of like the only way to 
certify the food quality. So I would usually go for. There are several ways of going about it, and there are 
other types of branding, all natural or there are several types of organic products. I usually go for the ones 
more branded, or products that are packaged in a nicer way.  
Interviewer: Would you ever buy organic food products? 
Respondent: Yes.  
Interviewer:  And you answered why, then where or how would you buy these products? 
Respondent: I don’t have specific preferences, I don’t have preferred brands or stores. I usually search for 
the type of ingredients I need. And I will try and find the store or the brand that has the highest reviews or the 
most positive reviews. I am open to trying new brands and ingredients.  
Interviewer:  Is it easy to buy organic food products all over in different stores in China? 
Respondent: I wouldn't say so, supermarkets usually, there are different types of supermarkets. Usually 
what is nearest to me is the most local and cheaper kind of supermarket. There are also the more high end 
supermarkets, but usually when I go there I don’t really buy from there because I can find cheaper options 
that are just as good online. I go there for inspiration and write it down, and shop it online. There are also 
speciality stores that only sell for example vegan products. Those stores are even more rare, I won’t look for 
those stores. But i may walk in if I come across one 
Interviewer: Do you believe that your feelings play a role when you purchase food products?  
Respondent: Definitely. I pay a lot of attention to aesthetics. If the packaging looks nice of the food looks 
attractive I might just buy it. Sometimes it might just be a impulse shopping, because I might not need it or 
have time to cook. But I still buy it anyways.   
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: I will start with environment, I think whether it is purchasing organic food helps saving the 
environment is a very tricky question. Because sometimes even the process of producing the certain type of 
food, is healthier or more organic, might use more resources or land which is precious in China. So the 
overall carbon footprint might not be reduced. I don’t think that consuming more organic food would help 
the environment. Sometimes it is more cost efficient to just mass produce, and go for the cheaper options, 
like raising Chicken in factories. But health wise I definitely believe there is a difference. The food is not 
contaminated and stuff like that. Also the taste is usually better and the look is more natural. I think that 
safety is integrated into health, because the food is produced in the more, there is less chemicals involved, So 
I think the food would be healthier than the food that has pesticides.    
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? 
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Respondent: Yes definitely. I think the thing about food is very much like someone's eating habits are pretty 
much influenced by friends and family. At least to me if my friend or family are very environmentally 
conscious or health conscious and I might consider buying more organic food, I might be influenced to 
consume more organic food. But also if they don’t really care so much about organic food i would not force 
them to go for organic options. To me there a tons of other things that can affect your health. I am cool with 
not being so particular about the food sources. As long as my diet is healthy overall.    
Interviewer: What does your friends and family think of organic food products? 
Respondent: I have friends that are very conscious about food sources. And I have friends who are more 
cost conscious. My family have a neutral standpoint. They would not go to a extreme. We just want things 
that we know are not harmful. But instead healthy.   
Interviewer: Where does your friends and family buy their food products? 
Respondent: Similar sources. The city I am living in right now and the city I am from, are big cities in 
China. So premium products tend to be more available, but still they go for online shopping. Simply because 
there are more options available. And the e-commerce industry is very mature in China, so I mean why not. 
The older generation like my grandparents and even my dad, we prefers to see the food before he buys it. So 
he would go to the wet market and whenever he buys something he buys in bulk, so would buy for like a two 
week supply. Because he does not trust e-commerce so much. So my dad is then an exception.  
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products?  
Respondent: I think in the past there was a barrier, it was more difficult to find those food products. 
Especially if you would need something like right now, you are running out of stock or ingredients to cook 
with. That is in the past because now, it is possible that you order a thing online the night before and it is 
delivered the day after. I think what is stopping me from buying organic food products is that I am not 
actively looking for it. When I do grocery shopping online I don’t search for organic food ingredients. I 
would just go for the ingredients, and all sorts of options pop up. Then I would go for the one that catches 
my eye. Because of my shopping habits, sometimes I don’t, the best options are often not the organic one. So 
I would go for the other option instead. That is the only time where I think, I could have bought organic 
products, but because it is not active in my mind I don’t buy it.  
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? 
Respondent: Yes, to me it is value added characteristic. If the cost is similar and I can find it very easily and 
it is healthier I would go for it. Usually organic food tastes better as well. It is less artificial compared to the 
mass produced goods.   
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: It depends on the type of violation, or exploitation, what is happening behind this kind of food. 
I think it is a personal preference. Some people would say that eating meat is not good or having coffee is 
produced by children. Those things are not always so black and white. I understand and I appreciate the 
effort, but I would not change my purchasing habits because of those reasons. If I can I would try to 
minimize it, if I see it in the supermarket with labelling child labour, but if I don't know I wouldn't actively 
help the brands that are. I feel like there are a lot of thing that you cannot as a consumer, it is too draining for 
me and adapt by eating habits every now and then just because something pops up.  
Interviewer: How often do you use online platforms?  
Respondent: Every day.  
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: Depends if I am on holiday or if it is during my school term or if I’m on internship. When I am 
on holiday I go to shopping websites very often. Because, as I mentioned I spend my holidays in China and 
shopping online in China is so easy and cheap, and so many options around. There are so many options 
around and so I can bring these things back to Singapore or to where I am. Social media, message 
applications WeChat. In Singapore I use Instagram, Facebook, and also normal websites, browsing for my 
course, and Netflix for entertainment.  
Interviewer: You have already said that you use online platforms to purchase food products? But why did 
you choose to purchase the product online rather than in a physical store? 
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Respondent: The most important is because I can get the same quality with much lower price, with, with 
much I mean about 10kr difference for the same product, so that is like 10-15% less and is therefore very 
attractive to me. Also some shops support refund policies. So if I don’t like the products I can refund them. 
So that is also attractive. And also simply there are more options out there.  
Interviewer: How often do you purchase food products online? 
Respondent: Usually what I get online are not day to day supplies, usually I buy online because I crave for a 
certain food a dessert or like a snack. So I would say about two times a week. 
Interviewer: Have you purchased any organic food products? 
Respondent: Yes, but those times are because the organic food option was the best or it looked better.  
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: I believe that food that has nicer packaging or looks better, I associate this with quality. If a 
supplier can pay such attention to the packaging then the food can’t be too bad. That is my personal belief. 
The look is important. And also sometimes I pay attention to how they advertise this. Some advertisements 
are low budget and not planned very well, then I dent to find them more dodgy. I will go for like a more 
established brand more established advertisement. Because that is basically what I can depend on when I buy 
online. Sometimes the origin of the produce makes a difference. I tend to go for the ones near to me, because 
first of all the ingredients don’t get bad and it is saving food print and it does not have to travel that far. And 
I can enjoy it sooner. So the location, because China is big, it can take up to ten days to ship something if it is 
far from you.  
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: Sometimes if I buy at a wet market which sell mostly organic food products, because it is 
grown by the local farmers, I get to do some food tasting and you can see how they process the food, for 
example if it is chicken or fish, and you know that they don’t take anything any parts away. To be that’s a 
thing that is something online purchasing can’t provide. Also if I buy on the wet market it is simply fresher. 
Even though i buy it online it can be fresh, but I don’t really know how or long it has been out there before 
shipped to me. But for the local produce I am positive that they shipped from their own farms in the 
morning. To me that is another thing I can’t get from online platforms. I can’t know how fresh, that is the 
question. The shopping experience is different. The wet market in my place in my city is a very narrow street 
and very very crowded. To me it is a very interesting experience. It is so crowded you can barely walk, there 
are shops along the street, and also farmers who can’t afford rent and put the kits outside. So the pathway for 
people to walk is basically a pathway for three people. I really like that kind of busy markets. Sometimes I 
just go there without having anything to buy to be surprised, because everything is seasonal. That is another 
thing, when I am in the market I learn a lot of things, because the farmers learn you how to eat different food, 
and you see new type of food that you didn't know existed before. But with online shopping you have to 
know what you are looking for, and then you can find it. There are a lot of things, and if you don’t know it 
exists you cant even find them. That is the reason why I prefer wet markets.  
Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: I think trust is a very rare thing in china. Vendors online they may have products that happen 
to have, well I depend on aesthetics quite a lot, so if they happen to have a taste for it and they can to really 
good advertisement, I might just buy their product. I think the only thing is we don’t trust anybody because 
even a good vendor can, the quality can turn bad. To me it is a ongoing process, I always have to re-establish 
the trust on the store or on the vendor by reading the reviews. The reviews are always updated and always 
real time. So by reading reviews I know if this batch of food is good or not. I don’t really trust everybody. 
Even the reviews can be fake. The vendor might pay people to write positive reviews for them or they might 
give the customers some incentives like a discount if they give positive reviews. So that is kind of like a 
thing. So that is why I like to rely on a lot of factors and make judgement, and sometimes it is a gut feeling. 
It is not even scientific.  
Interviewer: Is there any other ways for you to do any background checks before purchasing a product at a 
specific online vendor? Is there any place that you trust more? 
Respondent: Sometimes we have public accounts in WeChat, so they are run by companies or individuals, 
so some quality accounts, which gives feedback on certain products. But even those are just like how blocks 
work and take commission fee. And they might write positive reviews because they get money from the 
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vendor. So again it is a judgement call. It depends on if you like the particular account or the person, and 
how much you want to trust it. A lot of times it is an investment.  
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: I have been pretty careful, I would read a lot of reviews and compare across the different 
stores. I compare the products sold by different stores. For me to make up my mind it takes quite a while. I 
can do it the whole day if I am on holiday. usually I am pretty happy with the results. I make a lot of 
comparison beforehand, the process is long and painful, enjoyable as well. But the results are usually 
positive.  
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: Because China is too big, so people have different motivations when it comes to buying 
organic products. Usually people buy because of health concerns. If we talk about the general population, 
