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Abstract  

Companies have often experienced an attitude – behaviour gap from consumers’ side in 

various fields and industries when it comes to sustainability. This phenomenon has been 

described by many research papers, however, a gap seems to emerge in the Home Hygiene 

market within the FMCG industry, that has not been researched excessively in the past. 

Existing literature describes several factors that might motivate consumers to shift their 

behaviour towards sustainability, and collects ideas what might be causing this consumer 

attitude - behaviour gap, however, these are mainly generalized theories and that have not been 

studied in the context of home cleaning industry. Since every market has their own 

characteristics, and consumers’ motivations, assumptions and the barriers they experience can 

differ from industry to industry, the purpose of this thesis is to assess the existing theories in 

the context of this research and apply the most relevant parts on the consumers in order to test 

their effectiveness. 

This topic is explored through a dynamic theoretical research in order to identify the most 

relevant parts of the existing models and frameworks, then, based on the findings, a qualitative 

research is conducted. The participants of the research are average Danish consumers on the 

home cleaning market with various engagement level towards sustainable goods, and the data 

collection is done through semi-structured interviews. This primary research seeks to 

understand the barriers consumers experience towards purchasing green cleaning products, 

and tests the different drivers and parts of the previously examined theoretical models that 

were deemed relevant. 

Findings describe the attitude – behaviour gap of consumers and the underlying reasons for 

this phenomenon, and collects the main motivators that have the potential to shift their 

behaviour towards sustainable purchases. The outcome of the research is then analysed by the 

structure of marketing mix, and an optimal marketing mix is created as a guideline for 

marketing managers, who are changing towards sustainability and are aiming to convert their 

consumers into more green behaviour. This framework offers different tools for companies 

that they can utilize to close the consumers’ attitude – behaviour gap on the home care market.  
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1. Introduction 

The market of Fast Moving Consumer Goods (FMCG) is changing rapidly. As every part of 

our lives, FMCG industry has also been affected with the increasing focus on sustainability, 

and therefore it has been undergoing major re-shaping and fluctuation. Besides the fact that in 

the recent years sustainability has become a “hot” topic, a trendy theme, it is actually a very 

crucial point in the life of humanity. People have begun to recognize that the current way of 

living on this Planet does not have a future, and unless we change our behaviour radically, 

humanity might exhaust this earth’s resources. Thus, it slowly became clear that there is a 

necessity for a new, a sustainable way of living, effecting every parts of our lives. However, 

in order to do so, we need to change the way we think the same way as we need to change the 

way we behave. 

Like most industries, FMCG industry – including the Home Hygiene segment – was also 

heavily impacted by this shift towards sustainable actions. Both companies and consumers 

started to comprehend with the importance of sustainability, leading to a significant increase 

in both demand and supply in terms of green products. Newcomers are constantly appearing 

on the market, offering sustainable, green, bio products, while more and more market and 

consumer research validates that consumers perceive sustainability as an important subject, 

and their need for green products is increasing (Hanss & Böhm, 2011). However, with this 

change undergoing in many industries, an interesting phenomenon emerges across majority of 

the markets: although consumers seem to report the importance of sustainability and claim 

they try to live a sustainable life, their actions do not show the same. While consumers report 

they want to act in favour of sustainability and change their behaviour, everyday life gets in 

the way. Some barriers along the way surface, that is stopping them to actually change their 

behaviour. This phenomenon is described as an attitude – behaviour gap, it has been wildly 

researched in many contexts, however, not so much in the household cleaning industry. 

This research paper focuses on the consumers’ attitude – behaviour gap towards sustainability 

in the Home Care industry. This study takes an approach of consumers’ perspective, and 

researches consumers’ perception of sustainability and their behaviour on the Home Cleaning 
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market in order to identify the underlying reasons for this attitude – behaviour gap. The 

research will not only focus on the barriers that consumers experience and what is blocking 

them from entering the green cleaning products market, but also on what could motivate them 

to change their behaviour and close this existing gap. A primary, qualitative research was 

conducted in order to gain deep understanding of the topic and explore the patterns and 

relationships that lead to this attitude – behaviour gap, and examine the motivational factors 

that may shift consumer behaviour and allow consumers to break down the experienced 

barriers. 

Moreover, this study will also take on a managerial approach and use and evaluate all the 

findings of this research to make suggestion for companies who are already operating in the 

Home Hygiene market but are looking into transitioning their actions and portfolio to a more 

sustainable one to help them shift their consumers’ behaviour and purchase decisions towards 

green products. In order to do so, a recommended optimal marketing mix will be generated 

based on the findings of this study, that could potentially be used by marketing managers as a 

framework or guideline when they face this situation. Thereby, this thesis provides practical 

value to the Green Home Care market and the companies operating in it. 

This topic was chosen as it is highly relevant nowadays with sustainability getting incorporated 

to everybody’s life more and more. Since the consumers’ attitude – behaviour gap towards 

sustainability has been researched in the past, but not so much in the context of this specific 

market, it was deemed relevant to explore this phenomenon deeper and gain some important 

insights. Another motivational factor for the topic of this thesis was the researchers’ personal 

connection to Home Cleaning market and a major corporate operating on this market, Reckitt 

Benckiser. This corporate is undergoing the described changes by shifting to more sustainable 

way of operation in terms of production, transportation, packaging and several other ways, as 

well as changing their portfolio and launching new, sustainable product lines. Since both 

researchers were able to experience first hand the struggle of this well-established company 

when implementing such reformations and gain an insight on how this company and their 

different brands aim to overcome these issues, it was believed that such a research could 
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contribute significantly to companies and marketing managers in the same situation. This 

paper can provide a collection of tools and a guideline to navigate the brands by targeting their 

consumers with the relevant message and motivational insights. 

2. Context 

In this research paper, we are focusing on the green consumers in the Danish household 

products industry. The household products industry consists of air care products, dishwashing 

products, laundry care products, surface care products, toilet care products, and other products 

including bleach, furniture and floor polish (MarketLine, 2014; Euromonitor International, 

2020). The term “household”, “home care”, and “home hygiene” will be used interchangeably 

throughout this paper as the researchers perceived no difference in the terms. 

According to the Global RepTrak (2020), the world’s most comprehensive reputation study, 

corporate reputation is as vital as ever. In 2020, an excellent reputation score stimulates 78% 

global consumers’ willingness to buy, compared to merely 9% when reputation is poor 

(RepTrak, 2020). Moreover, Nielsen’s (2020) global online environment and sustainability 

study revealed that 55% of their respondents claimed that they would be willing to pay more 

for products offered by corporates that are committed to positive environmental causes. 

Thereby, it can be argued that being environmentally responsible is one of the key components 

to impact companies’ reputation positively, as well as customer purchase decisions (RepTrak, 

2020; Werbach, 2009; Bonini et al., 2009).  Bonini et al. (2009) from McKinsey & Company 

have conducted a research to measure the financial value derived from CSR. The result implies 

that the environmental, social, and governance programs had the biggest contribution in 

improving corporates’ financial performance by maintaining a good reputation and brand 

equity (see Appendix 3). Furthermore, another important outcome from this report shows that 

the different environmental programs from the companies provide the most substantial 

positive contribution to shareholders value over the long term (see Appendix 4). This outcome 

is applicable in the home hygiene industry which is approved by another report from 

McKinsey & Company (Werbach, 2009). In the report, the founders of a successful household 

products company in San Francisco, - which produces all of its products from a sustainable 
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resource, with recyclable and reusable materials, and with only non-toxic ingredients -, said 

that having an environmentally conscious business and making “green” their primary message 

is the key to their success (Werbach, 2009).  

The number of households in Denmark slowly increased from 2,6 million in 2014 to 2,7 

million in 2019, and the forecast sales growth from 2019 to 2024 is -0,3% (Euromonitor 

International, 2020). In addition, data shows that private and local labels have gained 1,3% of 

retail value from 2018-2019, while the two leading companies, Unilever and Reckitt Benckiser 

have gained 0,1% and 0,2% respectively. The unexciting growth in the industry together with 

the fast-growing private brands have pressured companies in the industry to address the major 

topic in the industry continually. Moreover, the Danish household products industry is 

composed of a diverse group of companies. There are 30 public and well-established 

companies alone with many other private labels present on the market (Euromonitor 

International, 2020). Traditional household products can be differentiated through different 

design of the packaging, effectiveness, and fragrances, but their overall function is relatively 

standardized (MarketLine, 2014). This lack of distinction between products indicates that 

consumers can easily switch brands. In order to gain sustainable competitive advantage, 

companies are required to constantly seek for opportunities to differentiate their brands to meet 

the consumers’ needs (RepTrak, 2020; Evans & Siesfeld, 2020). CSR is one approach for 

companies to differentiate their brands from the others by enhancing customer identification 

with the different brands as an expression of their values (Evans & Siesfeld, 2020). 

Firstly, according to the semi-annual report from RobecoSAM in July, 2019, with a robust 

ESG (Environmental, Social, and Governance) score of 7,9, Denmark has successfully 

maintained its leading position as one of the world’s most sustainable countries (see Appendix 

5). This data implies that businesses in Denmark are under a great pressure to keep up with 

this high sustainability standard, which can be clearly seen from the publicly messaged brand 

goals of two major players – Unilever and RB – in the Danish house care industry. Unilever 

claimed that its goal by 2023 is to halve the environmental footprint of making and use of its 

products (Unilever, 2019), and RB is aiming to reduce its negative impact on environment by 
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reducing its greenhouse gas emissions and contributing to reducing global warming and 

climate change (Reckitt Benckiser, 2019). Their detailed activities impacting the environment 

will be elaborated further in the sections that follow.  

Secondly, sustainability was the key theme in both consumer purchase decision and product 

development. Household product consumers in Denmark are seeking more natural products 

across all home care categories to enable them to minimize the usage of toxic chemicals 

(Euromonitor International, 2020). This concern is reinforced by massive media coverage on 

the topic along with government campaigns, addressing the importance of clean air in people’s 

homes. As an outcome of this key trend, in 2020, Reckitt Benckiser has launched a new air 

care product line, Botanica by Air Wick in Denmark, with all its products being produced with 

natural ingredients (Botanica by Air Wick, n.d.). In addition, another emerging trend is the 

increasing attention on household sustainability through packaging (Euromonitor, 2020; 

Botanica by Air Wick, n.d.; Unilever, 2019). For instance, the bottles used by Botanica are 

made up to 99% of recycled plastic, and its recyclable cardboard is certified by the Forest 

Stewardship Council (see Appendix 6). Its biggest competitor in the Danish household 

industry, Unilever, also relaunched its entire liquid detergent product range with packaging 

made of 97% recycled plastic in 2019 (Unilever, 2019).  Besides of the increasing popularity 

of natural products and sustainable packaging, consumers in Denmark in general are more 

likely to trust the brands with a greener image (Euromonitor International, 2020). There is a 

new domestic household product company called Eco Clean Nordic that resonates this trend 

successfully. The company is found in 2012, and its market share has climbed to 0.5% in 2019 

which is remarkable comparing with other conglomerates with longer history in the industry 

(Euromonitor International, 2020; EcoCleanNordic, n.d.). The company is determined to 

“preserve the earth’s resources and creating condition for a better of life for all, both now and 

in the future” by offering natural and eco-friendly products (EcoCleanNordic, n.d.). However, 

having a good cause for its business is not the sole reason of its success. The company has 

been able to respond to consumers’ needs in a transparent way by providing details concerning 

its brand, production methods and ingredients on its website. Meanwhile, the company also 
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has a significant presence on social media (Facebook, Instagram, LinkedIn, and YouTube) to 

be able to directly speak to their consumers. Noteworthily, large players with high market 

shares have been somewhat caring less about environmental issues with regards to their 

positioning, packaging and slower respond time. They only put the Nordics Swan or the EU 

flower on some of their new products before 2019 (Euromonitor International, 2020). Unilever 

started to take a more proactive approach in 2019 by using recycled packaging materials for 

its whole liquid detergent range (Unilever, 2019). Nonetheless, smaller and younger brands 

are building their entire business around sustainability. They are using recycled plastic and 

highlighting the natural features of their products on their packaging, and these efforts are 

appearing to pay off (Euromonitor International, 2020). 

Despite consumer’s positive attitudes about CSR and their increasing environmental 

consciousness, price and product efficiency still remain the critical purchase decision 

determinants (Euromonitor International, 2020; Johnstone & Tan, 2014). Many consumers are 

hesitant to spend more money on household products and more attracted to perceived value of 

the products such as those claiming better results and offering multi-functionality. In addition, 

household products are regularly supported by price promotion, in-store discount and bulk 

purchase discount to increase sales (Euromonitor International, 2020). A survey published by 

Coop in 2017 found that a quarter of Danes still use bleach, with half of them being aware of 

its negative impact on the environment (Euromonitor International, 2020). Industry report of 

home care in Denmark indicated that consumer’s loyalty to sustainable household products 

and brands remains dependent on the product’s perceived performance (Value Line, n.d.). In 

conclusion, businesses in home care industry are facing growing pressure to incorporate 

environmental responsibilities into their corporate value, and the discrepancy between 

consumers’ sustainable attitude and behaviour is a major obstacle that companies need to 

overcome. 

3. Problem formulation and research question 

More and more consumers are seeing corporate sustainability as an important topic. With the 

rise of the awareness of sustainability in general, the topic quickly became part of almost all 
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industries and in the same time it also became wildly researched. Many research show that 

companies, brands and products that engage in sustainable actions are more appealing to 

consumers (RepTrak, 2020; Werbach, 2009; Bonini et al., 2009). This has an impact on the 

whole home hygiene industry. Corporates and companies are becoming more eager to comply 

with this consumer need and take their share in the sustainability movement – they are 

changing their portfolio, revising their operation and production, lowering the waste they 

create while they operate, and engage in other sustainable actions. Therefore, the home care 

industry is undergoing a major shift: the sustainable segment not only appeared, but is 

becoming one of the core parts of the industry and is growing bigger and bigger. New 

sustainable portfolios and products are appearing on the market every day, while existing 

products are converting to be more sustainable, too. New companies and brands are joining 

the sustainable home hygiene industry in order to supply this new consumer need.  

However, there seem to be a gap existing between the consumers’ perception of sustainability 

within the home care industry, and their actual purchase behaviour of these sustainable 

cleaning products. Many research shows that consumers perceive sustainability as a very 

important topic (Hanss & Böhm, 2011) and they report that it is important for them that 

companies have a high level of engagement when it comes to sustainable actions (RepTrak, 

2020; Werbach, 2009; Bonini et al., 2009), but their actions do not meet the same level of 

engagement. An attitude – behaviour gap is very commonly seen to be appearing when it 

comes to sustainability (White, at al., 2019), and looking at the context of this thesis, it seems 

to be present within the FMCG sector, and home care industry as well. 

The importance of closing this gap is undeniable – sustainability is inevitable for humanity, 

and all must be done to secure environmental, economic and social sustainability. Since CSR 

is more and more important in every company’s life, and consumers’ brand perceptions and 

loyalty increase with the engagement level of sustainability, it is in all stakeholders’ favour to 

identify what factors are causing this attitude – behaviour gap in the home care industry. 