people are more cost sensitive. They will actively seek organic products if they know the non organic 
products are harmful. They will not do it because it is a more premium lifestyle. If the cost of organic 
products happens to be lower than the ones mass produces. Which is unlikely because organic products 
usually takes more resources or more expensive to produce. Then I think they might switch for, or go for the 
organic products instead of the normal products. Because there is a added benefit, like health. I think it is 
difficult to incentive or go for organic products.  
Interviewer: Do you believe that your views about organic food products have changed over the last years?  
Respondent: I grew up in a family which did not emphasise on organic products. Their shopping decision is 
a mixture of a lot of considerations. I think my one only started to grow when I started going to the gym and 
started doing sports and taking care of my body and image. I started watching a lot of Youtube videos about 
good eating habits and ways to keep fit. It was then I saw a lot of information about organic or healthy food 
options. That is when it started to change. I know the differences between the health and the differences 
between the organic products and the non-organic products. When I came to Denmark it changed a little 
again. there is such an extensive product line for organic products. Everything has both options. I was a bit 
shocked at first. In China, what is organic is usually the ones freshly produced, but here even sugar can be 
organic. I realised that it can be done that way as well. A lot of people are opting for organic lifestyle here. I 
think sooner or later I will be influenced by these things, and be more careful when I purchase these things.  
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
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Respondent: Lanning Quan 
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Respondent: Bachelor degree for now, and major in English. 
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Interviewer: What kind of food did you eat growing up?  
Respondent: Actually, in my family it is quit special because my grandparents are Korean, but I am 
Chinese. But they have loft of influence on me. Actually I ate lots of Korean food and Chinese food all 
together. Mostly it is rice and noodles. Western food I also eat in the weekends when my parents would take 
me out in the restaurants for dinner. So basically traditional Korean or Chinese food, mixed together.   
Interviewer: What is important to you when you purchase food products? 
Respondent: First of all I would check out the date, and the expiry date. And then the brand. Some specific 
brands produce really good food and with nutrition’s and also delicious, maybe that is the other reason. Also 
my friends would recommend me some food, and I would just buy it, even if I did not try it before. If they 
said it was great I would try it. But mostly I would just follow my mom's choice. When I buy some 
chocolates or something I really want to eat, my parents would avoid me.  
Interviewer: What role does health play for you when you buy food products? 
Respondent: I don’t care about it. You know when I was young in china, there are some small shops in the 
neighbourhood. The food sold in there stores are not healthy. Some snacks with a lot of spicy stuff and 
ingredients, but it is very delicious. My parents would not allow me to buy those things, but when I was with 
my friends I would just buy them and we would eat it. I knew I would feel uncomfortable after I eat it, but 
still I will buy it anyways. Now when I go to the supermarket or open market, maybe I would consider more 
about health. But not too much. I think I am young enough to digest all those things and if I feel stomach 
ache so what, I love stomach ache. S it is not my first priority.  
Interviewer: What role does price play for you when you buy food products? 
Respondent: Just not too pricey and I would accept it. If I want to eat something and I really need it really 
much, I don’t care if it is very expensive or not. The food is what can help you live, so you just can calculate 
the price tags on the food. If the carrots are too expensive then you would not eat it. I just don't think of it as 
important as other things.  
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: Of course, because supermarket is just 5 min walk from my home. Also when I go to some big 
shopping malls they have some imported food in more expensive supermarket.  
Interviewer: Where do you usually buy food products? 
Respondent: Carrefour, BHT, I will buy some food through internet. Especially when I am in school I have 
some snack bars in by school, but it is just not enough. I use some apps where you can order all the food you 
want. You can order vegetables, fruit, bread and snacks, all kinds of things. And it is just within two hours 
and they will deliver it to you, it is quite convenient.  
Interviewer: Would you ever go to the traditional wet markets? 
Respondent: I don’t. In those markets it is usually where elderly people go, and not young people.  
Interviewer: Would your family, your mom go there?  
Respondent: My mom. She works at home, so every morning she can go to the market and buy some 
products for the day or for the week, and she enjoys bargaining with the sellers, for a cheaper price. But not 
me, there are too many people and so noisy and crowded.  
Interviewer: What is your view on organic food products? 
Respondent: Actually it is still quite new concept for Chinese people. We just buy those foods saying that 
we are organic. We actually don't know what it means with organic, and what is the difference with organic 
food and normal food. Actually if you put two potatoes in front of me and wanted me to tell which one is 
organic, I cannot tell. Even if you pointed out to say that this is organic, I would not see any difference 
between it. The taste would be the same. But still the organic food products take up a large amount of the 
market, and people will buy it because everyone else buys it. It is like a trend. If everyone else buys it, then it 
is not wrong that I buy it. But to be honest, do you really understand what it means with organic, no. Maybe I 
can say that just the experts would know what organic exactly means.  
Interviewer: Would you ever buy organic food products? 
Respondent: Yes, because the price is more expensive. And in China maybe the things that are more 
expensive the better. And my mom would think that we can buy the more expensive one because it is organic 
and because of health, for all of the family. If you ask her why there are no reasons.  
Interviewer: Where in China can you buy these products?  
Respondent: In supermarkets. It is really obvious. The sellers would say this is is organic and that is much 
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healthier and that we are the new brand and have new technology. People would just say that it is organic 
and they would think that it is really healthy and it is good and they would just buy those things. It is really 
quite convenient. In the supermarket you can buy all the things you want.  
Interviewer: Do you believe that your feelings play a role when you purchase food products?  
Respondent: I think in my spare time I like to hang around some places with so specific destination and I 
would go to the supermarket. When I am full I would by les food products. But when I am really hungry, like 
My mom always took me to the supermarkets at weekends right before lunchtime. And I would just buy lots 
of stuff, the fruit, all kinds of fruits, kiwis, strawberries, blueberry, snacks, chips, cookies, and also 
vegetables, fish. All things, a lot of things. But that is just once a week, we won't buy it every day. When I 
am in the mood and just hang around I’m not that kind of person that just buy those things when I am upset 
or when i am in a bad mood. I am not that kind of person. But go around the supermarket and just looking 
around and then i would just go, without buying anything. Sometimes I would buy some cookies or 
chocolate. Mood really plays some role in shopping, yes. 
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: Environment, maybe the organic food does not use so much pesticides. Some products don’t 
even us fertilisers. Maybe that is good for the environment, they will help to circulation of the farm or the 
greenhouse. I know that pesticides is very harmful for the environment and to the health. If people eat 
something with too many pesticides on it, even if it prevents those insects eating it, it is very harmful to 
people's health. And it when you don’t eat those foods and you throw them away, it destroys the earth, and it 
is also the environment. And then food safety, organic food is to come extent equivalent to food safety. If 
you buy organic food then it means that the food is safe for you to eat, and it is very environmentally 
friendly. You don't need to think about it. That is the concept in peoples mind. We don’t know exactly what 
organic means, but we know it is good. A better life if you want to say that. The optimistic side is bigger then 
some side effects that we don’t know. 
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? 
Respondent: Yes, sometimes I don’t like going to make my choice through all those choices. Sometimes I 
would just follow my parents or my friends advice or preferences. I would just buy those things. Sometimes 
they are right, and sometimes they are not, but it is not a big deal. I just don’t want to make those choices, 
they are really hard.  
Interviewer: What does your friends and family think of organic food products? 
Respondent: My mom concentrates a lot on those safety things about food. And she doesn't know what 
organic means, but she thinks that it is going to be good, like a really nice thing for us to eat, and she would 
just buy those products. My friends in my age, in China those young generations, we have some 
competitions with each other, who is going to life a better life, and who is richer and who knows how to live 
better. We got through apps and see people who post their feelings of eating and buying all kinds of things 
and we follow the steps. If we eat those foods and feel better then we will think we win over someone else. 
This tiny competition between us, makes us consider our life quality and our choices.  
Interviewer: Where does your friends and family buy their food products? 
Respondent: Because the supermarkets are very near to my home I can go to the supermarket quite often. 
Some of my friends they are just found of internet shopping. They will order all kinds of things they need 
through internet, and we can online pay those products The delivery is convenient. They are lazy, and they 
don’t want to step out of their rooms to buy those things, they think it is a waste of time. They would just let 
someone else do those things. They will just move their fingers and done. Maybe internet shopping is a new 
trend.  
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? 
Respondent: It is not easier, it is just preference. If someone says it is good then I will just follow their 
advice. I don’t really want to choose what is better, I think it is all the same. You will eat, and it is not really 
a matter of which one is healthier, because your body maybe is is nots suitable for them to eat organic food, 
maybe conventional food is the best for them. So how can you say what is the best.  
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Interviewer: But it is easy for you to get a hand on organic food products in China? 
Respondent: Yes. For me, if I have to choose between organic food and conventional food, then organic 
food is the priority.  
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? 
Respondent: Yes. 
Interviewer: But do you have any reason other than price being premium products? 
Respondent: I think another reason is health. I can’t digest food very well and I always use medicine to help 
digest food. Someone will say that you can try some new things. It is like you don’t stop eating orange and 
juice some apples and carrots. For me it would be like stop eating those conventional food, try something 
new, try organic food. And to some point I think it will be better for my health and can help me digest well 
or better. I think that is what I need.  
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: Labour rights, it is more like those producers will concentrate more on those things. But for us 
consumers maybe it is not really important. Maybe we just want to have a better life. We want to eat 
something good, maybe in Europe you get to know those kind of things. It is a trend where we want to catch 
up the steps. The political things are not really our business.  
Interviewer: How often do you use online platforms?  
Respondent: Every day. 
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: WeChat, Instagram, shopping apps, Amazon, cooking apps. 
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: Yes, we have apps, where we can order food online.  
Interviewer: Do you use Taobao for example? 
Respondent: Yes. I buy lots of snacks on it.  
Interviewer: Why did you choose to purchase the product online rather than in a physical store? 
Respondent: When I am lazy, that is the only reason. The supermarket is really convenient and I can buy 
some stuff in it. But if I want to bake something, like those ingredients is hard to find in a huge supermarket, 
and you just look in the apps it will come out really quick and you can just order it and it is delivered. And 
sometimes those apps have discounts, and those discounts are really nice. Even half price. It is cheaper than 
the supermarket. That time I will buy a lot of things. And Taobao when it is November we have a big 
festival, that day every vendor will cut down their prices to half, because we can buy lot of stuff for a year. 
Like tissue, tampons and those things.  
Interviewer: How often do you purchase food products online? 
Respondent: Maybe twice a week. Oh, twice a week is too much. Maybe every other week. 
Interviewer: Have you purchased any organic food products? 
Respondent: You know those food products don’t way if it is organic or not. I don’t know if it is organic but 
I think the majority of it is organic. 
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: Discount, price, and something that I not often see in the supermarket. Maybe just some 
imported snacks and I don’t see it quite often in the supermarket and it showed up in the apps and I would 
just use the internet shopping. I think these are the two most important factors.  
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: Convenience, you don’t have to go out and make all those choices. In supermarkets you might 
buy something that is not on your list. You will always buy more stuff. In the app you can just search the 
things that you want. You don’t have to go out, you can pay it online, and they deliver in two hours. So 
convenience and also cheap.  
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: Maybe it is guaranteed that it is convenient and it is cheap, but you don’t know if it is fresh, 
you can’t touch it, you only have the pictures on the apps. And often those pictures are modified. You don’t 
know what it really looks like. One time I brought a box of strawberries online, and it turns out they rotted 
half of the box. So I just called them I told I wanted a refund. And they said sorry and gave me back my 
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money. But I still just got half of the box of strawberries, it is not enough for me. It really upset you and you 
get cheated by those people. That is not a good feeling.  
Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: They would just say that they are the best and just convince you to buy the products in theirs.  
Interviewer: Would you use the sites you have used before or will you try other sites?  
Respondent: If you don’t know what things you have to choose, they have comments under the website you 
can check it out, and someone would say that it is really good or have problems. They would point out their 
disadvantages or weak point or something that you should consider. They would say it very clear and you 
make your own judgement through those comments. But we don’t have too many communications with the 
seller. Just the consumers chat with each other. And we will see through those comments. That is important.  
Interviewer: Would you do any other background checks before purchasing a product at a specific online 
vendor? 
Respondent: Maybe I will search online on that brand and see the history. My father really value those 
history stuff. If a food and a brand has 20 or 50 years or 100 years of history it should be good, and it will be 
a better choice for you to make. Maybe I will just search online but not to many. Just choose the thing I think 
is right.  
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: Really good. It is really convenient and the price is very friendly. I can get those food when I 
am really hungry just in two hours. Online shopping can give you more alternatives. And more choices for 
you to make. Even if it is very hard and headache for me. Some people can compare price and quality with 
those comments and find the best one. For them the online shopping will cost them 1 or 2 hours. But for me I 
just need the alternatives. You can’t just go to the supermarket and shop an hour or two just for some 
products. Online shopping is really great and lots of people can sell their products on it. And maybe one day 
in the future everyone can become a seller through the internet, and it is a trend.  
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: The price and also its like other people's opinion is really important. They will affect your 
choice. Even though they buy conventional food a long time, but if they are friend or some elder people they 
say that it is great and then people will buy it. And also a lot of advertisement on the internet and newspaper 
and TV. And those advertisements are like McDonalds, like the new products at the McDonalds and then 
there are new products in the supermarkets and people want to try something new. Maybe the media play a 
role on people's choice.  
Interviewer: Do you believe that your views about organic food products have changed over the last years?  
Respondent: Yes, when I prepare for my IELTS exam and the rating part, they will have a lot of material 
and it is a variety range of things, and sometimes I just read something about organic food and some experts 
said it was really good, and maybe sometimes it will take place to some of the traditional food. But some 
experts also said it is not healthy, and that it can do harm to your health and maybe not suitable for some 
specific people and maybe they can’t digest those kinds of food. All kinds of things have two sides, someone 
will say that you can’t believe it all, they have their risk and potential to harm you in the future. I think 
organic is the new technology. Even experts can’t say that they get whole of the products or what they can be 
or if it will be changing in the future. No one can say to exact. Still, I choose to believe that organic food is 
better for our health, but I will just keep in mind that this kind of thing will change in the future. Maybe after 
a couple of years I won’t be that great and peoples passion will fade away, and people will go back to 
conventional food.  
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: I don’t think it will happen in Denmark, but in China because we have a big population. You 
can’t tell that which seller will be responsible for their food. Some just want to make profit, and they will say 
it is organic. As I said before, if you say it is organic, people will trust it. And people seldom check it out if it 
really organic or not. People will just believe what the seller says, and they have potential risk. If you eat 
something and you get a stomach ache, you won’t think it cost to buy organic food or the food that you eat 
from that are from the supermarket, you just think that I just had a stomach ache, everyone has a stomach 
ache so you don’t pay much attention on it. Some seller just grasp this weak point of people and sell bad 
quality food to the consumers. It is just like some McDonalds in China, they will use the unhealthy chicken 
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and put something in them and they will grow faster. Organic food is food, and food it means people can do 
something on it, and it can be artificial and organic, and it can just be some new form of conventional food. 
But a lot of people just don’t know it. Some commercial will see that people not put much attention on it, and 
they will make profit on it. That is the risk.  
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Interviewer: What is your name? 
Respondent: Jual Toa 
Interviewer: How old are you? 
Respondent: 21 
Interviewer: Where in China are you from? 
Respondent: Beijing 
Interviewer: What is your educational background?  
Respondent: I am a bachelor, a senior. I study business English. 
Interviewer: What kind of food did you eat growing up?  
Respondent: Actually I didn’t care much about it, just my parents gave me and I would eat it.  
Interviewer: Was it usually the Asian cuisine? 
Respondent: Yes, usually Asian cuisine. 
Interviewer: What is important to you when you purchase food products? 
Respondent: It is quality and it is price. That is the most important things. 
Interviewer: What role does health play for you when you buy food products? 
Respondent: In a way yes, but I don’t care too much about health problems because I am really young now. 
So it is okay to eat some healthy food. 
Interviewer: What role does price play for you when you buy food products? 
Respondent: I mean, the price should match the quality, so it is related. So I cannot tell you that the price is 
the most important or the second important, I mean, it is related to the quality of the product. 
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: No, actually I don’t want to go a long way for some specific food. 
Interviewer: So you would like it to be nearby? 
Respondent: Yes, mostly 
Interviewer: Where do you usually buy food products? 
Respondent: In the nearby market. In China it is mostly the traditional market but in Denmark it would be 
Føtex and others like that. 
Interviewer: What is your view on organic food products? 
Respondent: That it is healthy and that it is good and has no pesticide. But it is not a very popular view in 
China. It is more expensive than traditional food and I know it is healthy, but I don’t care too much. 
Interviewer: Would you ever buy organic food products? 
Respondent: I think yes, but I am not quite sure. Because I mean, when I buy some products it is not the 
standard that I care about, I only care about the quality. If it looks good then I think it is fine and I will buy it. 
Interviewer: But if you were to purchase organic food products, why would you purchase it then? 
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Respondent: Because it is healthy, it is healthier than the traditional food, I think that is the only reason. 
Maybe there are some other reasons like the taste is better. 
Interviewer: So where or how would you buy these products? 
Respondent: That is though, I don’t really know, but if you ask some shoppers they will tell you, if you go 
to the market and tell him that I want organic food they will tell you where to find it.  
Interviewer: So you would say that you could find organic food products in the traditional markets? 
Respondent: Yes, but it is not very popular. I mean it is not very popular, but if you want to find you are 
very likely to find it in the traditional market. 
Interviewer: Do you believe that your feelings play a role when you purchase food products?  
Respondent: Yes, feelings always goes first. 
Interviewer: How do you feel that it affects the purchase behaviour? 
Respondent: It is hard to say, it is not a rational process I mean. Feelings are pretty subjective, so if I want 
to buy it I will buy it. 
Interviewer: Would you say that you mood affects the purchase or what you buy for example? 
Respondent: Yes, definitely yes. 
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: There are two parts. Food safety and health problems are one part, I mean there is no pesticides 
related to the problems of the environment. A lot of pesticides contain these pollution things. Yes, so that is 
it. 
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? 
Respondent: Probably yes 
Interviewer: How would they affect you, in what way? 
Respondent: They just tell me what is better and what is healthier 
Interviewer: What does your friends and family think of organic food products? 
Respondent: I don’t know actually, I don’t think they have, I mean back in China it is not very popular, I 
mean organic food is not a very very popular thing in China, so they don’t care that much. 
Interviewer: So why would you say it is not popular, is it because they don’t know about it or is it because 
of something else? 
Respondent: They know organic food but it is just, how to say, I think it is a generation thing. They are 
much older than me and organic food is kind of a new concept, so they are not very keen on receiving new 
things. I mean, that is one aspect. They know it but if you are asking them something about organic food they 
won’t know much about it. 
Interviewer: Where does your friends and family buy their food products? 
Respondent: Same as me. At the traditional market, but sometimes supermarket. 
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? Why/why not? 
Respondent: There is no difficulty for purchasing something in China, so I think it is the same. 
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? 
Respondent: Yes, why not. 
Interviewer: Is there any special reason for that? 
Respondent: No special reason, I got money and organic food is better, why wouldn’t I choose it? 
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: I don’t think there is much relation between the two things. I never thought about it. 
Interviewer: How often do you use online platforms?  
Respondent: Very often, whenever I need to. Every day. 
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: WeChat, Weibo, some mailboxes, and Zhihu, do you know that? It is like Chinese Quora. 
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: Yes 
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Interviewer: Why did you choose to purchase the product online rather than in a physical store? 
Respondent: They are cheap. Cheaper and I don’t have to go to the physical store. That is one of the 
reasons. And it is much easier than putting on my clothes and shoes to go to the store 
Interviewer: How often do you purchase food products online? 
Respondent: Actually it is not very often, I often buy a lot of things one time. But I order a lot of takeaway 