Sustainability and consumer behaviour have been researched in many contexts in the past in 

order to understand what triggers consumers to behave in a more sustainable way, and several 
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researches were focusing on identifying the main factors when it comes to shifting the 

consumers’ behaviour towards sustainability, however, there is only a limited number or study 

to be found on this problem in the Home Hygiene industry. White et al. (2019) has collected 

the five main factors that have the most impact based on the different research that was 

conducted in this topic, however, this framework takes a generalized approach to shift 

consumer behaviour and close the attitude – behaviour gap. Since this phenomenon can be 

found in many fields, markets and industries that have their own characteristics and the 

consumers of the given market experience different barriers to sustainable behaviour, certain 

parts of the model are more applicable than others based on the context. Thus, it can be argued 

that in order to close this attitude – behaviour gap, the SHIFT model itself is not enough. The 

model presents five main factors, all including several parts that may have an effect on 

consumer behaviour, but in order to maximize the efficiency when using certain factors to 

shift consumer behaviour, it is necessary to know how consumers actually react to the different 

factors in this certain context of home hygiene industry, and what are the factors causing this 

gap in this specific context. 

Therefore, the first question that this research paper aims to answer within the framework of 

this thesis is what are the underlying assumptions of consumers of sustainability within the 

home care industry. The paper first aims to identify the causes behind the consumers’ attitude 

– behaviour gap in the home cleaning industry. With both theoretical and primary research, 

the researchers seek to find the underlying reasons behind this gap and the barriers that stop 

consumers from entering the sustainable home cleaning products’ market. Based on these 

findings, the SHIFT model (2019) will be investigated, and the different factors in the model 

at the certain context of the thesis will be examined so the factors that are perceived as most 

important in order to close the consumers’ attitude - behaviour gap in the home hygiene sector 

can be selected. This way, a more precise picture of what are the main factors that companies 

should focus on when they intend to shift their consumers’ behaviour towards sustainability 

will be achieved. 
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In order to fully examine the research gap of this thesis, another question arises about how the 

consumers react in this specific case for the chosen factors of the model. For this reason, the 

research paper aims to test the chosen factors of the SHIFT model on the consumers, and 

review how they react to the different parts of the model with the primary research. This can 

help the researchers identify what are the most powerful tools that companies can work with 

in order to shift their consumers’ behaviour towards purchasing more sustainable cleaning 

goods. 

Based on the identified research gap and the findings this study aims to receive, a research 

question was created, that together with three sub-questions covers this topic and will help 

find the answers for the research gap. For the aim of this paper, two theoretical, and one 

empirical sub-question was created, as both theory and empirical research will be utilised in 

order to find the answers to the research question. The main research question is: 

How can companies in the Home Hygiene industry close the consumers’ attitude - behaviour 

gap in terms of sustainability? 

This main research question takes a managerial approach with the goal of creating guidelines 

for companies so they can most effectively plan their marketing mix. The question focuses on 

understanding the issue from a consumer point of view, so suggestions for companies can be 

made. With these guidelines marketing managers could have the ability to focus on the most 

important factors around sustainability in order to grab their consumers’ attention and convert 

their behaviour. However, it is important to highlight that this paper focuses on researching 

companies that are already present on the Home Hygiene market, since the research aims to 

understand how can companies change their existing consumers’ behaviour in order to 

purchase the sustainable products they offer. The main research question is expanded with the 

following three sub-questions: 

- What are the factors causing the gap between consumers’ sustainable attitude and 

behaviour in the Home Hygiene industry?  
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This sub-question will be researched theoretically, however it will be complemented by 

empirical research, as the primary data collection will include questions, that aim to collect 

necessary information to answer this sub-question. This sub-question seeks to understand 

consumer behaviour and the possible blocking factors they experience. 

- What are the key drivers of the SHIFT model that can influence consumers’ behaviour 

to be more sustainable in the Home Hygiene industry? 

This second sub-question is a theoretical question that will be answered in the theoretical 

framework using existing literature and research findings. This question is necessary in order 

to limit the amount of primary research that will be conducted. Since the model provides an 

excessive number of different factors that have an effect on consumer behaviour, it would not 

be possible within the framework of this thesis to test all parts of this model, thus this sub-

question will focus on finding the parts of the SHIFT model that are most applicable for the 

researched context. 

- What are the consumers’ perceptions of the identified key drivers from the SHIFT 

model? 

This is an empirical sub-question that will be addressed through the primary research of this 

thesis. To answer this sub-question, a qualitative research will be conducted in order to test 

consumers’ perceptions and willingness to shift their behaviour towards sustainability. The 

key drivers of the SHIFT model will be identified when answering the second sub-question. 

Using the findings from both the theoretical and empirical research, it will be possible to 

answer the research sub-questions, as well as answer the main research question of the thesis. 

As the main research question focuses on what well-established, existing companies could do 

and what they should focus on when trying to shift their consumers’ behaviour towards 

sustainability, it will be answered both within the findings, and within managerial implications 

part of the thesis, therefore the managerial implications section receives a grand focus for this 

research. 
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4. Theoretical Framework 

The definition of sustainability is rather broad, many researchs have been conducted to explain 

what sustainability is, where this term comes from, and why sustainability is important 

(Ripple, et al., 2017; Werbach, 2009; Gökçekus, et al., 2010; Diwekar & Cabezas, 2012). After 

an intensive literature review regarding the term “sustainability”, the definition developed by 

the University of Alberta is adopted in this study to build the foundation: “Sustainability is the 

process of living with limits of available physical, natural and social resources in ways that 

allow the living systems in which humans are embedded to thrive in perpetuity” (The 

University of Alberta , 2010).  

Some key themes in terms of sustainability can be derived from this definition. First of all, 

sustainability is a rather long-term process, because it requires people to meet their own needs 

without compromising the ability of future generations meeting their own needs. Secondly, it 

is a sustainable development, requiring movements from different dimensions. Sustainability 

is comprised of three pillars, namely environment, economy, and society (Unilever, 2019; 

Werbach, 2009). Environmental sustainability can be referred to as ecological integrity that is 

preserved, and all environmental systems are kept in balance while natural resources within 

them are consumed by humans at a reasonable rate. For example, by preventing waste, 

controlling climate change, and preserving natural resources. Social sustainability means all 

human rights and basic necessities are attainable by all people, including education, physical 

and mental health, equality, labour and cultural rights. Economic sustainability means 

economic systems are intact, which enables both individuals and businesses to meet their 

economic needs. However, understanding the definition of sustainability is not enough to 

ensure that individuals, companies and public sector are actually on the right path to 

sustainability. The sustainable development goals (see Appendix 7) adopted by UN member 

states in 2015 provide a comprehensive blueprint for both public and private sectors to 

overcome the major challenges for a decade (United Nations, 2020a).  

As mentioned in the context, the sustainability-related actions generated by public sector has 

an impact on both companies’ strategies and individuals’ consumption. Consumers are 
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becoming more and more aware of sustainability, which is an increasingly essential factor that 

shape consumer behaviour (Mohr, et al., 2001; Youseef, et al., 2018). Today’s consumers 

gradually buy more products from corporates that are or seem to be sustainable (Kotler, 2011). 

Being environmentally and socially responsible became one of the most vital megatrends for 

companies, which comes with a major impact of business activities on consumption and 

lifestyle (Kapferer, 2008). As a consequence, many companies recognized the demand for a 

sustainable approach of running their businesses, and across industries we see many well-

known companies integrating sustainability into their brand DNA (Youseef, et al., 2018; 

White, et al., 2019). For instance, Starbucks is fully engaged and committed to sustainability 

by taking several CSR initiatives  (Starbucks, n.d.). Corporate Social Responsibility has 

become a key concept for the brand marketing of many corporations. CSR refers to a 

company’s societal engagement for making sure of sustainable development, and it is a 

principle integrated into marketing and business strategies in different industries (Youseef, et 

al., 2018). The environmental-friendly products provide a unique brand identity to the product 

portfolio of the company, which enables the company to differentiate itself from other 

companies in the household products industry. Customers are longing to associate with firms 

that provide them an identity, and such CSR programs of the different companies provide an 

identity to the consumers by enabling them to associate with sustainable and responsible 

companies.   

Undoubtedly, CSR has positive impact on both private and public sector (Chakraborty & Jha, 

2019), and the outcome of CSR can be divided into two categories: its impact on consumer-

related result and firm related-result. Consumer-related consequences of CSR have focused on 

the influence of CSR on cognition and affect. Consumers cognitively evaluate the firms who 

are involved in CSR, in other words, the outcome of CSR is a criterion for consumers when 

choosing a product. Moreover, it arouses the consumers’ self-evaluation due to the 

consumption of sustainable products or association with sustainable firms. Noteworthily, CSR 

initiatives also help the companies to generate positive word-of-mouth (Lacey, Kennett-

Hensel, & Manolis, 2015), hence it generates a positive consumer perception of the 
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corporation. The benefits of implementing CSR for companies are including positive 

reinforcement on trust, identification, cognition elaboration and also including negative 

reinforcement on reduction in consumption guilt (Homburg, et al., 2013; White & Willness, 

2009; Zemack-Rugar et al., 2016). Looking into the firm-related consequences, CSR has been 

found to have a positive impact on the brand equity, and it can eventually elevate the firms’ 

financial benefits in the long run. (Youseef, et al., 2018; Keller & Lehman, 2003). However, 

the impact of CSR also depends on the perceived motive (Chakraborty & Jha, 2019). There 

are two types of motives behind CSR activities from firms, namely public serving and firm 

serving. If a CSR initiative is perceived as firm serving, it can make customers sceptical about 

the company’s motive (Foreh & Grier, 2003). That is why today’s customers are often 

questioning the authenticity of the organizations’ CSR activities, especially for the ones 

communicated through advertisement. Customers in these cases tend to think that companies 

are aiming to sell products or achieve financial advantage (Habel, et al., 2016). On the 

contrary, when the public serving purpose is perceived, company can induce a positive 

response from consumers. Many researches are tackling the effect of CSR initiatives on 

consumer behaviour (Matute-Vallejo, et al., 2011; Tian, et al., 2011; Lin-Hi & Müller, 2013). 

It can be concluded that today’s consumers are more likely to be loyal to firms that are ethical, 

and willing to pay higher price to companies who invest in CSR activities. Nevertheless, 

consumers’ attitude - behaviour gap is commonly observed in sustainability context. Previous 

studies have found that consumers appear favourable attitudes toward firms’ CSR activities, 

however, they often do not subsequently engage with sustainable consumption (Trudel & 

Cotte, 2009; Auger & Devinney, 2007; Young, et al., 2010). As mentioned in the context, the 

discrepancy between sustainable attitude and behaviour in the Danish household products 

industry is fairly significant. The reasons for this phenomenon and how to shorten the gap will 

be further analysed and discussed.  

For sustainability to remain a relevant and useful tool for businesses, it is crucial that 

sustainability is adapted to the local context (Unilever, 2019; RepTrak, 2020). In the last 

decades, protecting the environment has become a top priority in the European Union; climate 
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change, natural resource conservation, environmental degradation and pollution raised 

awareness for both private and public sector (Caprite, 2015). Companies need to take specific 

actions to respond to the priorities and circumstances of a particular industry, because there is 

no standardized strategy for implementing sustainability. This research will have a deep dive 

in the household industry in Denmark. Moreover, regions are key players in creating and 

implementing sustainable development as the territorial approach can support and encourage 

greener businesses and more sustainable way of living (Youseef, et al., 2018). Denmark is one 

of the pioneers in sustainable development worldwide. Danish government is in accordance 

with the 2030 agenda and the Sustainable Development Goals (SDGs) from the department of 

economic and social affairs in United Nations (United Nations, 2020b). The country has a long 

history of organic farming which has a significant impact on the sustainable consumption - 

attitude of people who are living in Denmark. As it is a widely advocated and implemented 

sustainable concept, people have gained awareness and tendency concerning sustainable 

consumption in general. Denmark has the highest market share of organic food across the 

world (Terlau & Hirsch, 2015). In the period between 1960 and 1970, the organic farming was 

booming due to the environmental concerns. Both public and private sector started to realize 

the adverse environmental impact, thereby, more and more environmental movements 

emerged. As Simon (1945) argued, companies must be responsible to community values in 

order to survive in the long run. Consequently, organizations are in a way forced to make the 

right decision by proactively integrating CSR initiatives with their core business strategies to 

gain sustainable competitive advantage (Carroll & Shabana, 2010). There are many existing 

researches concerning sustainability in the Danish food and fashion industry, nonetheless, the 

Danish home hygiene industry is rarely touched upon. Traditional household products have 

significant adverse environmental impact (Roche, 2019). The chemicals from household 

products have caused water pollution, the volatile organic compounds in those products have 

negative impact on indoor air quality and they also add outdoor smog. In addition, packaging 

and bottles of traditional household products are not made from recyclable materials, which 

creates more waste. Many organizations in this industry has realized the significant 

environmental impact from their products. RB has been integrating sustainability into its 
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business for the last eight years, and the trend is continuing (Reckitt Benckiser, 2019). In 2016, 

the company linked its strategic objectives to the SDGs from the United Nations. In 2019, RB 

has reached 42% reduction in greenhouse gas emissions per unit of production and achieved 

33% reduction in its total carbon footprint per dose of product sold. Companies with 

sustainable household products need to sell those products regardless of having a public-

serving or firm-serving purpose. This is where green marketing stepped in. 

4.1. Green marketing and green consumer behaviour 

Marketing essentially is about developing products that provide superior perceived value, and 

distributing and promoting the products effectively based on customers’ needs. Therefore, 

green marketing can be defined as building and maintaining enduring relationships with 

customers and the environment to achieve economic objectives by planning and implementing 

appropriate marketing mix (Belz, 2006; Caprite, 2015). By creating ecological value, green 

marketing is able to deliver and enhance customer value. Belz (2016) illustrated that green 

marketing consists of six steps: analysis of ecological problems, analysis of consumer 

behaviour, normative green marketing, strategic green marketing, instrumental green 

marketing, and transformational green marketing. The departure point of green marketing is 

to analyse major environmental issues that need to be addressed in the industry. By doing so, 

companies are able to develop and communicate products that satisfy consumers’ needs in 

terms of sustainability. In the Danish home care industry water pollution, indoor and outdoor 

air quality, and unrecycled packaging are the key environmental problems. As identified in 

the context, those are the key trends that customers are paying attention to. The second step is 

the analysis of consumer behaviour, which includes the identification of the criteria and drivers 

of consumers’ sustainable consumption. The third step is to build the normative foundation of 

sustainability marketing. This step requires organizations to communicate their sustainable 

objectives and principles to stakeholders. Moving forward to the strategic level of green 

marketing, market positioning need to be tackled. Well-established firms have clear market 

positioning with their conventional products which shaped consumers’ perception of their 

brands and enabled the firms to gain competitive advantage (Barney, 1991). In order for such 
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corporations to sustain their competitive advantage, they are required to incorporate 

sustainability into their market positioning as the marketing capabilities in the Danish home 

care industry is driving corporate sustainability (Barney , 1991; Tollin & Christense , 2019). 

Belz (2016) argued that sustainable products have a competitive advantage over conventional 

ones by using a unique sustainability selling proposition. Furthermore, he explained three 

possibilities to use a unique sustainability selling proposition, and this unique sustainability 

selling proposition relies on many factors, such as consumer preference. Firstly, the 

environmental sustainability plays a crucial role in the positioning of sustainable products 

(Belz, 2006). The environmental contribution of green home care products is communicated 

as the primary benefit, whereas, performance and price are secondary benefits. This 

positioning is more suitable for small pioneers following a niche strategy and targeting solely 

the green consumers who are highly committed to environmental sustainability. For instance, 

EcoCleanNordic mentioned in the context. Secondly, even though the environmental 

dimension of sustainability plays a significant role, it is, however, not dominant (Belz, 2006). 

Instead, it is the equivalent of price and performance. This positioning targets people who can 

be environmentally activated. If firms are able to incorporate the environmental-friendly 

attributes with traditional attributes (e.g., performance, functionality, price, design, smell, and 

other factors) of their products to create an alliance, these consumers are open for sustainable 

products and marketing. As demonstrated before, these customers in the Danish household 

products industry are the important and growing segment because they are more likely to be 

sustainable if the firms manage to trigger the right drivers. They are conscious about 

sustainability and engaged with sustainable behaviours to some extent. The third possibility 

proposes that the environmental sustainability of the products is an integral part of price and 

performance (Belz, 2006). This potential position is for companies that target the mass market. 

The environmental-friendly attributes of the products are providing extra value to customers 

without paying premium price. For these customers, they might value the traditional attributes 

more than sustainable attributes of a product. They are aware of current environmental issues, 

but they are not proactively engaged with sustainable behaviours. Based on this article, this 

research is initiated from a consumer perspective. As it is apparent in the section of context, 
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companies in the home hygiene industry are integrating environmental-friendly elements into 

their existing brand identity through product innovation and marketing communication. 

Nonetheless, the marketing data shows that conventional products remained to bring higher 

sales than the sustainable products. Therefore, we aim to find the reasons from customers’ 

point of view and solutions for well-established companies to shift consumers to be more 

sustainable.  

To implement green marketing strategy, it is important to develop a consistent marketing mix 

aiming at particular target group (Belz, 2006). The core of sustainability marketing is the 

sustainable products which reduce the adverse impact on the environment but still manage to 

meet consumers’ essential needs. Green products can be referred to the products that are more 

ecologically efficiency than other products in the same category (Belz, 2006). The most 

successful sustainable products are developed in accordance with societal aspirations, recent 

technologies, and status of knowledge. Therefore, this research is aiming to discover the 

environmental-friendly and traditional attributes of home care products that consumers are 

seeking for through secondary data. The primary data collected through interviews will be 

used to evaluate the theoretical findings, therefore, we will then be able to make suggestions 

for companies on how to motivate consumers to perceive the sustainable attributes just as 

crucial as the conventional attributes of home care products.  

Transformational sustainability marketing is the last step of Belz‘s (2016) sustainability 

marketing model. He illustrated this step as “the active participation of companies in public 

and political process to change the existing framework in favour of sustainability” (Belz, 2006, 

p. 142). Within the current institutional framework, green marketing can be conducted, but it 

is limited to a certain level because the institutional design fails to set positive incentives for 

sustainable behaviour for individuals (Belz, 2006). The purpose of transformational green 

marketing is to change the existing institutional framework through setting incentives for the 

green consumption or deterrents for the consumption of conventional products (Belz, 2006). 

For example, tax reform on environmental and / or conventional products. Although the 

Danish government is working on assessing legislation on the SDGs, and supporting 
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responsible businesses, it does not directly motivate Danish residents through incentives or 

punishment (United Nations, 2020b). This is why it is crucial for companies to expand the 

intersection between environmental issues and individual consumption by making changes in 

institutions. The more public and political institutions support green consumption, the easier 

it is for corporates to market sustainable products beyond the environmentalist consumers.  As 

a result, environmental-friendly firms should participate in changing the public and political 

institutions and thus creating better conditions for green marketing (Bendell & Kearins , 2005).  

In Belz’s (2006) research he also summarized the integration of the major steps of green 

marketing (see Appendix 8). The strategic and instrumental sustainability marketing are 

occurred in the present institutional framework where firms are addressing the emerging 

environmental problems that consumers are looking into when they consume. Whereas 

transformational sustainability marketing is to change the current institutional framework.  

Kindström, Ottosson, and Carlborg (2018) have conducted research about the proactive, 

deliberate initiatives that are taken by companies with the aim of changing the institutions. In 

their research, they proposed a framework for identifying firm-level activities to shape an 

existing market (Kindström, et al., 2018). They argued that there are three different levels of 

market-shaping activities which can ultimately enable firms to drive growth and create 

sustainable competitive advantage, these are system, market offer, and technology. At the 

system level, norms and regulations set the boundaries and rules for the whole market. In order 

to shape the market at this level, companies need to not only focus on the customers but also 

an understanding of the institutions. Due to the strong impact of institutions on the actions of 

firms and customers, companies are suggested to influence the institutions to shape the market 

(Kindström, et al., 2018). Furthermore, companies can shape the market by changing norms, 

infusing knowledge, and boosting demand. The market offer or value proposition can be 

exchanged between firms and customers through products. For instance, companies need to 

define and present the attributes of the green products to customers, so that customers then can 

decide their willingness-to-pay based on their perceived value. The firm’s activities at this 

level need to authenticate the market offer through realizing value, understanding customers, 
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and building credibility with the involvement of different stakeholders in the business 

(Kindström, et al., 2018). In our research, we will focus on the interaction between firms and 

customers. Lastly, firms’ market-shaping initiatives can take place at the technology level by 

replicating processes, building application knowledge, and co-developing technology 

(Kindström, et al., 2018). Kindström, Ottosson, and Carlborg (2018, p. 38) indicated that 

“technology fulfils a role as functional base for the shaping of single and composite activities, 

and the creation of useful market offers”. Technology is an embedded knowledge that 

represents the functionality of a product, which plays a crucial role in shaping a market. In the 

home hygiene industry, the sustainable products are developed by firms by enabling “new 

technologies” that could not be possible with the traditional products (e.g., sustainable laundry 

detergent allow people to wash their cloths effectively with cold water). This paper will 

analyse how companies can shape the Danish home hygiene industry with the aim of shifting 

customers to be more sustainable through sustainable marketing initiatives. 

It is fundamental to analyse and understand the sustainable consumer behaviour in order for 

firms to develop successful green marketing strategies (Kindström, et al., 2018; Belz, 2006). 

We will start with the definition of environmental concern. Environmental concern from a 

consumer’s perspective can be defined as an evolution of, and an attitude for one’s or others’ 

behaviour concerning the environmental consequences (Heo & Muralidharan, 2019). 

Environmental concern is a domain-specific concept that particularly foresees consumers’ 

environmentally conscious behaviour. Heo & Muralidharan (2019) argued that there is a 

positive correlation between the level of consumers’ environmental concern and purchase 

intention for environmental-friendly products, hence people who have high level of 

environmental concerns are more likely to purchase green products. However, this argument 

is presented under certain conditions, precisely that there are no significant changes occurring 

in the consumers’ current lifestyle. In addition, there are many other factors that could affect 

environmentally responsible behaviours, such as, the price, the brand, and the availability 

(Jones, et al., 2008). Although the influence of environmental concern on consumer behaviour 

can be affected by many potential moderators, environmental concern is still a good predictor 
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of environmental-friendly consumer behaviour (Heo & Muralidharan, 2019).  Heo & 

Muralidharan (2019) defined pro-environmental consumer behaviour as the phenomenon 

when consumers purchase products, that are believed to have positive impact on the 

environment, and it is considered as a requirement to solve environmental issues. It is crucial 

to understand pro-environmental consumer behaviour, and due to the increasing media 

exposure on environmental problems, today’s people are becoming more and more aware of 

the environmental issues that we are facing. Nevertheless, it does not mean that consumers’ 

environmental concerns are entirely integrated into actual shopping activities.  Johnstone and 

Tan (2014) stated in their study that consumers’ green purchase behaviour is complex, and 

consumers perceive green products to be environmentally responsible due to the production 

process, the types of materials or ingredients used to produce the product, packaging, and 

marketing communication. 

Back in 1994, Norwegian Minister of the Environment described sustainable consumption as 

“the use of services and related products, which respond to basic needs and bring a better 

quality of life while minimizing the use of natural resources and toxic materials as well as the 

emissions of waste and pollutants over the life cycle of the service or product so as not to 

jeopardize the needs of future generation” (Zralek & Burgiel, 2020, p. 37). Further, Oslo 

Roundtable on Sustainable Production and Consumption (1995, p. 37) conceptualized 

sustainable consumption as an umbrella term “that brings together a number of key issues, 

such as meeting needs, enhancing the quality of life, improving resource efficiency, increasing 

the use of renewable energy sources, minimizing waste, taking a life cycle perspective and 

taking into account the equity dimension”. Based on this definition of sustainable 

consumption, it can be argued that sustainable consumption covers the entire supply chain, 

which is also proved by many practices from well-established firms in the household products 

industry. For example, RB has implemented an advanced energy management, which enables 

the company to reduce its greenhouse gas emissions (Reckitt Benckiser, 2019). By investing 

in solar energy, RB managed to deliver 75% less carbon emissions. In addition, RB has 

identified new ways to recycle and reuse water. Accordingly, green products are not only 
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restricted to the product level, but the production process behind those products have more 

impact on the environment.  

Many studies have developed a definition for sustainable consumer behaviour (Heo & 

Muralidharan, 2019; Johnstone & Tan, 2014; White, Habib, & Hardisty, 2019; Zralek & 

Burgiel, 2020). Sustainable consumption behaviours are viewed by shoppers as consumption 

behaviours that have either minimum or reduced impact on the environment (Johnstone & 

Tan, 2014). White, Habib, and Hardisty (2019 p. 24) refer to sustainable consumer behaviour 

as “actions that result in decreases in adverse environmental impacts as well as decreased 

utilization of natural resources across the lifestyle of the product and behaviour”. In this 

research, we define sustainable consumer behaviour as a set of physical and mental actions of 

individuals, which includes consideration and purchase of products. These pro-environmental 

behaviours enable consumers to function sustainably and to achieve their sustainable goals, 

and therefore to obtain satisfaction and prosperity, while taking into consideration the short-

term and long-term environmental consequences.  

To gain a better understanding of green consumption practices, it is important to define the 

green consumer. There are a substantial number of studies that put effort into profiling 

environment-friendly consumer segments primarily through socio-demographic factors 

(Johnstone & Tan, 2014). A market segment consists of a group of consumers who have 

homogenous needs and wants, which allows companies to decide which group to target 

(Kotler, et al., 2019). Segment marketing offers advantages over mass marketing, the company 

therefore can develop a market offering that can be positively differentiated from the 

competition (Kotler, et al., 2019). In the home care industry, examining and understanding 

green consumers allows companies to adjust their marketing strategies accordingly.  Many 

companies in various industries seek to define segments by looking at descriptive 

characteristics, such as demographic attributes. In demographic segmentation, the market is 

divided into groups on certain variables: age, family size, family life cycle, gender, income, 

occupation, education, religion, social class, and nationality (Kotler, et al., 2019). Those 

variables are often seen to be associated with customer needs, and they are easy to measure. 
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However, this approach has generated inconsistent and inconclusive outcomes among 

researchers, as green consumption behaviour is not solely determined by the characteristics of 

the consumer (Johnstone & Tan, 2014; Rex & Baumann, 2007). These researchers have found 

other ways to segment green consumers and their behaviours. For instance, some researches 

with main focus on the motivational drivers found that personal circumstances, situational 

factors, and social factors can be used for segmentation (Johnstone & Tan, 2014; Terlau & 

Hirsch, 2015). Thus, the motivations for being sustainable are complex, personal and diverse.  

The individual circumstances could be perceptional stimuli (Zralek & Burgiel, 2020). Zralek 

and Burgiel (2020) stated that perceived consumer effectiveness and perceived difficulty are 

the drivers of consumers’ sustainable behaviours. The perceived consumer effectiveness was 

firstly introduced as “a measure if the extent to which a respondent believes that an individual 

consumer can be effective in pollution abatement” by Kinnear, Taylor, and Ahmed (1974, p. 

20). The importance of perceived consumer effectiveness in impacting pro-environmental 

behaviours has been proven and concluded (Zralek & Burgiel, 2020). Perceived consumer 

effectiveness has the potential to shape green behaviours in both direct and indirect ways. 

Inspired by these findings, this research paper will test if the level of perceived consumer 

effectiveness plays a crucial role in the case of the Danish customers of household products. 

Zralek and Burgiel (2020) further concluded that perceived difficulty is a major factor which 

allows the prediction of an intention. Trafimow, Sheeran, Conner, and Finaly (2002) described 

perceived difficulty as the extent to which an individual perceives the difficulty of performing 

the behaviour. They conclude that the more difficult a given behaviour, the weaker the 

individual’s intention is to behave in this way. These findings assured us that including 

perceived difficulty in the sustainable behaviour perception may be a good conceptual solution 

in the case of Danish home care customers, too.  

McDonald and Oates (2006) emphasized that there is a common theme in sustainable 

marketing, the attempt to identify the attributes of green consumers for the purpose of 

segmentation. However, most people claim to be concerned about the environment and will 

verbally endorse products that seek to reduce the adverse impact on environment. Having the 
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intention or attitude is not necessarily an indicator of their purchase decisions. As a result, the 

focus of green marketing should be on consumers’ perceptions of environmental issues instead 

of their distinguishable characteristics. Straughan and Roberts (1999) found perceived 

consumer effectiveness to be an important indicator when explaining environmental conscious 

consumer behaviour. They later illustrated that even if respondents are concerned about the 

environment, they are unlikely to take proactive actions unless they believe that individuals 

can be effective (Straughan & Roberts, 1999). Consumers tend to believe that they are 

informed about the environment, and they develop perceptions based on that objective 

knowledge, but their purchase behaviour is not always derived from the objective knowledge 

(McDonald & Oates, 2006). Instead, consumers’ perception of objective knowledge can 

impact environmental conscious consumer behaviour through affecting consumers’ 

environmental consciousness and attitudes. McDonald and Oates (2006) identified two factors 

that can make a major impact on how green consumption is perceived, these are the degree of 

compromise and the degree of confidence. The degree of compromise refers to what takes a 

consumer to buy a green product in a variety of forms (McDonald & Oates, 2006). For 

instance, consumers have to pay more for green products, and purchasing an environment-

friendly product might require a sacrifice in the performance of the product. In addition, the 

degree of compromise can also be termed as the degree of convenience or the perceived 

difficulty or self-efficacy. The second factor, the degree of confidence is about how sure the 

consumer is that the product addresses a real environmental issue and that it provides an actual 

environmental benefit. This concept is essentially the same as the notion of perceived 

consumer effectiveness (McDonald & Oates, 2006). Based on the degree of confidence and 

compromise, McDonald and Oates have developed a green purchase perception matrix (see 

Appendix 9). The matrix divides green purchase behaviour into four categories, namely, why 

not purchases, win-win purchases, why bother purchases, and feel-good purchases.  