food, if that counts? It is much more often. 
Interviewer: Have you purchased any organic food products? 
Respondent: No 
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: Time saving and cheaper. 
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: I think it is the same question. Time saving and cheaper. 
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: Yes, let me think. The quality could be bad. So actually I use online platforms to buy some 
products, mostly it is not vegetables or some fresh products, it is kind of like chips or cold water, I mean 
bottle water mostly, so if it is day to day products I would rather go to a physical store. 
Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: It is important.  
Interviewer: Why would you say it is important? 
Respondent: If they have a bad reputation I don’t dare to eat their food. 
Interviewer: Would you do any background checks before purchasing a product at a specific online vendor? 
Respondent: I don’t think I can, there is not much access to do such a thing. I don’t think so. 
Interviewer: So if you were to choose a specific vendor to buy a product online, how would you choose that 
specific one, why would you choose it? 
Respondent: There is a rank, 5.0, 4.9, and so on, if it is very low I wouldn’t choose it. 
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: Mostly all good, but a little was not as good as I expected. 
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: I think it is about impression. When you let a lot of people know the advantages of organic 
food then they will buy it. 
Interviewer: Do you believe that your views about organic food products have changed over the last years?  
Respondent: No.  
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: No 
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Interviewer: What is your name? 
Respondent: My Chinese name is Yua Wang 
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Interviewer: How old are you? 
Respondent: 32 
Interviewer: Where in China are you from? 
Respondent: Beijing 
Interviewer: What is your educational background?  
Respondent: I am now an MBA student, I am an exchange between my home university and here.  
Interviewer: What kind of food did you eat growing up?  
Respondent: Typical Chinese dishes. 
Interviewer: What is important to you when you purchase food products? 
Respondent: Actually I often buy organic food when I was in China, and the first thing I pay attention to 
may be the product, the shelf life. And also I should take the price in consideration too. 
Interviewer: So then expiry date and price? 
Respondent: Yes 
Interviewer: What role does health play for you when you buy food products? 
Respondent: Yes of course, it must be healthy food and also I check the ingredients, that it is the right 
ingredients, and I also pay a little bit attention to where the product is produced. Because especially in china 
some products may be produced of higher quality, so I pay attention to that. 
Interviewer: And where is it better quality would you say? 
Respondent: For example in Beijing we rarely choose the vegetables from Tianjin. Because they use the 
mountain spring to water the vegetables, so we do not prefer that. 
Interviewer: What role does price play for you when you buy food products? 
Respondent: It is important of course, but compared with health, especially with our parents or the young 
children I don’t think price is that important. 
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: Not too much I think. 
Interviewer: So you would to a specific store just to get one product? 
Respondent: Actually not really. 
Interviewer: Where do you usually buy food products? 
Respondent: Supermarket. 
Interviewer: Is it the supermarkets nearby your house? 
Respondent: Yes, most times, but it is a strange regulatory in Beijing now that the open markets are 
prohibited so we can just buy food in the supermarket. But before we could shop in the traditional market 
and you can buy the very fresh stuff, they just bring the soya and if you want to buy it you can just pour it 
out. 
Interviewer: So would you ever go there and buy food products? 
Respondent: Quite seldom now, it is convenient to shop in the supermarkets and as I mentioned it is nearby 
where I live. And one more important thing is the atmosphere and the environment of the supermarket. 
Interviewer: What is your view on organic food products? 
Respondent: I really like organic products, I am really quite interested. But in China the price might be three 
times higher than the ordinary food. But it is also kind of a higher hierarchy, if you buy organic food it 
means that you are of a good education and that you have much more money than others, and also that you 
are concerned about your health. So I really want to buy organic food but sometimes I have to think a little 
bit about the price. 
Interviewer: Would you ever buy organic food products? 
Respondent: Yes 
Interviewer: Why would you buy organic food products? 
Respondent: I started buying it since four years ago I think. At that time, because I had a tumour, so I paid 
more attention to my health and I started to buy organic food. And also I couldn’t afford the price, because 
before that I just graduated from school and the salary was not that satisfactory so I couldn’t afford that. The 
concern about my own health and my family’s and also that I can afford it now, and it is very popular in 
China that some vegetarian restaurants where people are more concerned about their health, most of the 
vegetarian restaurants offer the organic food in China. 
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Interviewer: If yes, where or how would you buy these products? 
Respondent: Maybe two ways, the supermarket or in the specific organic food stores. 
Interviewer: Would you be able to find it in a normal supermarket? 
Respondent: Yes, but maybe the variety is much more less than in the specifics. 
Interviewer: Are there any organic stores near you for example? 
Respondent: No not really. 
Interviewer: Do you believe that your feelings play a role when you purchase food products?  
Respondent: Yes, I do think so. When you are shopping in China and you are shopping the organic food 
some people will stare at you, especially the older generations. They think “why do you spend so much 
money at cabbage, it is the same but you will pay so much more money, you are stupid”. But I think that the 
young generation of China will find it totally acceptable and it means that you are responsible for your health 
and that you live a high standard of life. When I am shopping organic it feels good. I am doing it for my own 
good, I feel good. 
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: Yes, it is. Because there are concerns among Chinese people about food safety because there 
used to be scandals about like powder milk or something else. So if people like to or prefer to buy organic 
food it might remind the manufacturers that the only way to stay in the market is to produce safer and 
healthier food, and the whole market will be changed. I really hope so. 
Interviewer: Do you believe it can happen? 
Respondent: Yes. 
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? 
Respondent: I think most my friends they are totally okay with my opinions. But it is hard with the parents. 
For example if you eat a luxury cabbage and then you eat ordinary cabbage then you cannot see the 
difference immediately, so parents may hold the opinion that it is useless, that there is no need to pay such a 
large amount of money. Sometimes when I took them to a supermarket I choose the organic food and they 
say “hmm, no no”. 
Interviewer: Would you be influenced by their opinions then? 
Respondent: I don’t think so, people like us we have the higher education, we trust in the science. So I 
won’t be affected or influenced by them. 
Interviewer: What does your friends and family think of organic food products? 
Respondent: My parents prefer to plant the vegetables themselves, but they still use fertilizers or some 
chemical stuff. And my friends can totally accept organic food. 
Interviewer: Where does your friends and family buy their food products? 
Respondent: My family lives in a small city in the Eastern China, they would probably go to the traditional 
market or they have their own vegetable garden, so they plant part of their vegetables and buy some in the 
market.  
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? Why/why not? 
Respondent: Yes I think it is quite convenient now. 
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? 
Respondent: I don’t know, maybe if the price and the accessibility then I might consider about the organic 
food yes. If the price is not that high, why not try it. The most concern of the Chinese people of organic food 
is the price, because it more expensive. But yes, I would. 
Interviewer: How do you believe ethical issues like human rights, the environment and labor rights could 
impact your purchasing behaviour? 
Respondent: I don’t think about labour rights or human rights. But the environment yes.  
Interviewer: Why do you think about the environment? 
Respondent: I think about how the vegetables are grown or how the pigs they are kept. I don’t know what is 
true, but I think that the pork and pigs are killed in a more mild way if you can say that, because I am kind of 
Buddhism, so it feels a little bit better for me.  
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Interviewer: How often do you use online platforms?  
Respondent: Quite often, every day. 
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: The most frequent one is WeChat, when I am in China I often use Alibaba to shop online. 
Sometimes I order organic food online, directly.  
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: Yes. 
Interviewer: Why did you choose to purchase the product online rather than in a physical store? 
Respondent: It is cheaper, that is the main reason. And sometimes you don’t need to wash your face and put 
on your clothes and go to the supermarket. And it is very convenient because you can your order within two 
hours, to your home so you don’t need to go out. 
Interviewer: If yes, how often do you purchase food products online? 
Respondent: Twice a week. 
Interviewer: If yes, have you purchased any organic food products? 
Respondent: Yes. I think it is more frequently than ordinary food. 
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: There are always some kind of promotions that are sent to my email or my WeChat. And also 
sometimes the organic food, the lifetime of them are shorter than the ordinary food so I need to purchase 
often and I am also married so I need to pick up for my family and I need more food than when I was a 
student. So when I was a student I would maybe just eat at the school cafeteria and I didn’t need to purchase 
that often. But since I have a family I need to do that. 
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: Price. 
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: The after sales service. Sometimes the delivery man puts your purchase at your house and you 
don’t have time to check it and when he leaves then you check it and you find that some might not be that 
fresh or after you have eaten that you feel a stomach ache or something like that.  
Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: I only choose the two typical brands, the brands that I trust. I don’t chose some brand that I am 
not quite familiar. 
Interviewer: But would you buy just the brand or is it specific websites you would use as well? 
Respondent: Just the specific brand. 
Interviewer: Would you do any background checks before purchasing a product at a specific online vendor? 
Respondent: I think here the thing is that first I will purchase some organic food in the supermarket and if I 
found that it is good then I will keep purchasing them. And especially when it is on the online shop and there 
will be promotions and the price stays lower then I will keep on purchasing that. 
Interviewer: Would you ever read any reviews of the product before you buy it? 
Respondent: Not quite often. 
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: Mostly the experience online is quite good. 
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: I think the most important one is the view that the customer can perceive, they have to 
understand why I choose some similar food which has a price three or four times higher than the ordinary 
one. They should know that they are more healthy and more safe, it will be worth every penny you spend on 
it, but they don’t perceive that kind of value, at least not now. 
Interviewer: But do you think that maybe in the future that will change? 
Respondent: Yes, I think so because the young generation is rising up. 
Interviewer: Do you believe that your views about organic food products have changed over the last years?  
Respondent: Yes, at first actually I didn’t accept it and I did not pay any attention to the food in the 
supermarket. But suddenly something changes you, all of a sudden you didn’t even realize it but it happened. 
And also, the living standard of China is improving now but there are still some new issues like the fat or the 
heart disease or attack, so people are concerned about their health. I just mentioned that my parents said no to 
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the organic food, but there are still some older generations that are vegetarian, and they only eat meat once a 
week, but rest of them are all for the ecological food. 
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
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Interviewer: What is your name? 
Respondent: Tien-Yi Su 
Interviewer: How old are you? 
Respondent: 31 
Interviewer: What is your educational background?  
Respondent: The bachelor is in architecture, and now I study a master in landscape architecture 
Interviewer: What kind of food did you eat growing up?  
Respondent: Just like regular and traditional food, basically boiled rice with different kind of fried 
vegetables and meat and usually with soup, hot soup. 
Interviewer: What is important to you when you purchase food products? 
Respondent: Healthy things and personally I prefer vegetables instead of meat. And also price. 
Interviewer: What role does health play for you when you buy food products? 
Respondent: I don’t like oil and too fried things, not too sweet and not too salty. And as I said there should 
be more vegetables than meat.  
Interviewer: What role does price play for you when you buy food products? 
Respondent: I think it is the second thing, because just for the daily food it should be in regular price. But of 
course if I have some meetings with my friends and hanging out with my friends then it can be a little bit 
higher, but that is maybe once every two weeks or something like that. 
Interviewer: What role does availability of products play for you when you buy food products? 
Respondent: Yes, I think it is important. Basically in my home town it is quite convenient to eat food 
outside no matter of availability of price, that is quite cheap for me, but in my experience I worked in a 
working place that is quiet suburban, so it was a little hard to reach the restaurant of some local shop, so I 
had to run my bicycle far  to buy some food and cook by myself. That is quite inconvenient, so yes, I think 
availability is also quite important. 
Interviewer: Where do you usually buy food products? 
Respondent: In my hometown I usually buy the breakfast like Western sandwich and Chinese omelette in 
the breakfast store, it is also quite local. Because my home is close to the traditional supermarket with a lot of 
retails, so they sell raw food but some of them just sell the noodles of rice that I can eat directly, so I usually 
buy the lunch there. And I eat the dinner at home. 
Interviewer: So where would you buy the products for the dinner at home for example? 
Respondent: Also in the supermarket. 
Interviewer: Would you for example ever go to a wet market, the more traditional markets where the 
farmers come in in the morning? 
Respondent: The one that I called the traditional market is a kind of wet market, so for my family they 
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usually prefer to go to the traditional one than to go to the supermarket. Because it is cheaper than the 
supermarket, and it also has much more kind of raw food that they can get. 
Interviewer: So you would then buy some products at the supermarket and some products at the traditional 
market? 
Respondent: I think for the raw food we will buy that in the traditional market, but if we have to buy some 
coffee powder and something for the daily life like tissues, then we will buy that in the supermarket, but 
otherwise we will buy all raw food in the traditional markets. 
Interviewer: What is your view on organic food products? 
Respondent: It is a little too expensive for me. I know that some people prefer to buy organic food, but for 
me it is not necessary, because the price is usually two times of three times more expensive than the regular 
one. So usually I just choose the price that is in the middle. So basically for me it is not necessary to buy the 
organic. 
Interviewer: Would you ever buy organic food products? 
Respondent: I think so, but maybe not on purpose. 
Interviewer: If yes, why would you buy organic food products? 
Respondent: Also for the health, and I think it is much more fresh, that canned food can maybe stand a 
much longer time. But yes, healthy. 
Interviewer: If yes, where or how would you buy these products? 
Respondent: If I would like to buy some organic food I would go to the supermarket instead of the 
traditional market. Because in the supermarket you can clearly see the label where it will say that it is from 
an organic farm, but in the traditional you don’t even know where it is from. So if I prefer to buy organic 
food then I would definitely go to the supermarket. But otherwise, because my dad also plants some 
vegetables by himself, so that is also a kind of organic place for me. 
Interviewer: Do you believe that your feelings play a role when you purchase food products?  
Respondent: Yes of course. My feelings base what kind of food I would like to buy this week of now, so it 
definitely plays a role. In the summer when it is hot I would definitely buy something quite cool that makes 
me feel better. 
Interviewer: How do you believe the purchase of organic food products can affect factors such as the 
environment, food safety or health issues?  
Respondent: I think that organic food has a positive influence on those three things. It is hard to explain, I 
mean as we all know the organic food is without some chemical things inside, so I think that that can help 
the environment. 
Interviewer: So you think it will help positively? 
Respondent: Yes of course. 
Interviewer: Would you say that your friends or family could affect your opinion when you consider buying 
a food product? If yes, how? 
Respondent: Maybe, half half. Actually if they prefer to buy the organic food of course I would love to eat 
it, but if they always want to convince me how nice it is and that I should definitely live by that kind of food, 
I mean maybe but just not totally. 
Interviewer: So you wouldn’t trust them fully but maybe listen a little bit to them? 
Respondent: I don’t know, I think that just like you asked of course I know that it is better for our bodies 
and the environment, but maybe I haven't faced some very super of very big problem so for me it is just 
sometimes I can do that but sometimes it is not necessary. 
Interviewer: What if your friends of family would say something about what product was good for 
something of you should eat some of that, maybe not organic but just normal stuff, would you then take that 
into consideration when you buy food, what they think? 
Respondent: I think the most big problem for me is still about the price, but except that about the 
environment I would rather prefer to do another movement. You know in our culture we like to drink some 
milk tea where we use a lot of the plastic things that are super harmful to the environment. So for this kind of 
things I would stop drinking with the plastic things, like the bag or the tube. I can do that easily but for the 
organic food I don’t know, it is just about the price. 
Interviewer: What does your friends and family think of organic food products? 
Respondent: I know that some of my friends they always buy organic food. But as I know one has survived 
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cancer, so she takes care of the food problem and now she always buys organic food and organic things. But 
otherwise, even though my mum is a  vegetarian she does not prefer to buy organic food, just the taste is 
most important. 
Interviewer: Where does your friends and family buy their food products? 
Respondent: We have some kind of shops that only sell organic food, so if that is their habit then they will 
usually go to buy in that kind of shop to buy the food. 
Interviewer: And if it is not organic food products, where would they then go? 
Respondent: Just traditional market or supermarket. 
Interviewer: Would you say it is easy for you to purchase organic food products rather than conventional 
food products? Why/why not? 
Respondent: No, because I think the organic food, this kind of thinking is not that popular now, so that kind 
of shop is not very much. Usually people go to a place that is very close to their home, so if there are no 
shops like that in their home area then they would not go there on purpose. 
Interviewer: If it was easily accessible and you could afford it, would you then purchase organic food 
products rather than conventional food products? If yes, why? 
Respondent: Yes, if I can afford it. 
Interviewer: How do you believe ethical issues like human rights, the environment and labour rights could 
impact your purchasing behaviour? 
Respondent: Yes I think so. For example if my community hold these kind of activity that all of the 
neighbours have the experience to plant the vegetables together and in the organic way, then I know this 
activity and I think that I will support them. Because then I know how they produce and I know where it is 
from and the people are my neighbours that I know. So I will support them.  
Interviewer: How often do you use online platforms?  
Respondent: Every day 
Interviewer: Which online platforms do you use on a regularly basis? 
Respondent: Messenger, Facebook, WeChat, Live. 
Interviewer: Have you ever used any online platforms to purchase food products? 
Respondent: No. I have only used Yahoo and PC Home to buy clothes. 
Interviewer: If yes, why did you choose to purchase the product online rather than in a physical store? 
Respondent: Convenience and save my time. There are a variety of categories where I can choose, so I don’t 
have to spend my time to look for it, I just have to type “bag” and all types of bags come up and it is easier 
for me and saves my time. 
Interviewer: If yes, how often do you purchase things online? 
Respondent: Once to twice a month. 
Interviewer: If yes, have you purchased any organic food products? 
- 
Interviewer: What factors do you believe could make you purchase a product online? 
Respondent: One thing is if it is totally unnecessary for me to buy it in the real store, that there is no 
difference, then I will definitely just buy it online. And secondary, if I know that it is a little hard to find then 
I know to spend much more time to find it in a real store, then I would just search online first. 
Interviewer: What do you believe to be the most important advantages of purchasing products online?  
Respondent: Save time. 
Interviewer: Is it the same price online as in the physical store? 
Respondent: Sometimes I save money but sometimes not. If looking at price then sometimes they hold some 
activities and promotions for the online shopping, then I would prefer to buy online. But instead of that I 
don’t think the price is the most important for me. 
Interviewer: What do you believe to be the most important disadvantages of purchasing products online? 
Respondent: That I cannot try the product, and I can’t check the quality of the product. And also if there are 
some problems after you receive the product, something you don’t like of you find some problems with it, 
something that you cannot accept, then I have to send it back, and sometimes I have to pay the post thing for 
myself, that is quite annoying for me. But I think if I would buy food online then this would be less of a 
problem. 
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Interviewer: What role does trust towards the seller play when you buy a product online? 
Respondent: It is important, because every time if I want to buy something online I would check the 
comments first, because I think that most of the platforms have comments from previous consumers and 
have some rates. So I would check that first to see if they have had some big problems in their previous 
experience, then I will escape that. Usually I just choose the online shop that has very high grades and high 
quality. 
Interviewer: Would you do any background checks before purchasing a product at a specific online vendor? 
Respondent: Maybe about their rules, their selling rules. Is it fit for me or not. 
Interviewer: How would you characterize your previous experience with online shopping? 
Respondent: I think 70% is good for me and the rest 30% just because of the problem as I said, the quality 
things and size things, so yes 70% is good for me. 
Interviewer: What factors do you believe affect Chinese consumers to purchase organic food products? 
Respondent: Maybe the food safety problem, because in the past few years I think there has been a lot of 
problems about food safety, like always there are some news that some popular food factory has some 
problems like that it has been found some chemical products in their food, so I think that is the first thing. I 
think food safety is the first one and the second one would be the price and maybe the environment will be 
the third one. 
Interviewer: Do you believe that your views about organic food products have changed over the last years?  
If yes, why? 
Respondent: A little bit. Just because as I said about the food safety problem, it is so much news. I think that 
usually people easily forget, but that kind of news comes up again and again. So I think some people really 
care about that kind of problem so they would start to try the organic food products or plant some 
themselves. 
Interviewer: Is there something that we have not asked you that you think is of importance in relation to this 
topic?  
Respondent: Typhoons and earthquake can influence the price of the food. Typhoons can give very strong 
rain and the agricultural things will be super high in price due to this and be lower again at other times.  
 