Being able to identify green purchase perception leads firms to clear marketing strategies, such 

as reducing perceived compromise by improving the effectiveness and accessibility of a 

product.  
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In this chapter, we clarified the definition of green marketing and consumer behaviour. 

Moreover, we also identified the challenges for green marketing and the potential motivational 

factors for green consumer behaviour. From the literature review regarding sustainable 

consumer behaviour, a discrepancy between consumers’ green attitude and behaviour is 

clearly revealed. 

4.2. The pro-environmental consumer attitude - behaviour gap  

Environmentally responsible consumption indicates the satisfaction of personal needs without 

impacting the environment adversely. With the principle of sustainability, pro-environmental 

consumers try to consider the environmental influence of their consumption when making a 

purchase decision. Their purchase decision is dependent on not only the product itself, but also 

the entire supply chain behind the green products. Nevertheless, when it comes to the actual 

purchase of environment-friendly products, a clear discrepancy between attitude towards 

green consumption and final purchase behaviour is observed. This phenomenon is referred to 

as the pro-environmental consumer attitude - behaviour gap. The reasons for this gap in the 

home care industry have not been sufficiently researched. Consumers might think they are 

pro-environmental because they need to comply with accepted social norms. As mentioned 

before, taking initiative to stop environmental damage in the individuals’ daily consumption 

is widely advocated by Danish government, and more and more people are adopting a pro-

environmental lifestyle. However, green consumption is not reflected in their individual 

consumption behaviour. On one hand, studies found there are many motivations for 

individuals to buy green products (Terlau & Hirsch, 2015). On the other hand, there are many 

barriers for consumers purchasing the green product, especially for frequently purchased 

products. High visibility environmental issues such as the environmental impact of production 

are progressively impacting consumers’ purchase decisions in Denmark (Terlau & Hirsch, 

2015). This emerging change in the consumer behaviour has vital implications for firms and 

impacts business objectives and strategies in terms of supply chain and marketing. With the 

emphasis on environmental concerns such as water pollution, waste and global warming, 

organizations are pressured to account for their environmental performance, such as labelling 
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of products with environmental claims, improving the product production and supply chain to 

reduce adverse environmental impact, developing technology that allows consumers to 

investigate environmental issues, and adopting green marketing. Organizations are heavily 

investing in environmental issues to tackle the green trend, however, consumers, who claim 

to be environmental concerned are not actually frequently buying environment-friendly 

products. Therefore, in this study we will research what are the barriers for the green consumer 

attitude - behaviour gap.  

Carrigan and Attala (2001) have found that the pro-environmental attitudes and intentions of 

consumers do not appear to translate into changes in purchasing behaviour. The gap between 

what consumers think and claim about the importance of environmental issues, and what they 

eventually buy in the supermarkets led some researchers to dig into the reasons causing this 

discrepancy. 

The theory of planned behaviour from Ajzen (2011) will be implemented to understand how 

intentions are translated into actions. From a social-psychological perspective, most human 

behaviour is goal-directed (Ajzen, 2001). Human social behaviour can be described as 

following lines of well-formulated plans, and certain sequence of actions can be habitual or 

routinised which is performed nearly automatically. This means when people buy either 

conventional or sustainable household products, they are generally aware of the actions 

required to attain certain goals. People set the activity of finding the most effective household 

product as a goal for purchasing cleaning products, which eventually leads to establishing a 

routine of seeking effectiveness, therefore, it is anticipated that those consumers will need to 

check the performance of the household products. Ajzen (2011) further illustrated that the 

more routine an action is, the less conscious consumers are. Nevertheless, actions are 

controlled by intentions, but not all intentions are accomplished, because some intentions need 

to be revised to fit changing circumstances (Ajzen, 2011). For instance, consumers started to 

pay more attention to the environmental attributes of the products due to the increasing 

exposure of environmental issues in society. It is important to examine the way in which goals 

and plans guide behaviours, and the factors required to induce consumers to change their 



30 
 

intentions. Companies consider the planned behaviour with the prediction of intentions to 

define consumer behaviour and develop marketing strategies accordingly.  

Ajzen (2011) has demonstrated some factors that cause the inconsistency between intentions 

and actions in his theory of planned behaviour. Firstly, he argued that the planned behaviours 

are too rational in theory, since it does not take enough consideration of cognitive and affective 

processes that are known to influence consumer judgments and behaviour. The theory of 

planned behaviour is developed in an ideal world where human information, processing and 

decision making is perfectly controlled. Its primary concern is the behaviour that are goal-

directed and stressed by conscious self-regulatory processes. This is how companies expect 

the consumers to be; purchase household products consciously and rationally to carry out the 

intention and goal of minimizing negative environmental impact. Fully rational consumers 

tend to claim that they can process all available information in an objective way to arrive at a 

behavioural decision (Ajzen, 2011).  Nonetheless, the behavioural, normative and control 

beliefs are not formed in a completely rational fashion, nor they can accurately represent 

reality. They are depending on consumers’ perception. Belief mirrors the information people 

have when they are choosing a product, but this information is often incomplete and 

inaccurate. This is due to the fact that people might be biased by self-serving motives, 

emotions derived from the information, and the accessibility and transparency of the 

information (Ajzen, 2011). Moreover, Ajzen (2011) emphasised that consumers’ attitudes 

towards the behaviour, their subjective norms and their perceptions of behavioural control 

follow automatically and consistently from their beliefs. In conclusion, information plays a 

crucial role in consumer behaviour. Kollmuss and Agyeman (2002) also revealed that most 

consumers have insufficient knowledge about how green products can address environmental 

issues (self-efficacy) to act environmentally responsibly.  

Affect and emotions are also the elements neglected in the theory of planned behaviour (Wolff, 

et al., 2011). This concern is partially based on the mistaken perception that the theory suggests 

a rational actor who is unaffected by emotions. In the theory of planned behaviour, affect and 

emotions are served in two approaches (Ajzen, 2011). Firstly, they can serve as background 



31 
 

factors that influence behavioural beliefs. Ajzen (2011) suggested that people in a positive 

mood tend to evaluate the consequences of a behaviour more favourably, so the behaviour is 

more likely to occur. Moreover, affectiveness enable consumers to select behavioural beliefs 

that are easily accessible in memory (Ajzen, 2011). People in a positive mood are more likely 

to have favourable beliefs about cruelty-free products comparing to ones in a negative mood. 

Affect and emotions can influence intentions and behaviour indirectly by changings beliefs 

that are noticeable in a given situation, as well as the strength and evaluative implications of 

these beliefs. However, some studies also found that affect can directly influence behaviour 

(Abraham & Sheeran, 2003). They argue that anticipated affect can impact intention and 

behaviour independent of other factors by assessing two types of attitude: a general attitude 

concerning performing a given behaviour and an affective attitude to not enacting a behaviour. 

Furthermore, Ajzen (2011) proved that the instrumental beliefs can predict instrumental 

attitude. For instance, if consumers are told that green products are useful for reducing 

negative environmental impact, an instrumental outcome will be elicited. Therefore, he 

suggests that affect and instrumental attitudes should be combined in order to obtain a strong 

prediction of consumers’ behaviour (Ajzen, 2011).  

The affective state of consumer might be considered as part of the measurement context 

(Ajzen, 2011). The process of converting intention to behaviour can be disrupted if consumers 

experience one affective when their intentions are being assessed and another when they 

perform the action. As the context of measurement changes, the behavioural beliefs that are 

activated can also change. For example, drinking alcohol in a bar is a normal behaviour 

comparing with drinking in a library. Consumers of household products might think it is less 

necessary to choose green products in a supermarket, where they can barely recognize and 

find the green products. Ouellette and Wood (1998) demonstrated that past behaviour is 

considered as a substitution of habits. A frequently conducted behaviour in a stable context is 

more habituate and more controlled by external stimulus cues at the expense of intentions. For 

example, for a consumer, who always purchases laundry detergent from one brand which is 

believed to be effective, brand or effectiveness of the product will still be the trigger for them 
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to make the final purchase decision, even though they have the intention to be pro-

environmental. 

Additionally, Ajzen (2011, p. 1121) stated “Behaviour is spontaneous, reactive on the 

immediate situation and heavily influenced by perceived similarity to a behavioural 

prototype”. When people find themselves in situations that encourage pro-environmental 

consumption behaviours, their willingness to act that way is decided by the extent to which 

they view themselves as similar to the typical pro-environmental consumer. It is uncommon 

that people receive all available information systematically before they engage in a behaviour 

(Ajzen, 2011). On the contrary, most daily behaviours are appeared without much cognitive 

effort. Cognitive processing is reserved for major decisions and consumption in situations that 

require careful consideration of the potential consequences, the expectations of others, and the 

potential difficulties. When it comes to routine, no careful reflection is required. Attitude and 

perceptions of control in relation to routine behaviours are used to guide behaviour implicitly 

without cognitive effort and conscious awareness (Ajzen, 2011). This psychological nature of 

human behaviour can be better explained by the dual-system theory (Schlosser, 2019). Human 

cognition is explained in terms of the working of two different systems, system 1 and system 

2. System 1 is referred to “the processes that are fast, effortless, automatic, and unconscious”, 

whereas system 2 is characterized by “processes that are slow, deliberate, controlled, and 

conscious” (Schlosser, 2019, p. 35). Most of human behaviour that are not consciously 

controlled, is derived by system 1. Consumption of household products is also argued to be 

reflected in system 1 processes, as the low-involvement feature of the products in combination 

with well-established consumption routines triggers this system. The low-involvement 

characteristic of household products is due to the routine of frequent purchase and relatively 

low prices. In contrast, system 2 processes are crucial for the transformational of consumer 

behaviour towards a more environment-friendly consumption. Consumer behaviour is argued 

to be most unstable and unpredictable part of the entire supply chain, companies hereby need 

to tackle this part to have successful CSR programs. To influence consumer behaviour towards 

pro-environmental consumption, companies need to persuade consumers to purchase 
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intentionally, which is the system 2 process. To consume intentionally means to purchase for 

a reason with causation and rationalization based on people’s beliefs (Schlosser, 2019). 

Intentions are defined by Schlosser (2019) as the initiation and guidance of behaviour. 

Consumers are consciously aware of the intention, if the behaviour is initiated and guided by 

an intention (Mele, 2009). Schlosser (2019, p. 38) argued that system 2 corelates with system 

1 to lead to actions, “system 2 is endowed with the top-down control to inhabit or override 

system 1”. System 1 usually provides a fast and automatic response to a given situation, system 

2 then may intervene the response if the individual is motivated to engage in conscious system 

2. Kahneman (2011) proposed a similar theory, where system 1 automatically generates 

suggestions, which are often endorsed by system 2. System 2 involves an in-depth process and 

takes over when obstacles arise and errors are detected (Kahneman, 2011).  

To summaries this chapter, self-efficacy, environmental knowledge and information, emotions 

and cognition, and perceived control are the key barriers for the inconsistence between green 

consumer attitude and behaviour. In the next chapter, the solution will be addressed. 

4.3. The SHIFT model 

White et al. (2019) have highlighted the important role of marketing in encouraging 

sustainable consumption. They have developed a framework called by the abbreviation 

SHIFT. It proposes that consumers are less declined to engage in pro-environmental 

behaviours when the message or context leverages the following psychological factors: Social 

influence, habit formation, individual self, feelings and cognition, and tangibility. The 

consumption mindset that conventional marketing promotes is a key barrier of positive 

environmental impacts. Instead of only targeting the green consumer segment, marketers can 

expand their market for a sustainable competitive advantage from CSR initiatives. Therefore, 

as firms operate and offer products in a more sustainable fashion, they might simultaneously 

encourage consumers to recognize, embrace, and reward their sustainable values and actions 

in ways that stimulate sustainable consumption.  

In the article, the authors also discussed the challenges to sustainable consumer behaviour 

change, which are the self-other trade-off, the long-time horizon, the requirement of collective 
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action, the problem of abstractness, and the need of replace automatic processes with 

controlled processes. Those challenges can also be referred to the factors causing the 

sustainable consumer attitude - behaviour gap. The first challenge is self-other trade-off, 

because consumers often perceive such pro-environmental purchase behaviours as having 

some cost to the self, such as premium prices and inferior performance (White, et al., 2019). 

Meanwhile, pro-environmental consumer behaviours lead to positive environmental impacts 

that are external to the self (Campbell & Winterich, 2018). For consumers adopting pro-

environmental consumption behaviours, it is required for them to put aside their primary needs 

that are relevant to the self and prioritize objects that are outside of themselves (White, et al., 

2019). In this project, this external object is the environment. To address this barrier, Bhat and 

Reddy (1998) suggest that marketers should highlight the symbolic environmental benefits or 

functional characteristics linked to green products because there are limited direct self-benefits 

derived from pro-environmental behaviours (Bhat & Reddy, 1998). White, et al. (2019) 

proposed that consumers may show more positive attitude and display pro-environmental 

behaviours when a green product is positioned on the fundamentals of its symbolic sustainable 

features in comparison with the conventional traits. Well-established home hygiene companies 

normally develop environment-friendly products based on existing traditional products; 

therefore, the consumer decision is framed in terms of choosing sustainable versus 

conventional products. 

Another way to overcome the self-other trade-off challenge is to address the individual self 

(White, et al., 2019; Gardner, et al., 1999). How consumers view themselves plays a crucial 

role in predicting pro-environmental consumer behaviour.  Individuals want to maintain a 

positive self-perception and can endorse this positive self-concept through consumption 

(Dunning, 2007). Since people have the desire to view themselves positively, they often show 

self-defensive reactions to knowing that their own behaviours have negative environmental 

impacts (White, at. al, 2019). As a result, associating sustainable behaviours with the self-

concept and protecting individuals from self-threatening information can be crucial for 

sustainable behaviour change. The self-concept also associates to sustainable behaviours in a 
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way that the possessions people own can become extensions of their identity. This is called 

the extended self (Belk, 1988). The extended self indicates that people can be willing to be 

connected to possessions that are linked to themselves due to a sense of identity gain. 

(Winterich, et al., 2017). Trudel et al. (2016) demonstrated that consumers are less likely to 

cut ties with identity-associated products. Additionally, some people tend to have an 

independent view of themselves, whereas some have a more dependent self-construal, thus 

they connect themselves with others (Markus & Kitayama, 1991). Therefore, marketers should 

encourage the self-concept to be viewed as broader than the individual-self by including 

interdependent or transcendent self-views to effectively increase pro-environmental 

behaviours.  