Appendix 6: Coding of the interviews 

Matrix 8: Coding of the semi-structured interviews 
Explanation: 
Constructs: Which of the nine constructs within the framework that the question regards 
Sub questions: Which of the four sub questions that the question can help answer 
Why: How the question can help answer the sub question(s) or understand the construct(s) 
Important = normal 
Not important = bold, italic, underlined 
Colours: 
Health/quality 
Price 
Others opinion 
Trust 
Environment 
Labor rights/human rights 
Convenience and availability/saving time 
Knowledge 

 Constructs 
Sub 
questions Why 1. Suzy Ying Wu 9. Shanchuan He 

1 Introduction - 
- To make the 
respondent comfortable Suzy Ying Wu Shanchuan He 

2 Introduction - 
- To make the 
respondent comfortable 29 19 
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3 Introduction - 
- To make the 
respondent comfortable Master Bachelor 

4 

Introduction 
Subjective 
norm 2 

- To make the 
respondent comfortable 
- To establish if the 
habits when they were 
growing up is still the 
same or if it has 
changed 

Traditional 
Rice, meat, vegetables 
Mainly wok Rice and diary 

5 

Introduction 
Attitude 
toward the 
behaviour 3 

- To make the 
respondent comfortable 
- To see what the 
respondent states to be 
important (motivation) 
that could possibly fail 
when it comes to 
behaviour - possible 
attitude behaviour gap 

That the food is fresh 
Growing up: bought fresh food 
at the wet market because 
mum said it was no chemicals 
in that food, this was the 
concept of organic food 
Have the concept of organic 
food, but does not necessarily 
go to buy it as it is expensive Taste and nutrition 