Consumers’ perceived self-efficacy predicts their sustainable attitudes as well as their 

tendencies to enact sustainable behaviours (Zralek & Burgiel, 2020). Consumers are most 

likely to choose a pro-environmental product when the consumer compromise is low and when 

they are highly confident about the difference that this particular green product can make. As 

a result, White et al. (2019) suggested that giving people a sense of agency offers them a 

perception of empowerment and the ability to affect the change. Allowing consumers to 

perceive themselves as the agents of behavioural outcomes can increase consumers’ 

perception of self-efficacy, remove uncertainties, and motivate them to engage in green 

consumer behaviours. Messages that appeal to self-interest are most effective when they are 

personal. Some unique positive associations of pro-environmental behaviours, such as being 

healthier, more innovative, and having the ability for out-of-box thinking, can encourage 

consumers to act accordingly (White, et al., 2019). Companies can connect sustainable options 

to growing trends such as healthier lifestyle, for instance, feelings of hope can be enhanced by 

framing climate change as a health issue instead of environmental issue (Myers, et al., 2012). 

Moreover, Myers et al. (2012) suggest that positive feeling states that are related to entities 

outside of the self play a crucial role in overcoming the self-other trade-off obstacle. 

Outwardly focused positive emotions such as moral evaluation and empathy can induce 

positive pro-environmental behaviours. Last but not least, linking green products to 
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aspirational role models can cultivates a sense of inspiration and sense of desirability (White, 

et al., 2019).  

Self-consistency can lead consumers to a consistent pro-environmental behaviour in the future 

(White, et al., 2019). If a person takes an environment-friendly action initially, such as turn 

off the light when they leave the house, the chance of subsequently behaving in pro-

environmental fashion increases (Van der Werff, et al., 2014). Moreover, people who engage 

in pro-environmental behaviour in one field are often more likely to perform environmentally 

responsibly in other fields (Juhl, et al., 2017). Self-assessments of the consumer’s behaviour 

can also affect consistency (White, et al., 2019). Thereby, signalling to people that a given 

behaviour has positive environmental impact motivates them to see themselves as being more 

environmentally concerned and to be more likely to choose green products. Self-interest can 

be leveraged by marketers to influence pro-environmental behaviours. One of the approaches 

is to emphasise the self-benefits associated with a given green product, because sustainable 

attributes have a great impact on consumers, if the self-benefits are displayed (Green & Peloza, 

2014). Highlighting self-benefits can minimise the difficulties of performing pro-

environmental action.  

The second challenge is that pro-environmental behaviours need a long-time horizon for 

results to be shown and realized (White, et al., 2019). As stated before, high self-efficacy is 

one of the main drivers to pro-environmental behaviour. Nevertheless, some outcomes will be 

accomplished only at a future point in time (Amel, et al., 2017). Muraven and Baumeister 

(2000) also demonstrated that it is a barrier for consumers to control and regulate their 

behaviour to decline present benefits for long-term payoffs in the future. One approach to 

reduce the impact of this barrier is to involve interventions to convert nature into part of the 

extended self, therefore, converting future environmental payoffs into self-interest (White, et 

al., 2019). Giebelhausen et al. (2016) suggests that marketers can provide instant positive 

feelings increase the possibility of pro-environmental behaviours. Positive environmental 

actions can lead to feelings of hope, which can encourage sustainable behaviours. Tangibility 

interventions such as highlighting local impacts may be effective for people with higher 
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discount rate and lower consideration of future outcomes (White, et al., 2019). Negative 

emotions can also change consumers’ behaviour to be more pro-environmental, as they are 

normally considered as the consequences of consumers not engaging in sustainable behaviours 

(Rees, Klug , & Bamberg, 2014). Nonetheless, it is suggested that marketers should use subtle 

activation of negative emotions to avoid creating negative emotional states that are too intense. 

Guilt is a widely used marketing communication, because consumer tend to think individual 

responsibility for the unsustainable outcomes, leading people to feel morally responsible for 

environment (Lerner & Keltner, 2000). There are two different types of guilt marketers can 

implement into their marketing communication, namely anticipated guilt and collective guilt. 

Anticipated guilt can influence behaviour in a way that consumer are subtly asked to consider 

their own behaviours (Peloza, et al., 2013). The collective guilt can also motivate consumers 

to engage in pre-environmental behaviours because of the sense of belonging (Ferguson  et 

al., 2011).  

 Furthermore, consumers will be more motivated to purchase green products when they 

situationally adopt the viewpoint of future generations (Maner, et al., 2002). The last solution 

for the long-time horizon challenge is to promote pro-environmental behaviours over the long 

time by using combination of in-the-moment tools and lasting-change tools (White, et al., 

2019). In-the-moment behaviour-shaping tools can be incentives, while lasting-change tools 

are referred to the ways of making these behaviours last longer, for example, relating the pro-

environmental behaviours to the consumer’s self-concept and morals.  

Pro-environmental behaviours also require collective as opposed to individual action where 

the challenge of collective action emerges. White, et al. (2019) has proposed four approaches 

to tackle this challenge. Firstly, he suggested marketers to communicate messages to 

consumers with both behaviours of others and collective efficacy. Secondly, marketers can 

use collective and future-oriented emotions to cultivate pro-environmental behaviours. 

Thirdly, communicating information regarding climate justice can stimulate consumer 

behaviour change towards sustainability. Lastly, making collective environmental impact 

tangible encourages pro-environmental behaviour. The definition and implementation of 
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social norms and beliefs builds the theoretical foundations for these approaches. What is 

socially appropriate and approved in a given context can influence pro-environmental 

consumer behaviour (Peattie, 2001). The theory of planned behaviour suggests that subjective 

norms, attitudes and perceived behavioural control shape intentions, which eventually predict 

behaviour (Ajzen, 2011). There are two main definitions of norms that underpin social 

influence, which are descriptive norm and injunctive norm. Descriptive norm is the 

information about what other people commonly do (Cialdini, et al., 2006). When the majority 

of people are engaging in the desired pro-environmental behaviours, highlighting a descriptive 

norm intentionally leads to increase in the desired action. In contrast, injunctive norm is 

referred to what behaviour other people approve and disapprove of (Jachimowicz, et al., 2018). 

Based on the review of green consumer attitude - behaviour gap literatures, the challenge of 

collective action is not the most appeared one in the context of this project, and the social 

influence as a driver to shift consumers to be more pro-environmental is more effective when 

it is combined with individual-self.   

As addressed in the chapter concerning the green consumer attitude - behaviour gap, there is 

a need to replace automatic processes with more controlled ones. Engaging in pro-

environmental behaviours often means replacing relatively automatic and unconscious way of 

thinking with more effortful processes. People’s biases are motivated by the tendency to seek 

and reinforce information that confirms pre-existing views, for instance, if consumers have 

been consuming traditional home care products in the past. Additionally, changes can threat 

the self, hence, people avoid some forms of sustainable behaviour change.  Most of sustainable 

behaviours involve repeated actions that require new habit shaping (White, et al., 2019). Habits 

are described as behaviours that continue as they have become relatively automatic over time 

as a consequence of habitually encountered contextual signals (Kurz, et al., 2014). Many 

common habits are not environment-friendly, therefore breaking the patten of old habits is a 

critical component of pro-environmental behaviour change. Many behaviours with 

sustainability implications are highly habitual, such as, grocery shopping. Actions 
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encouraging repetition, such as making sustainable actions easy and utilizing prompts and 

incentives, can reinforce positive habits.  

Price et al. (2017) came up with the term “fresh start mindset” which is described as a belief 

that individual can make a new start and get a new beginning regardless of their past and 

present conditions. White, et al. (2019) proposed that people who have a fresh start mindset 

will be more willing to change their habitual consumer behaviour. As illustrated before, 

adoption of pro-environmental behaviour requires intervening an automatic and conscious-

less habit with a rational and conscious process. White, et al. (2019) argued that tangibility 

can facilitate the system 2 process because tangible outcomes are more intense and instant 

which can induce more experiential processing and decrease the effectiveness of calculation-

based interventions (Camilleri & Larrick , 2014).  

The last challenge is that pro-environmental consumer behaviours are characterized as being 

abstract, uncertain, and difficult for individuals to grasp (Reczek, et al.,  2018). White, et al. 

(2019) suggests that visual communication is effective at provoking other-focused emotions, 

such as love and empathy, because visual information can best communicate how 

environmental issues will affect others by eliciting particular emotions (Richardson, 1977). 

Moreover, making the positive impact of pro-environmental behaviour more certain in the 

present can stimulate greater pride and increase likelihood of continuing this behaviour in the 

future (White, et al., 2019). Pride as a positive emotion plays a vital role in determining 

sustainable consumer behaviours. People who feel a sense of pride are more likely to be 

engaged in sustainable behaviours, as pride is a self-conscious emotion derived from a sense 

of responsibility for a positive consequence (Peter & Honea, 2012). People are more willing 

to engage in pro-environmental behaviours when their close others share the positive emotions 

and experience of using green products. This approach is considered as more effective at 

reducing abstractness by making the benefits of the pro-environmental behaviours more 

concrete. Finally, White, et al. (2019) suggests firms to compare pro-environmental behaviour 

and consequence with consumers’ familiar experiences and examples unrelated to 
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environmental issues, because it might promote better connection between the principle of 

sustainability and the consumer.  

In addition, in order to persuade consumers to engage in sustainable actions, marketers are 

suggested to present information that carries messages regarding desired or undesired 

behaviours and their consequences clearly (McKenzie-Mohr, 2011). People’s lack of 

understanding and knowledge is due to the lack of exposure of information, information 

overload and confusion (Gifford, 2011; Chen & Chang, 2012). For this reason, pro-

environmental behaviours are not carried out by consumers. Providing information by 

highlighting why the desired product is sustainable can be effective in giving consumers the 

initial knowledge they need about sustainable actions and consequences (White, et al., 2019). 

If marketing communication only carries information, it is not sufficient to incentive long-

term sustainable changes (Osbaldiston & Schott, 2012). As a result, it is more effective to 

combine information with other strategies. Furthermore, eco-labelling is one of the means to 

communicate information concerning the pro-environmental attributes of a product directly 

(Parguel, et al., 2011), furthermore, eco-labelling can be perceived more authentic and 

transparent if it is verified by a third party that certifies the sustainability claims (Manget, et 

al., 2009). 

By combining theoretical findings from the green consumer attitude - behaviour gap and the 

SHIFT model, it is argued that the individual self, and feelings and cognition are the key 

drivers to shift consumers to be more sustainable in Danish household products. Nonetheless, 

it is found that these two drivers are most effective when companies integrate them with other 

drivers which are determined as less important solely. For examples, the individual self with 

social influence and habit formation while feelings and cognition should be adopted with the 

underpin of habit information and tangibility. Furthermore, the key challenges addressed in 

the section regarding the green consumer attitude - behaviour gap can also be conveyed into 

the challenges defined by White, et al. (2019), which are self-other trade-off, the problem of 

abstractness, and the need to replace automatic with controlled process. The other challenges 

in the study of White, et al. (2019) are applicable in the context of Danish household products 
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industry, but they are not as vital as the ones demonstrated in the theoretical findings of the 

green consumer attitude - behaviour gap. 

5. Methodology 

The aim of this study is to investigate the effect of the drivers of the SHIFT model on consumer 

behaviour in regards of sustainability in order to identify how to change consumer behaviour 

towards the consumption of more sustainable home cleaning products. This chapter presents 

the overall research approach, explains how the research was conducted and the methodology 

of the thesis. The purpose is to familiarize the reader with the rationale behind our research, 

clarify how and what parts of the SHIFT model was used, and introduce and validate the 

chosen research and analytical method. 

The general outline of the research method will follow five main steps that can be seen in 

Figure 1. The steps are Theoretical Framing, Data Collection, Data Analysis, Findings and 

Managerial Implications. 

5.1. Research approach 

Research approach theory describes three different approaches in relation to the theoretical 

framework: deductive, inductive and abductive (Saunders et al., 2019). Deductive research 

Theoretical 
Framing

Establishing 
the theoretical 
background for 
the research 
and examining 
the SHIFT 
model in order 
to choose the 
most 
important 
factors in the 
given context.

Data 
Collection

Six in-depth, 
semi-
structured 
interviews are 
conducted in 
autumn, 2020, 
with average 
Danish 
consumers of 
the Home 
Hygiene 
industry.

Data Analysis

Suggested 
steps of 

thematical 
analysis is 
followed 

during data 
analysis in 

order to aviod 
possible 
errors. 

Findings

Describing the 
findings, 
connections 
and patterns 
that emerge 
during the 
data collection 
and the main 
takeaway of 
the primary 
research.

Managerial 
Implications

Based on the 
findings of the 
primary 
research, a set 
of guidelines is 
built in order 
to create the 
optimal 
marketing mix 
for companies.

Figure 1 - The outline of the research method 
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approach is a process when the researchers build up a research based on already existing 

theories. The purpose normally is to test these theories in a specific context, thus applying a 

general theory to specific practice. On the contrary, induction is a process that starts with 

information and data collection and builds up assumptions and theories based on the findings 

of the research. Here a problem or research gap is identified, and empirical data is collected 

based on existing literature in order to understand the nature of the problem, which eventually 

allows the researchers to formulate assumptions. The abductive approach is a mix of deduction 

and induction, combining characteristics of both approaches. In this case, instead of moving 

from theory to data, or from data to theory, this approach constantly combines theory with the 

empirical research. The purpose of data collection is to explore a phenomenon and the 

emerging patterns and test them subsequently. Deductive research is seen as the most 

dominant approach in the natural sciences, however, it is acknowledged that the boundaries 

between deduction and induction are usually very unclear, therefore many research conducted 

combines these approaches (Saunders et al., 2019), thus using abductive approach. 

The research approach of this thesis therefore can be seen as abduction. Initially, an attitude - 

behaviour gap of sustainability was identified within the consumers of home hygiene products, 

and the nature of this gap was further researched in order to clarify what causes this gap and 

what barriers consumers experience when trying to enter the sustainable products’ market. 

This indicates induction, however, certain parts of the SHIFT model were applied and tested 

in this context in order to research the possibility of closing this identified gap. Since data 

collection was used to further explore an existing phenomenon and understand it’s nature, but 

existing theories were incorporated as appropriate to create new assumptions, characteristics 

of both induction and deduction can be found in this research approach, indicating that the 

research approach of this thesis is abduction. In line with principles of abduction, the initial 

aim of this thesis was not to develop general theories, but rather to focus on this specific 

context and further investigate the attitude – behaviour gap and the effect of drivers of the 

SHIFT model on it. However, it is important to highlight that in most cases, it is impossible to 

draw an exact line as separation between deduction and induction, therefore many researches 
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can be seen differently depending on what characteristics we are examining. Thus, it can be 

argued that majority of the research papers take an abductive approach, as they incorporate 

characteristics from both. 

5.2. Research design 

In the following section, the general plan about how we intended to answer the research 

question will be introduced. In order to explore how the chosen drivers from the SHIFT model 

can influence the behaviour of consumers towards sustainable Home Hygiene products it is 

important to gain a deep understanding of the consumers and their underlying assumptions 

about sustainability in Home Hygiene. The researchers need to explore the factors creating 

this gap; therefore, the nature of this research is exploratory. 