6 

Introduction 
Perceived 
behavioural 
control 
Inclined 
abstainers 2, 3 

- To make the 
respondent comfortable 
- To establish how 
important health is; 
culture 
- To establish which 
factors that are 
important to the 
consumer and thereof 
motivates the consumer 
- To establish factors 
that can be proven not 
to be true in relation to 
Q17 

Will choose fresh and less 
processed food 
In her family rarely canned 
food, just fresh food 
Big scandal = family will not 
buy from those brands 

Important 
Used to not have too much 
choices in China regarding 
brand etc., but more and more 
competitors in the niche 
markets now 

7 

Introduction 
Perceived 
behavioural 
control 
Inclined 
abstainers 3 

- To make the 
respondent comfortable 
- To establish which 
factors that are 
important to the 
consumer and thereof 
motivates the consumer 
- To establish factors 
that can be proven not 
to be true in relation to 
Q17 

For her: first or second priority 
For her family: last priority, 
overall cheap with food but 
more expensive for organic or 
fresh food Medium range for him 

8 

Introduction 
Perceived 
behavioural 
control 
Inclined 
abstainers 3 

- To make the 
respondent comfortable 
- To establish which 
factors that are 
important to the 
consumer and thereof 
motivates the consumer 
- To establish factors 
that can be proven not 
to be true in relation to 
Q17 

Very important due to being 
busy 
Value convenience 

Mostly no problem, a lot of 
stores around 

9 Introduction 2, 3 - To make the Goes to the supermarket close Mostly supermarkets, and more 
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Subjective 
norm 

respondent comfortable 
- To understand if the 
respondent is 
influenced by friends 
and family by 
connecting with 
question 16 - the 
respondent could say 
they are not affected 
but answer the same as 
friends and family  

by 
Likes the traditional market 
that is open in the morning but 
does not have the time 
A working women would not 
go there 

recently online like on TaoBao 

10 

Introduction 
Subjective 
norm 2, 3 

- To make the 
respondent comfortable 
- To understand if the 
respondent is 
influenced by friends 
and family by 
connecting with 
question 15 - the 
respondent could say 
they are not affected 
but answer the same as 
friends and family 

No chemicals 
No mass production 
Less good food = more 
expensive 
Premium product in the 
supermarket 

Delicious and healthy, but 
three to four times more 
expensive 

11 

Introduction 
Subjective 
norm 2,3 

- To make the 
respondent comfortable 
- To understand the 
motivations behind the 
possible purchase 
- To understand if the 
respondent is 
influenced by friends 
and family  

Yes, she has 
a. 
Healthier 
Good for the environment (less 
footprint and locally produced) 
b. 
Normal supermarket in organic 
section 
Is also stores like Irma but far 
away and expensive so she 
would not go there 

Yes, that is very common 
a. 
Healthy, I will pay more for 
organic vegetables and meat 
but maybe not other products 
b. 
Depends on the product, 
mostly online but not eggs or 
chicken for example 

12 

Attitude 
toward the 
behaviour 3 

- To see if the 
respondent will 
purchase differently 
when the feelings are 
different; motivation of 
the purchase that can 
affect the outcome 

Yes 
a. 
Good mood = like to try new 
cuisine = buy premium 
products 

Yes, in general definitely 
Feelings are important in 
China, friends and family will 
try to impact you when you 
talk to them, and they will 
influence as their opinion is a 
huge part of it 

13 

Attitude 
toward the 
behaviour 3 

- To see if the 
respondent 
knows/cares a lot about 
the external factors of 
organic food, does 
these factors matter in 
the purchase decision? 
= motivations 

Believe that her purchase CAN 
influence, but needs volume to 
make a difference 
If more people buy more 
products will be produced 
Also about regulations, not 
only from business point of 
view - should not be just 
another premium product 

Can definitely help but China 
is a big country with a lot of 
people so it is complex 

14 
Subjective 
norm 2 

- To establish the 
connection with 
question 9, 10, 15, 16 - 
are the answers 
contradictory?  

Yes, very much. 
They influence her, she 
influences them 
a. 
Friends influence when they 

Yes, they play a big part 
Talk about the products, 
explain what is good with 
them, especially the benefits 
regarding your health 
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- To establish if there is 
an attitude - behaviour 
gap, i.e. say that they 
cannot be affect but 
seem affected by the 
combination of 
questions 

shop together and explain 
about the environment and the 
products 
Family influence when telling 
her to shop less processed food 
She checks online and always 
check for higher protein and 
lower salt 

15 
Subjective 
norm 2 

- To establish the 
connection with 
question 10 - are they 
contradictory?  

Positive, know that it is good 
for health and environment 
Depends on their economic 
situation 

Depends on their background 
Those with good incomes will 
purchase organic 
Those with low income from 
rural areas an suchs will not, 
but sometime plant organic 
themselves though 
Mother and father is getting 
older and concern organic as 
they think it is healthy, will 
lead them to be healthy 

16 
Subjective 
norm 2 

- To establish the 
connection with 
question 9 - are they 
contradictory?  

Mum; wet markets, sometimes 
supermarkets like me and my 
sister 
Friends: supermarkets nearby - 
convenience 

In big cities in the 
supermarkets 
In the rural areas from the 
farmers 
Also the wet markets 
Same for family, both 
supermarkets and wet markets 

17 

Perceived 
behavioural 
control 
Inclined 
abstainers 3 

- To understand how 
the respondent 
perceives a purchase of 
ecological food 
products, does the 
respondent actually 
understand how 
hard/easy it is to make 
the purchase? 
- To understand if the 
respondent perceives it 
as easy to purchase 
ecological food 
products but still is 
stopped by other 
factors = inclined 
abstainers? 

Pretty easy but not like in 
Denmark 
Has supermarkets with organic 
sections, but more spread and 
higher prices 

Kind of easy, it is still new 
More organic things like 
chopsticks rather than meat 

18 

Perceived 
behavioural 
control 
Inclined 
abstainers 3 

- Just an extra question 
to see what the 
respondent says about 
this - could be attitude 
behaviour gap if the 
respondent has 
contradictory answers 

Would increase her 
willingness 
But also other things to 
consider like freshness Yes definitely 

19 Moral norm 3 

- To include and 
understand whether the 
moral aspects are 
important when 
motivating the 

Will impact her but it has to be 
big enough as price is first 
priority 
Is the "follower" when there is 
a big scandal like with the 

He will concern because he 
lives in Europe now, but 
believes that family and friends 
do not concern too much, 
human or labour rights are not 
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consumer to purchase 
organic food products - 
has been stated to be of 
importance within this 
type of purchase - can 
we see the same in our 
respondents; which 
ethical issue is of 
highest importance 
overall and which one 
is not? 

milk, but the scandal has to be 
big enough 

that big in China 
Believes that educated people 
are more concerned 
The overall population are not 
educated and does not know 
what the different ethical issues 
are 

20 
Perceived 
ease of use 4 

- To establish how 
familiar the respondent 
is with the internet, if it 
is something that is 
hard to use or is no 
problem at all 
- Can connect with 
later Q's to see if it is 
easier for the 
respondent to choose e-
commerce as they 
perceive it is easy to 
use internet or 
technology overall; 
there is a possible 
difference between 
younger and older 
generation here Every day Every day 

21 
Perceived 
ease of use 4 

- To establish how 
familiar the respondent 
is with the internet, if it 
is something that is 
hard to use or is no 
problem at all 
- Can connect with 
later Q's to see if it is 
easier for the 
respondent to choose e-
commerce as they 
perceive it is easy to 
use internet or 
technology overall; 
there is a possible 
difference between 
younger and older 
generation here 

Social media 
Search engines 

Social media, WeChat 
payment, TaoBao, Alipay. 

22 
Perceived 
usefulness 4 

- To establish if the 
respondent has 
purchased food 
products online before 
and the reasons for yes 
or no 
- To understand how 
often they purchase 
food products online = 

Yes 
a. 
Promotions, free shipping 
b. 
At least once a month 
Usually buy food with other 
products like perfume, etc. 
c. 
- 

Yes, like it a lot 
Hard to get better food in 
China so you can buy from 
other countries through online 
a. 
Availability, wider range of 
products 
Convenient when you are lazy 
Mostly free delivery 
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perceived usefulness b. 
Every other week 
c. 
Yes, but he does not usually 
recognize if it is organic 

23 

Perceived 
usefulness 
Exogenous 
factors 4 

- To understand the 
most important factors 
to use e-commerce 
when purchasing 
ecological food 
purchase combined 
with the possibility of 
exogenous factors 
playing a role 

Promotions 
Convenience - 

24 

Perceived 
usefulness 
Exogenous 
factors 4 

- To understand the 
most important 
advantages to use e-
commerce when 
purchasing ecological 
food purchase 
combined with the 
possibility of 
exogenous factors 
playing a role 

Really good promotions 
Some products can only be 
found online, imported 
products like i.e. Danish 
cheese 

To get a hand on imported food 
products from outside of 
China, availability 
Get it delivered to you 

25 

Perceived 
usefulness 
Exogenous 
factors 4 

- To understand the 
most important 
disadvantages to not 
use e-commerce when 
purchasing ecological 
food purchase 
combined with the 
possibility of 
exogenous factors 
playing a role 

Cannot feel or touch it in 
person, cannot trust it is proper 
Will go together with 
roommates and try some things 
with free shipping to check it 
out 

Time of delivery, usually can't 
buy fresh food online 
Is easier for those in the biggest 
cities, TaoBao etc. focus 
mainly on the three biggest 
cities 

26 Trust 4 

- To establish the 
importance of trust in 
an online setting, if it 
can prevent a possible 
online purchase of 
ecological food, is 
there a difference 
between younger and 
older, and so on. 

High priority 
Two sites, she chooses the one 
with the higher price if she 
knows she can trust the 
platform 
Trust the platform if friends 
have used it before 
Worried about personal 
information and financial 
information 

Very important 
Trust is highly important in 
China, especially his mother 
and father consider trust highly 
important, would like to see the 
sales people face to face 
When a friend of the mother 
has bought something she will 
market to the mother 
Not as imporant to younger 
generation with face to face, 
rather online marketing like 
key leaders sharing something 
on their platform and most 
people will agree with them 

27 Trust 4 

- To see what measures 
that are performed to 
achieve the trust, what 
can prevent the trust 
and how important 
trust is in the case of e-

Would search for bad 
purchasing experience at the 
site 
Would also check for reviews 
on the product 
When buying in a physical 

Yes, check for reviews and 
comments 
Value those close to you the 
most 
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commerce and 
ecological food 
purchase 
- To establish if there is 
an attitude-behaviour 
gap, i.e. if trust is stated 
as highly important, are 
they doing anything 
specific to achieve 
trust? 

store she will go online to 
check if the product is suitable 

28 
Exogenous 
factors 4 

- To see if the specific 
exogenous factor of 
previous experience 
has affected the over 
online shopping of the 
consumer - are there 
any relationships 
between bad 
experience and less 
shopping online or 
good experience and 
more shopping online Good 

Likes it, trying new things, 
interesting and good 

29 Lastly 
2, 3 and 
4 

- To see if there are 
connections between 
what is stated 
throughout the 
interview within the 
respondents own 
perceptions, if there are 
some factors we have 
forgotten, etc. Could be 
cultural, motivational 
or in relation to e-
commerce 

If there are big news about 
environment issues 
Environment issues are of high 
priority while human rights is 
not that relevant to your daily 
life so people wouldn't pay 
attention 
They don't want bad air or 
polluted water 

Trust due to the major 
problems of food safety in 
China, they don't know where 
the food comes from, etc. 
For older people it could be 
face to face but for the younger 
generation it could be online 

30 Lastly 
2, 3 and 
4 

- To understand if the 
change has been crucial 
for the respondent and 
in that case how. Could 
be due to culture, 
motivation and e-
commerce 

Yes 
Due to scandals of the food 
producers in China over the 
last years 
Nobody trusts the big 
companies anymore because 
even they have bad products 
She would do research and 
pass on the information to 
friends and family Not a lot, just general 

31 Lastly 
2, 3 and 
4 

- To establish if there 
are any factors or 
topics of importance 
that we have forgotten, 
to check the quality of 
our questions and 
possibly find 
weaknesses 

Important that China export 
and import a lot 
She thinks it is important 
where the products are 
imported from, higher 
impression of products from 
Japan rather than the 
Philippines i.e. 

Marketing is huge in China, 
articles, news and 
documentaries 
More and more people are 
getting into organic food and 
knowing more about it, 
believes it is growing 
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Appendix 7: Composition of the studies for sub question one 

Matrix 9: Composition of the studies for sub questions one 
Explanation: 
Column: Studies on ecological/organic food purchase 
Row: Different demographic factors that could prove to be of importance 
NS = no significance in the specific research 
- = not examined in the specific research 
E.g. women = women are most likely to purchase ecological food products compared to men 

 Age Gender Level of 
education 

Level of 
income 

Type of 
residence 

Househol
d size 

Presence 
of 
children 
in the 
household 

1. Davies et al. (1995) NS Women - High - - NS 

2. Chan (1996) Younger - High - - - - 

3. Thompson & 
Kidwell (1998) 

NS NS NS - - - Children 
under 18 

4. Magnusson et al. 
(2001) 

NS NS High - - - NS 

5. Govindasamy et al. 
(2001) 

Under 
50 

Women High High Suburbs Low NS 

6. O'Donovan & 
McCarthy (2002) 

NS Women High/ 
medium 

High NS NS - 

7. Cicia et al. (2002) Average 
40 

- High Low/ 
medium 

- 4 - 

8. Wang & Sun (2003) Young NS NS High - Low Fewer 
children 

9. Paco et al., (2009) 25-34 
and 45-
54 

- High High - - - 

10. Dettman & Dimitri 
(2009) 

NS - High High - - NS 

11. Yin et al. (2010) NS - NS High - - - 

12. Doorn & Verhoef 
(2011) 

Younger Women  Low - - - - 

 
 
Extra: Quality assurance by population number and place of research 

 Population of research Place of research 

1. Davies et al. (1995) 150/1033/1002  
Combination of three research results 

Northern Ireland 

2. Chan (1996) 198 Canada and Hong Kong 
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3. Thompson & Kidwell (1998) 340 United States 

4. Magnusson et al. (2001) 1154 Sweden 

5. Govindasamy et al. (2001) - United States 

6. O'Donovan & McCarthy (2002) 250 Ireland 

7. Cicia et al. (2002) 198 Italy 

8. Wang & Sun (2003) 519 Canada 

9. Paco et al., (2009) 887 Portugal 

10. Dettman & Dimitri (2009) - United States 

11. Yin et al. (2010) 432 China 

12. Doorn & Verhoef (2011) 172 Netherlands 

 

Appendix 8: Complete table 1 

Complete table 1: The distribution of age and gender among Chinese consumers in 2016 and their corresponding birth 
year and difference between genders. 

Age Birth year 2016 Men Women Difference 

0-4 2012 - 2016 5.91% 3.17 % 2.74 %  0.43 % 

5-9 2007 - 2011 5.51% 2.99 % 2.52 %  0.47 % 

10-14 2002 - 2006 5.22 % 2.83 % 2.39 %  0.44 % 

15-19 1997 - 2001 5.32 % 2.87 % 2.45 %  0.42 % 

20-24 1992 - 1996 6.83 % 3.57 % 3.26 %  0.31 % 

25-29 1987 - 1991 9.21 % 4.68 % 4.53 %  0.15 % 

30-34 1982 - 1986 7.56 % 3.81 % 3.76 %  0.05 % 

35-39 1977 - 1981 6.95 % 3.54 % 3.41 %  0.13 % 

40-44 1972 - 1976 8.18 % 4.17 % 4.01 %  0.16 % 

45-49 1967 - 1971 9.03 % 4.59% 4.44% 0.15% 

50-54 1962 - 1966 8.43 % 4.27% 4.16% 0.11% 

55-59 1957 - 1961 5.15 % 2.61% 2.54% 0.07% 

60-64 1952 - 1956 5.85 % 2.92% 2.93% -0.01% 

65-69 1947 - 1951 4.18 % 2.06% 2.12% -0.06% 
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70-74 1942 - 1946 2.74 % 1.34% 1.39% -0.05% 
Source: National Bureau of Statistics of China, 2017. 2-9, Population by Age and Sex (2016).  
 

Appendix 9: Complete table 3 

Complete table 3: Increase of average real wage of Chinese consumers over the last two decades, complete version 

Year Indices of average real wage 

1995 101.8 

1996 102.8 

1997 104.5 

1998 116.2 

1999 113.2 

2000 111.3 

2001 115.3 

2002 115.4 

2003 111.9 

2004 110.3 

2005 112.5 

2006 112.9 

2007 113.4 

2008 110.7 

2009 112.6 

2010 109.8 

2011 108.6 

2012 109.0 

2013 107.3 

2014 107.2 

2015 108.5 

2016 106.7 
Source: National Bureau of Statistics of China, 2011, 2017. 4-11, Average Wage of Employed Persons in Urban Units 
and Related Indices.  
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