The two main type of research methods are quantitative and qualitative methods. Quantitative 

methods are usually uniform processes that aim to measure a phenomenon by setting a 

hypothesis to test through fixed variables and with numeric measurement. Their main benefit 

is that they can be used on high amount of participants (Silverman, 2001) and due to the 

numeric data, it is easy to generalize and keep objective (Creswell, 2013). On the other hand, 

drawbacks of this method include less or – in some cases – no personal contact with the 

subjects of the research (Silverman, 2001). Furthermore, many research focuses on outcomes 

that are impossible to measure in a numeric way, thus in these cases using quantitative methods 

can be a disadvantage by limiting the aspects of the phenomena that can be researched 

(Silverman, 2001). 

Qualitative research can be well used when certain elements of it can’t be measured and 

analysed by numbers and statistical figures (Creswell, 2013). This research design is 

considered as an appropriate choice when the researcher intends to gain deep and extensive 

insights into a topic and explore a previously identified problem and the reasons behind 

(Jamshed, 2014). This type of method is advantageous when it is important to learn the deep 

and underlying assumptions, thus using open-ended and conversational communication can 

be helpful to understand a certain topic or problem. Moreover, qualitative method is 

considered to be focusing more on the individual rather than generalizing (Polit & Beck, 
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2010). According to Veal (2011), qualitative data collection is relying on the assumption that 

people are most successful in explaining their feelings and experiences about a certain topic, 

when they are enabled to use their own words as they please, without any constrains, 

framework or structure a quantitative method might create. In contrast to quantitative research, 

where normally some external tool (like a questionnaire) functions as primary instrument, a 

person is seen as the main tool when using qualitative research method (McQuarrie, 2016). 

Qualitative method, however, typically collects non-numeric data, therefore is less objective 

and is believed to be not entirely independent form the ones researching (Saunders et al., 

2019). 

Due to the nature of this research and the benefits that could be gained from the different 

methods, the primary research was designed as a qualitative method. Since we researched 

consumer insights on sustainability in the home hygiene industry, focusing on their 

perceptions of the key drivers that can influence their behaviour, qualitative method was 

decided as the adequate choice to gain as deep understating as possible. Furthermore, due to 

our research question and the exploratory nature of our paper, this method is argued to be the 

best fit. Qualitative research offers several different data collection methods, such as interview, 

focus group, case study research, observation or grounded theory research (Walliman, 2018). 

While each of these method have their characteristics thus their benefits and limitations, 

interviews are the most commonly used data collection methods when conducting a qualitative 

research (Jamshed, 2014). In our thesis, only interviews were used as a primary data collection 

tool, which makes this thesis a mono method qualitative study (Saunders et al., 2019). 

One of the main advantages of using interviews as a qualitative research tool is that it provides 

a great opportunity to collect the necessary data about the subjects’ beliefs and assumptions 

and what motivates them for certain things (Creswell, 2013). Qualitative interviews allow the 

researchers to ask open ended questions that forces the subjects to explain their own thoughts, 

assumptions or experiences with their own words, enabling the researchers to find out the most 

about the phenomenon in question. It has been argued that the most popular and highly 

effective research tool when conducting a qualitative research on consumers and markets is 
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in-depth interviews, in fact, it is considered surprising if a qualitative study in this field does 

not utilize interview data (Fischer et al., 2014). This research method became so popular and 

continues to bring value to many studies due to the fact that it enables the researchers to gain 

deep insights and develop theories. Based on their structure, it is possible to differentiate 

between three main types of interviews: structured, semi-structured and unstructured. 

Structured interviews are the least commonly used ones in qualitative research, since when the 

aim is to understand an individual’s opinion on experiences, semi-structured and unstructured 

interviews give more freedom to the moderator to lead the conversation towards the necessary 

information and gain rich and in-depth data. 

We chose to utilize semi-structured one-to-one online interviews for the data collection of this 

research. These types of interviews usually contain both closed and open-ended questions in 

order to provide flexibility to the researchers in terms of the aspects of the phenomenon they 

want to explore. Our goal was to gain understanding of the attitude – behaviour gap within the 

Home care industry, moreover, to address the consumers’ perceptions of the key drivers that 

can shift their behaviour towards sustainability, therefore in order to help connect variables 

and explore their relationship, semi-structured interviews were deemed as relevant data 

collection tool. Semi-structured interview technique requires the researchers to put together 

an interview guide or checklist with topics, areas and questions that they would like to explore. 

By using the guide, the moderator can follow similar pattern during all the interviews in order 

to generate data that can be analysed easier and can be compared better, however, this type of 

technique also allows the researchers to revert from the guide by adding or removing questions 

or topics. This gives the freedom to personalize the interview based on the characteristics and 

experiences of a subject. 

During qualitative interviews, it is important for the researcher or moderator to encourage the 

subject to talk and express themselves as much as possible instead of asking too often and 

engaging in the conversation overwhelmingly. This is highly important in order to lower the 

risk of subjectivity in the outcome of the research and to allow the subjects to speak their 

minds without influencing their answers. Often, even the way questions are phrased can bias 
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the answers people give to a question, thus it is necessary for the moderator to always keep it 

in mind to stay as objective as possible and don’t involve too much in the topics. 

On the other hand, semi-structured interviews have some limitations. The main drawback of 

this type of data collection arises from the number of subjects within the research. Normally 

conducting data with using semi-structured interviews requires high amount of resources such 

as time and moderator, thus the number of participants is usually low. Although this allows 

the researcher to gain deep understanding of each individual, the representativeness of the 

study is low, therefore the findings can hardly (or not at all) be applied to the population and 

be generalized. Another limitation is due to the necessary knowledge and experience of the 

interviewer. As briefly touched upon before, the moderator who conducts the interview can 

influence the subjects even with an incorrectly phrased question, causing in unreliable results. 

In cases when the interviewers are not well-qualified and experienced, this problem can occur. 

5.3. Data collection 

The data collection including the preparation of the interviews was created based on the 

research question, the theoretical framework and the sub-questions of the paper. While 

building the theoretical framework of our research, the SHIFT model was investigated and the 

key drivers were selected that can influence consumer behaviour towards sustainable 

consumption closing the gap between their attitude and behaviour.  The two identified drivers 

are Individual Self and Feelings and Cognition. The main objective of the interviews was to 

understand the consumers’ sustainable behaviour and consumption in the home care industry, 

so a guideline can be built for companies that helps them build their marketing mix the most 

effectively when they aim to change their consumers’ behaviour to close the attitude - 

behaviour gap. In order to gain the necessary insights and knowledge, an interview guide was 

prepared based on the literature presented (see Appendix 1). The guide consists of three main 

parts. 

The first section of the interview guide focuses on the attitude - behaviour gap in the 

sustainable consumption of household products, and attempts to understand the consumers 

assumptions of sustainability, and their own attitude towards this topic. Our goal was not only 
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to see their opinion about sustainability, but also to understand their actual actions. Therefore, 

this block of the interview tries to elaborate what consumers actually think about 

sustainability, how they perceive this topic and also aims to understand their purchase 

behaviour in order to gain more understanding of the attitude – behaviour gap. The interview 

then continues to formulate questions to cover topics like how the consumers decide between 

sustainable and non-sustainable household products, what is the regularity of their purchase 

behaviour, what barriers they see that is stopping them form purchasing sustainable products, 

and how differently they act when purchasing sustainable cleaning products compared to when 

they are shopping regular products. 

The second block of the interview guide was created by using the Individual Self driver of the 

SHIFT model. This section starts with exploring what is the consumers’ self-concept towards 

sustainable consumption, as people usually try to maintain a positive self-concept, and a 

certain way of consuming goods can help them with this (White et al., 2019). Then the 

interview guide moves on to find out about consumers’ self-interest regarding this 

consumption and their functional perspective by touching points like the different attributes 

that the consumers look for when choosing household products. Self-efficacy and self-

compromise are also researched during this block of the interview by exploring the importance 

of these attributes and how much the consumers are willing to sacrifice and compromise from 

these by choosing sustainable home hygiene products. 

The third part of the interview focuses on the second driver from the SHIFT model that was 

deemed as key driver, the Feelings and Cognition. The first part of this section is about asking 

the consumers to imagine a certain situation that is described to them by the moderators, and 

explain what they would do or react and why. This part of the interview guide was designed 

to research the effect of strong negative and positive emotions on consumers’ attitude and 

purchase behaviour towards sustainable home hygiene products. Strong negative emotions 

often come off as too strong for consumers, resulting in the opposite effect as what the 

marketeer wants to achieve with it (White et al., 2019). Three negative emotions, fear, guilt 

and sadness are highlighted within the SHIFT model, and their impact on consumers is 
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discussed, thus the interview continues with investigating anticipated and collective guilt. 

According to the SHIFT model (White et al., 2019), consumers are more likely to engage in 

sustainable behaviour if they can achieve some kind of positive emotion from it. In order to 

explore the effect of these emotions, the interview guide touches the topic of collective positive 

emotion, exploring the consumers reaction to a specific situation. Finally, the last question 

focuses on the information and knowledge that consumers have on the topic of sustainable 

products in the home care industry, as this aspect is also part of the Feelings and Cognition 

driver in the SHIFT model. If it is clear what information the consumers are looking for when 

purchasing sustainable products and what knowledge encourages them to purchase, 

marketeers can assess what information to expose the consumers to in order to shift their 

behaviour. 

The closing part of the interview is a follow up on how their perception of sustainability 

changed by this interview and from raising the topic and discussing it. This part also includes 

a discussion if they are more likely to purchase sustainable goods now opposing to before the 

interview. 

The data collection of this thesis was conducted online, through semi-structured interviews 

using video calls with the subjects. In total 6 semi-structured interviews were organized with 

consumers living in Denmark. The data collection of the primary research took place during 

September and October of 2020. All interviews were recorded and then transcribed, and all 

participants gave consent to be recorded, although every interview was recorded and 

transcribed anonymously (see Appendix 2). 

Since this research focuses on exploring how to shift consumer behaviour towards 

sustainability in the home hygiene industry, a screening process was used when choosing our 

participants. This was done to make sure that every participant has some kind of knowledge 

over sustainable cleaning products and have purchased them before. We conducted the 

interviews with 3 male and 3 female participants, all aged between 20 and 40. Three of the 

subjects are living alone in a household, one of them with a partner, and two with a partner 

and their children. In terms of education, half of the participants have bachelor degree as 
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highest education, the other half has master degree. These criteria were set in order to make 

sure that no gender is under or over represented, and with the chosen age and educational 

background it can be assumed that all participants were – to a certain degree – exposed 

information about the importance of sustainability and have some sort of understanding of the 

topic. Moreover, we were aiming to interview individuals who are already engaged in some 

kind of sustainable consumer behaviour, including the purchase of sustainable cleaning 

products, so we can investigate what drives them towards this behaviour and what blocks them 

from being even more engaged. All participants have different levels of engagement when it 

comes to sustainability. 

The interviews on average lasted between 45 minutes and 1,5 hours, depending on how 

engaged the consumer is, how many barriers they experience when purchasing sustainable 

home cleaning products, and how important they perceive the topic. All interviews followed 

the interview guide that was created beforehand, and all interviews were conducted in English, 

since the educational level of the participants allowed us to do this without language 

difficulties. Since during our research, COVID-19 safety regulations and precautions had to 

be taken into consideration, our decision was to conduct the interviews online in order to 

minimize the risk of infection, and to make sure that our participants felt safe during their 

contribution to our research. In the beginning of the interviews, the participants were 

familiarised with the topic of sustainability in the home care industry in order to avoid any 

misunderstanding that could potentially lead to errors in the data. During the research, some 

cases the participants were shown different products or images as part of the interview. In 

order to ensure the anonymity of the participants, we will be referring to the participants of 

this study without names. The interviewees will be addressed as Participant 1, 2, 3, 4, 5 and 

Participant 6. 

5.4. Method of analysing 

Unlike quantitative data, where there are plenty of specific tools to be used when analysing 

the data, quantitative data can’t be analysed in a specific way or with a standard method. Given 

the diverse nature of this type of data, there are only certain guidelines and approaches 
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available for the researchers when it comes to quantitative data, that helps them understand 

the collected information. Majority of researches analyse the data by finding different themes 

while reading through, and then find connections, meanings and differences when analysing 

(Veal, 2011). Therefore, the most well-known and commonly used method of analysis (Guest 

et al., 2012), thematic analysis is applied, which is a method to identify, define and interpret 

different patterns of meaning within qualitative data (Braun & Clarke, 2006).  

The purpose of this analytical tool is to explore and make sense of the interviews, thus the 

phenomenon can be explored together with norms and behaviours. Thematic analysis can be 

an effective tool when the researcher aims to examine a research question that focuses on 

consumers’ behaviour, experiences and assumptions (Braun & Clarke, 2006).  Furthermore, 

this type of analytical method is deemed to be the right choice to explore a certain phenomena 

in terms of different social behaviours, norms and meanings in different social contexts, and 

should not be considered as a single technique but a collection of different analysis methods 

(Guest et al., 2012). Another great advantage of this analytical method is the ability to examine 

the phenomena as it is in a larger picture rather than focusing on words and sentences 

separately in a flexible way (Guest et al., 2012), however, this flexibility usually requires a 

solid theoretical background that helps guide the researcher to extract the meaning from the 

data they look for. On the other hand, the researchers are encouraged to be stay open outside 

of the theoretical framework too, as focusing solely on viewing the data through the chosen 

framework could stop the researchers from spotting connections outside the score of the 

theoretical framework (Braun & Clarke, 2006).  

Using thematical analysis carries another big benefit, that it enables the research question to 

guide the analysis and lead the main and relevant themes, thus the research question does not 

need to be fixed and can be altered during the research process. For this reason, thematic 

analysis was deemed relevant for this study, and created room for the research question to be 

improved and developed as the research moved forward. As more and more data were 

collected, new themes and topics emerged as they were mentioned by the subjects, and they 
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could be included in the findings and implications. Within thematic analysis, there are several 

approaches and procedures that can be effective in analysing different type of data. 

This study implemented an approach that is a mix of two different thematical analysis 

methods. One of these is template analysis, which is one type of thematic analysis. This type 

of analysis is very popular as it is quite flexible and can be adopted to most type of qualitative 

research (King & Brooks, 2017). When template analysis is applied, pre-existing themes are 

being used that are based on the theoretical framework of the research, but the same time this 

method enables to be open to new themes as well that can emerge from the data that was 

collected. Therefore, this method works well with researches that follow abductive research 

approach and also utilises the benefits that semi-structured interviews as a data collection 

method can provide. The template analysis most commonly is being conducted in three steps; 

transcription, coding, and interpretation (King & Brooks, 2017). The first step is to transcribe 

the interviews, this can be done during, or after the interview took place. Second step suggest 

a type of coding, where the gathered data is organized into themes – these are both themes that 

were set during the setup of the theoretical framework, and themes that emerged during data 

collection. This phase requires the researchers to get familiar with the collected data by reading 

and understanding the interviews many times. Finally, after the coding took place and the 

relevant themes and sub-themes were determined, the last step is the interpretation of the data. 

Similar, but slightly different approach is described by Braun and Clarke (2006), who 

recommend a six-step analytical approach that help identify and analyse the collected 

qualitative data. This approach is also quite flexible, since the different steps can be conducted 

in different orders, so the analysts have the option to decide and create the flow how it bests 

fits the given research.  

As a first step, in line with the suggested approach by King and Brooks (2017), the analysts 

need to dive into the data and learn it as much as possible in order to help with the further 

analysis  (Braun & Clarke, 2006). All interviews were recorded and then later transcribed, thus 

both researchers had the opportunity to listen to all the interviews and gain as much knowledge 

as possible. The researchers continuously re-read the transcriptions of the interviews and had 
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discussions about the data already collected in order to further understand what aspects to 

focus on during the next interviews. Every interview was conducted at least a with a week 

break after the previous one, therefore there was sufficient time to familiarize with the last 

data collected for both researchers and have a discussion of it. 

The second step recommends the creation of codes (Braun & Clarke, 2006), while the data is 

re-read. This phase is again in line with the suggested steps by King and Brooks (2017). 

Thirdly, all the codes that were created in step 2 should be revised and grouped together in 

order to create the themes deemed most relevant (Braun & Clarke, 2006). In order to form the 

most relevant themes and clusters the researchers sat together and used their knowledge and 

insights gained while conducting the interviews and researching the topics.  

As the fourth step, all the created themes need to be revised in the light of the theoretical 

framework and research agenda, and the researchers need to decide if the themes are deemed 

relevant or not (Braun & Clarke, 2006). During this step, the researchers have the possibility 

to make small changes to the created themes or even add more if they believe it is necessary 

to be compliant with the research question and theoretical framework. 

During the next step, the researchers take the final themes that were considered most relevant, 

and properly and fully define them, clear the borders of them and name them (Braun & Clarke, 

2006). Finally, in the last phase of thematical analysis, the data needs to be interpreted by the 

researchers in light of the themes, and the findings can be extracted (Braun & Clarke, 2006). 

In this thesis, we followed the suggested steps and phases of both Braun and Clarke (2006) 

and King and Brooks (2017) while analysing the data we collected in order to ensure a 

trustworthy method of data analysis and minimize the chance of errors. 

5.5. Critical reflection of the method 

For this thesis, a qualitative research method was chosen in order to collect the data that was 

deemed necessary in order to answer the research question. This method was chosen in order 

to gain deep understanding about consumers’ behaviour and the underlying reasons, as 

qualitative research method allows the researcher to use open-ended questions and 
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conversational communication to further investigate a topic. However, this method may fit the 

research question and the purpose of the thesis, it has some limitations to it.  

Firstly, qualitative research method usually involves a small number of participants as the data 

collection for one subject requires high amount of resources both in terms of time and money. 

This type of data collection method is quite time-consuming, and might take several weeks or 

month to fully collect all necessary data, as the interviews require personal interaction and 

conversations, thus the discussion often tend to deviate from the actual problem that is 

supposed to be studied. Moreover, since it is a labor-intensive type of research method, the 

costs tend to be significantly higher than in the case of a quantitative study. Due to the smaller 

number of participants, this data collection method rarely enables the researchers to conduct a 

statistically representative study. 

Another limitation of the chosen research method is the objectiveness. Since this method 

involved direct and very often face-to-face contact with the participants, the attitude, believes, 

and assumptions of the researcher can possibly manipulate the participants’ answers 

unconsciously. Due to the close contact and the flexibility when it comes to qualitative 

research, the objectivity of the researcher is highly needed, however, it is not an easy task, as 

even the way of phrasing certain questions can lead the participants mind to answer in a way 

that might not be exactly in line with the participants’ true insights. This is particularly 

important in the case of in-depth interviews; thus, this research was conducted with caution to 

stay as objective as possible. However, the interviewers of this research are not professional 

market researchers and never received trainings to be a moderator, thus the chance for error is 

present. 

Choosing quantitative research method instead of qualitative for this thesis would have 

enabled the research to be more representative as the number of participants could have been 

increased significantly and the collected data could be better analysed with objective and 

statistical methods. The matter of objectivity and the possible manipulation of consumers’ 

opinion could also be ruled out with using quantitative research method, as most often a 

quantitative research takes form in a questionnaire, where the participants cannot be 
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manipulated by the researcher. However, the exploratory nature of this study creates a stronger 

need for the deep and thorough understanding of the issue and the consumers’ motivations and 

behaviour than the number of participants. After this study is conducted and deeper insights 

are reached, a qualitative research could compliment the current research and help with the 

statistical representativeness of the findings. 

Qualitative research method was perceived as the relevant choice in the matter of this research 

paper, and semi-structured interviews were chosen as the data collection tool. Semi-structured 

type was chosen in order to have the possibility to alter the flow of the interview or slightly 

change the questions during the data collection based on the insights gained continuously 

through the process. Structured in-depth interviews could be another option for this thesis. 

This option offers less interviewer bias, as the questions are worded exactly as they should be 

asked, leading to higher consistency and less errors from the interviewers’ side. Moreover, the 

answers are easier to compare, as all the conducted interviews are identical in terms of the 

structure. Nevertheless, semi-structured form was seen more suitable for this research as the 

research focuses on the consumers’ behaviour, opinion and assumption. In this case, it is 

difficult to determine all relevant fields and topics beforehand to create a structured interview 

guide, as there might be aspects or themes emerging during the data collection that was not 

perceived as relevant or was not clear before the interviews started. Therefore, the flexibility 

that semi-structured interviews offer was considered crucial for this research. 

Finally, another possible option could have been focus group research in order to collect data. 

This type of data collection offers one main advantage versus semi-structured interviews. As 

a focus group involves several participants in one group being questioned the same time, much 

more participants can be involved in the research in the same amount of time as for interviews. 

On the other hand, in the case of focus group there is a risk of certain participants’ voices 

being lost due to opinion leaders in the group. When people with strong opinions are included 

in the group, more shy people with not as strong opinion can get stuck in the background and 

not get a chance to speak their minds freely. Furthermore, even though sustainability might 

not be a highly sensitive topic, there are certain expectations people might experience when 
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discussing this matter in a group. Some might believe that they can be judged by their 

behaviour towards sustainability or they ought to believe that they will be seen in a better light 

if their actions are sustainable, therefore what they report in a focus group might be biased by 

the other participants. 

6. Findings of the research 

There are three themes generated from the primary data based on the theoretical findings, 

namely the reasons for green consumer attitude-behaviour gap, the individual self as a driver 

to change consumer behaviour towards sustainability, and the second driver, feelings and 

cognition. The first theme addresses the reasons for green consumer attitude-behaviour gap. 

The reasons are self-other trade-off, the problem of abstractness, and the need to replace 

automatic with controlled process. The combination of these three factors contribute to an 

understanding of the main challenges for consumers to carry out pro-environmental consumer 

behaviours. This understanding is essential to assess how companies in the Danish household 

products industry are currently coping with these challenges and how they come up with the 

solutions to shorten the gap between consumers’ green attitude and behaviour. The second 

theme is the individual self as a key driver to convert consumers’ environment-friendly attitude 

into behaviour. This driver consists of the self-concept, self-consistency, self-interest, self-

efficacy, and individual differences. This subject enables this research to understand and find 

solutions for the self-other trade-off, and the need to replace automatic with controlled process. 

The last theme is about another crucial driver, feelings and cognition, which underpins and 

explains the problem of abstractness and the need to override the automatic process with a 

controlled process. This driver includes five main elements, that are negative emotions, 

positive emotions, information, leaning and knowledge, eco-labelling, and framing.  The three 

themes are visualized in Figure 2 and will be thoroughly tackled in the next chapter of this 

report.  
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Figure 2 – Themes identified by thematical analysis 

Additionally, there are two distinct definitions that need to be elaborated beforehand. In the 

interviews, many participants have used the effectiveness of the home care products which are 

referred to the performance of such products in regard of cleaning power. The effectiveness 

of green household products mentioned in the previous chapters are referred to the case of pro-

environmental consumer behaviours, to what extent individuals can be effective in impacting 

the environment effectively.  

6.1. The green consumer attitude - behaviour gap 

The first block of the interview refers to the theme of the green consumer attitude-behaviour 

gap. From the first question, it is possible to evaluate participants’ current attitude towards 

sustainability. All participants claimed that they are willing to adopt sustainable lifestyle and 
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engage with pro-environmental consumption on different levels. Participant 1 and participant 

3 are having the most sustainable lifestyles, and they are very open about being more pro-

environmental in terms of their consumption. Participant 1 is vegan, and she describes herself 

as an environmentally concerned consumer. However, when we asked her if she is purchasing 

green home care products regularly, she said “I only buy sustainable products for the bathroom 

and some sustainable cleaning products regularly”. A clear inconsistence between the pro-

environmental attitude and actual behaviour is observed. Another interesting finding is that 

participant 3 buys sustainable household products regularly, which is in line with her attitude 

towards green consumption. She could be a positive example of how to shift environmentally 

concerned consumers to purchase pro-environmental products by assessing if she has been 

exposed to the key drivers defined in the theoretical framework. Other participants do not 

consider their daily behaviour as sustainable, but they are aware of emerging environmental 

issues and they are having pro-environmental behaviours to some extent. For example, 

Participant 6 said that she only does basic things that are recommended by the government, 

for instance collecting waste selectively, while others are using public transportation instead 

of driving, and consuming organic food. The interviewees who are not highly engaged in pro-

environmental behaviours expressed that they experience some barriers that are stopping them 

from being more engaged with pro-environmental consumption. We will break down and 

analyse their answers to understand the key reasons causing the discrepancy between pro-

environmental consumer attitude and behaviour.  

Pro-environmental attitudes are general evaluations of environment-friendly topics, products, 

or even people, characterized by a clear tendency or intention towards pro-environmental 

behaviour (Ajzen, 2001). Associating this definition with the answers from participants, it can 

be concluded that all of the participants have positive attitude towards environment-friendly 

products or behaviours. Some participants clearly stated that their attitudes towards 

sustainability is positive, as they think being sustainable is crucial (“I personally find the topic 

very important”, “I find it is a very important topic, as many environmental issues are getting 

more and more urgent”, “to me it’s also important that I know the brand is a sustainable one, 
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and I keep sustainability as a priority”). Some are more subtle, but their positive attitude and 

intention towards pro-environmental behaviours are easy to be observed. For example, 

participant 3 believes that green products are better than conventional ones, and this belief is 

the most important trigger for her to consumer environment-friendly products. “I try my best 

to follow the green actions that are highly educated and recommend in public” - participant 4 

indicates that he is willing to take green actions, but only the ones that are widely suggested 

in public. The last participant realized that she did not take enough pro-environmental 

behaviour and she has the tendency to be more environmentally responsible. Additionally, we 

mainly assess interviewees’ general attitude regarding sustainability and pro-environmental 

actions. Pro-environmental actions include a wide range of actions that reduce negative 

environmental impact, such as, take public transportation, buy sustainable clothing and 

organic food, and wastage avoidance. Nevertheless, the focus of this report is pro-

environmental consumption in Danish household industry. Therefore, the second question 

specifically address consumers’ perception of green home hygiene products.  

From the second question in the first block, we are able to conclude how consumers perceive 

green household products. All participants believe in the positive contribution from green 

household products on environmental issues. They describe the attributes of green household 

products as less plastic waste, reusable resources, and natural ingredients. Some of them only 

mentioned some general environmental issues, such as preventing climate change, protecting 

the balance of ecosystem or not harming the environment. The positive attitude and perception 

of green home care products is not necessarily equivalent to the consumers purchasing 

environment-friendly products regularly (Moser, 2015). Additionally, another key finding 

from this question is none of the participants illustrated how entire supply chain behind of the 

green home care products can reduce the adverse environmental impact, which is the part has 

more negative impact on environment than the household product itself.  The third question 

in the first block of the interview will reveal the gap between green attitude and behaviour in 

the consumption of household products. 
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The gap can be easily observed from most of the participants. Participant 2 buys green home 

care products occasionally even though he found there is an urgent need to prevent the 

environmental issues and consuming environment-friendly products is an important way to 

positively contribute to the environment. Participant 4 buys green home care products 

sometimes but he considers green household products are better than the traditional ones for 

both himself and the environment. The last two participants also answered that they rarely 

purchase green household products. Participant 1 is more engaged with green household 

products consumption comparing but there is still a gap for certain household products. 

Participant 3 is the only one who is purchasing sustainable household products as her intention 

is. In the third question, the reasons for the inconsistence between green attitude and behaviour 

in terms of household products are also explained. 

6.1.1. Self-other trade-off 

The first challenge to pro-environmental consumer behaviour is that consumers often think 

such consumption is having some cost to themselves (White, et al., 2019). Most of participants 

specified that price and effectiveness of the green household products are the factors stopping 

them from choosing green options. This can be referred to the factor identified by Mcdonald 

and Oates (2006), the degree of compromise. One of the key findings from the first block is 

that participants do not want to sacrifice the performance of the product or pay premium price 

for the home care products. Participant 1, who is continuously consuming green products for 

cleaning said, “the most conscious choice can also be more expensive, I will sometimes opt 

for the cheaper option that may not be the most sustainable”. Besides of price and performance 

of the green home care products, some participants also mentioned that buying such products 

can be very time-consuming as they need to spend more time to do research about the products 

and search for them in stores as well. From their answerers, it is clear that they are not willing 

to compromise for purchasing green home care products. Zralek and Burgiel (2020) has a 

similar theory that illustrates the extent to which an individual perceived the difficulty of 

conducting the consumption determines the possibility of translating the attitude into actual 

behaviour. All participants have been influenced by their perceived difficulties. Participant 3, 
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who is regularly purchasing green home care products claimed “Sometimes the availability of 

the products is an issue – smaller stores usually don’t have a big selection so if I want to be 

able to shop many home hygiene items then I need to go to bigger supermarkets”. The level 

of perceived difficulty is relatively low from her tone in the interview, she does not perceive 

it as a difficulty that could stop her from buying green household products from bigger 

supermarkets. In addition, she has a high level of confidence, as she said in her interview “I 

really like them, I think they work very well and I don’t see any disadvantage comparing with 

regular chemical enhanced cleaning products”. In contrast, the level of perceived difficulty of 

purchasing green home care products from other interviewees is fairly high. Participant 2 

particularly addressed that “I don’t always buy green products, because I didn’t realize some 

products are actually sustainable”, he views lack of accessibility of the green products and 

lack of transparency of green message as a major obstacle to purchase environment-friendly 

home hygiene products. Premium prices and limited effectiveness of green products, lack of 

transparency of pro-environmental messages, and lack of trust towards big corporations are 

the most mentioned difficulties that decrease consumers’ intention of purchasing green home 

hygiene products. The discrepancy between pro-environmental consumer attitude and 

behaviour occurs when the degree of compromise and the level of perceived difficulty is high 

and the degree of confidence and the level of perceived consumer effectiveness or self-efficacy 

is low. As it was illustrated before, most participants cannot concretely elaborate how 

environment-friendly home care products can positively contribute to the environment, hence 

it can be argued that the degree of confidence is low. As a result, the positive attitude of 

sustainable consumer behaviour failed to be an indicator for most participants’ green consumer 

behaviour. Moreover, when people cannot assess the positive pro-environmental outcomes of 

green consumer behaviour, consumers are less likely to perform pro-environmentally (Peloza, 

et al., 2013). Take Participant 6 is an example, as she describes the positive contribution of 

green household products as “Maybe it can prevent climate change, but I don’t really know 

how”. She is the least active participant in terms of green consumer behaviour as she said “I 

am not purchasing sustainable household products regularly. I don’t know that much about 

sustainability, because the normal products are fitting into my needs perfectly”.  
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White, et al. (2019) illustrated that self-interest can also create a barrier to green consumer 

behaviours. People tend to value certain interests of theirs more than others, due to individual 

differences. On one hand, some consumers perceive price and effectiveness as more important 

than the pro-environmental concerns. Participant 1 is a student with inadequate disposable 

income. Therefore, when green home care products are more expensive than the traditional 

ones, she will choose the cheaper alternatives. Participant 5 prefers household products that 

are more effective without paying extra money, because he consumes a lot of home care 

products as a father of a new-born baby. Participant 6 always buys the most effective 

traditional home care products as this is her habit and it is hard for her to adopt to a new 

routine. Indeed, when self-focused benefits are more explicit, direct and personal than the 

environmental-focused benefits, consumers will not choose pro-environmental options over 

traditional ones (Green & Peloza, 2014). On the other hand, people might be more interested 

in sustainable attributes of the home care products. Participant 3 works for a company who 

sell pro-environmental household products, hence, the knowledge and belief she gained from 

the company made her more interested in the home care products that have less negative 

environmental influence. Additionally, Participant 5 buys green home care products that can 

have a direct contact and effect with his son, because he does not want his son to be exposed 

to chemicals. These two participants prioritise environmental-focused attributes, because they 

believe their efforts can make a difference in the solution to a problem (Zralek & Burgiel, 

2020).  

6.1.2. The problem of abstractness 

One key feature of pro-environmental consumption is that green consumer behaviours and 

outcomes can be abstract, vague, and distant (Reczek, et al., 2018). First of all, individuals are 

less likely to act on problems that are intangible. Most of the pro-environmental consumer 

behaviours require people to put aside more instant and personal self-interests, as found in the 

challenges of self-other trade-off. Consumers need to prioritize consumptions with positive 

environmental consequences which are most likely to be realized in the future (Amel et al. 

2017). From a boarder perspective, Participant 4, 5, and 6 cannot explain what sustainability 
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in detail is, which highlights that sustainability is a relatively information-heavy topic. 

Furthermore, none of the participants specifically elaborated the outcomes of sustainable 

behaviours. One of the participants directly pointed out that sustainability is a vague and broad 

topic (Participant 4), while two other participants described the consumption of green home 

care products is a small thing in their life (Participant 5 and 6). When it comes to the question 

about the contribution of pro-environmental household products, it is evident that Participant 

3, who engage with green consumer behaviours the most, is consuming the green home care 

products that brings her direct and obvious consequences. Because she is working for a firm 

that sells green home hygiene products, she is sure about the positive consequences of using 

such products, although the outcome might occur at a certain point of time in the future (“I’m 

not releasing chemicals into the environment and not creating waste with the packaging”).  

She believes that companies can have a huge positive environmental impact by implementing 

CSR initiatives in their business. The other way around, Participant 6, who is not sure how 

green home care products can prevent climate change, is not highly involved with green 

consumption. She does not know how the green products can make a difference to the 

environment, and she thinks consuming green household products is not an important topic in 

her current state of life. Participant 5 said that he reads information from the packaging of the 

green products that they use recyclable packaging, and he is not convinced of the actual impact 

of companies’ CSR activities. Since the result of using environment-friendly household 

products does not directly affect him, or he does not feel a difference he made for the 

environment, he rarely buys green household products. He normally buys home care products 

with natural ingredients for his son, because he thinks such products are beneficial for his 

son’s health. Additionally, most of participants mentioned that they think green home care 

products without chemical are advantageous to their health, so they buy such products to some 

extent. The uncertainty of green consumer behaviours emerges when there are many negative 

events from corporations trying to greenwash consumers (Chen & Chang, 2012). It often 

occurs when companies are not transparent about their CSR initiatives. Participant 1 consumes 

green household products quite regularly, but she still thinks “it is very common to market 

themselves as being conscious in some way and maybe it is not always as impactful as they 
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market it to be”. Participant 5 stated that one of the reasons for not consuming green household 

products is because he finds himself being very sceptical when he sees big corporates 

promoting a sustainable product. He tends to think that companies are trying to sell their 

products by claiming the products can reduce adverse environmental impact, because 

sustainability is “a really heated topic in Denmark”, and companies realized the increasing 

market demand for green products and brand. Moreover, he does not believe companies are 

sustainable even if they have environmental-friendly products. Meanwhile, Participant 4 said 

that he often perceives that companies falsely claim a product being environmentally 

responsible, as it is a companies’ marketing strategy, and Participant 6 answered, that she does 

not believe green home care products can have a positive impact on environment in two 

different questions. Furthermore, some participants also said that the green household products 

that are available in the supermarkets are not easy to recognize. For example, participant 2 

said that he did not realize some green products that he bought are environmental-friendly, 

while Participant 4 mentioned that the pro-environmental claims are not clearly stated on the 

packaging, and Participant 3 considers subtle green information on the packaging as a barrier 

to more pro-environmental consumption. Lastly, the tangibility of sustainable consumption 

can be referred to accessibility. Four out of six participants mentioned that it is hard to find 

green home care products in the supermarkets, and there are not too many green options in the 

household product range in the supermarkets (Participant 3, 4,5, and 6).  

6.1.3. The need to replace automatic processes with controlled ones 

When consumers purchase household products, an automatic, fast, effortless, and unconscious 

mental process is triggered because of the low-involvement characteristic of the products 

(Schlosser, 2019). This low-involvement feature of conventional household products is due to 

the frequency of consumers’ purchase and the relatively low price. All participants said that 

they do not have the process of thinking when they purchase home care products. 

Nevertheless, the reasons of having an automatic mental process from the primary findings 

are different than the factors in the theoretical findings. Participant 1 said she always buy the 

products from the same brands because she knows the price. As price is her priority, she would 
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buy the products with the discount without comparing the price, because she buys home care 

products often, and she knows the benchmark price. Participant 2 always looks for the 

household products that are effective, therefore, he trusts the products that he has tried before 

and is familiar with. Repetitively buying the same products enables him to save time. 

Moreover, he describes his purchase decision as a habit without information process involved. 

Participant 3 also referred to the purchase behaviour of household products as a habit. 

Discounts and promotions are the trigger for her to process the information aiming to choose 

the cheapest option with fairly high cleaning power. Purchasing household products is 

described as a “non-brainier” behaviour by Participant 4, and he buys the products that he 

usually buys. As Participant 5 described, “I go to the store and grab the ones that I trust and 

always buy. Not much thinking involved, it is a very natural behaviour for me”, his purchase 

behaviour is based on his experience and the feeling of familiarity. Participant 6 is a loyal 

customer to some home hygiene brands and she solely buys products from those brands.  

Based on the data from the in-depth interviews, it is found and can be argued that consumer 

behaviour of purchasing conventional home care products is related to a system 1 mental 

process. Even though, some participants have the intention to buy the products with lowest 

price and/or highest effectiveness, their decision-making and information-processing are still 

more automatic and less controlled. The reasons of consumers having automatic and 

unconscious processes are as follows: consumers buy household products on a regular basis 

and purchasing household products is a habitual behaviour and decision. This habitual 

behaviour is based on the consumers’ feeling of trust and familiarity towards the same 

products and brands.    

As purchasing unsustainable household products is automatic rather than controlled, engaging 

in pro-environmental consumption needs to replace automatic mental processes with more 

conscious behavioural responses (White, et al., 2019). The controlled behaviours are goal-

directed and stressed by conscious self-regulatory processes (Ajzen, 2011). Green consumers 

need to set the reduction of negative environmental impacts as a goal and reflect the goal to 

their purchase decision. Participant 1 aims to consume the pro-environmental home care 
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products of which the packaging could be used continuously. Before she started to purchase 

green home care products, she did research to find out how reusable and recyclable packaging 

work. Now, choosing such products became her new norm. From her answers in the interview, 

it can be concluded that she is conscious when she purchases environment-friendly products, 

and her decision-making process is more effortful and goal-oriented. An interesting finding is 

that her green consumer behaviour became habitual based on her experience. Participant 2 

also claimed that he is a conscious consumer towards pro-environmental household products. 

He reads the information on packaging more thoroughly when it comes to green products, and 

he did research about how green products enable him to impact the environment positively.  

Participant 3 checks authorized environment-friendly label on home care products, and she 

realized the colour differences between pro-environmental and traditional home care products. 

This indicates that Participant 3 has a deliberate information-processing. Participant 4 is 

buying green home care products by comparing the firms’ general CSR performance. 

However, he still buys conventional green home care products regularly, because he thinks it 

is too much effort to choose environment-friendly products. Participant 5 said during the 

interview, “I think one main reason I don’t want to buy the green products is I really have to 

spend time to learn how does it work, what is the company behind, and if they are effective”. 

From his answer, it is clear that being pro-environmental requires the consumers to be more 

conscious and deliberate. Participant 6 does not want to engage with green consumption 

because she is restrained by her limited knowledge of the outcomes of using pro-

environmental household products, and she is not willing to sacrifice her time on this matter. 

One of our key findings from this section is that pro-environmental consumer behaviours are 

indeed more effortful, due to the fact that it is more conscious and deliberate. Consumers need 

more time to find and process the wanted information in order to fulfil the goal of having a 

contribution to the environment.  Nonetheless, it is observed that consumers of household 

cleaning products are heavily relying on their habits. Most of the participants are not willing 

or ready to make changes in their current routines. Therefore, companies need to persuade 

consumers to overlook the costs of being pro-environmental. 
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6.2. The individual self  

The second theme in the interview is about exploring how the individual self as a driver can 

shift consumers to be more pro-environmental in regards of household cleaning products. 

White et al. (2019) defined that the elements associated to the individual self can have a 

significant impact on green consumption behaviour.  

6.2.1. Self-concept  

People desire to view themselves positively. Emphasizing the positive individual impact on 

the environment can encourage consumers to be more pro-environmental. Participant 1 feels 

much better about herself and satisfied, when she knows she is consuming products that is 

beneficial for the planet, and she thinks everyone needs to take their responsibility to make a 

positive contribution. Participant 2 feels proud of himself and he wants to make a positive 

contribution to the environment. Participant 3 also said that “It makes me feel like I am a 

respectable and important part of society who can set example and can spread the importance 

of even small changes in our behaviour”. Participant 4 said he feels fancy and becames a better 

person. Both Participant 5 and 6 think it is a right thing to engage with green consumption. 

Possessions people own can become an extension of their identity (Belk, 1988). For instance, 

Participant 4 stated that when he buys green home care products, he feels like he is a 

sustainable person, and Participant 5 thinks he is a responsible dad by buying household 

products with natural ingredients for his son. Nonetheless, people have the tendency to search 

and highlight information that confirms pre-existing values (White et al., 2019). The answers 

from Participant 5 and 6 can support this theory, “when you have been living like this for 30 

years, it is really hard to change it entirely” and “Because most of my daily consumptions are 

my habits, I have been doing the same things for my whole life. I don’t think it is easy for me 

to change my routinized daily life”. Companies can reverse the potential threats derived from 

the green consumption by highlighting the functional attributes linked to environment-friendly 

products. Especially, Participant 5 and 6 still want to maintain positive self-views. Consumers 

have higher tendency to adopt actions that other people are doing or commonly do. Although 

all participants mentioned that they do not care about others’ opinion on their pro-



67 
 

environmental consumption, we found that social influence can affect green consumer 

behaviour if it is based on the self-concept.  Participant 2 started consuming green home care 

products because his siblings and friends are supporting green household products. Participant 

6 does not want to fully engage with green consumption because the majority is not doing it. 

Participant 3 is driven by the social desirability in addition to the positive self-concept, as she 

said that she wants to be a good role model for people around her. Social desirability and social 

norm are also interconnected, thus people who are motivated by social desirability are more 

likely to endorse the green consumption, and they will consequently influence people who are 

incentive by social norm. When people are motivated by the self-concept, the social influence 

can facilitate or moderate the impact of self-concept. For example, Participant 3 is regularly 

buying green home care products, because she is influenced by both self-concept and social 

norm, “It makes me feel like I am a respectable and important part of society who can set 

example and can spread the importance of even small changes in our behaviour like what 

products we buy”.  

6.2.2. Self-consistency  

All participants have been involved with consuming green home care products. According to 

Van der Werff and his fellow colleagues (2014), they should have a higher chance of having 

subsequent green consumption in regards of household products due to this. Based on the 

findings of the primary data, this theory is not clearly showcased, but it is arguable that 

companies might develop these consumers into regular consumers of green home care 

products, if the challenges they face are tackled to some extent. Participant 1 claimed that it 

has become a norm for her to purchase green home hygiene products, which is based on her 

knowledge regarding green household products, her self-concept and self-efficacy. Participant 

3 is a regular consumer of environment-friendly products, because she has obtained sufficient 

knowledge and information about such products, and her self-interest and self-concept 

together with social influence has an effect as well. As for other participants, they described 

themselves as not having enough knowledge, and they see buying green products as an act that 

comes with low self-efficacy and high degree of difficulties, therefore, they are not ready to 
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be highly involved in pro-environmental consumption. Additionally, the participants are more 

likely to purchase green home care products, if they are already pro-environmental in other 

fields, according to Juhl, et al. (2017). Participant 1 is a vegan and always shopping 

environmental responsibly, and Participant 3 “always pay(s) attention to separating waste 

properly, try(s) to reduce food and water waste, and try(s) to buy local products and eco-

labelled products”.  They are consequently more involved with green household products 

consumption comparing with other participants. Consistency is also affected by consumers’ 

assessment of the outcomes of consuming green home hygiene products. Participant 1 and 3 

have found and believe that consuming green home care products can bring positive impact to 

environment, while other participants are very much doubting the actual impact made by 

individuals through consuming these products. The level of their involvement with the 

consumption of green household products is consistent with their evaluation. 

6.2.3. Self-interest  

Green and Peloza (2014) came up with a strategy to drive consumers to be more pro-

environmental, highlighting the self-benefits associated with green products. People are more 

likely to be influenced when the self-relevant benefits are satisfied. In addition, many 

companies - like RB and Unilever - are maintaining the high level of product performance, 

while developing products to be more pro-environmental from various perspectives. However, 

most of the participants are not aware that green household products are as effective as 

conventional products, “the natural products are less effective” (Participant 6), “I don’t think 

the sustainable products work as good as normal ones” (Participant 5), and “I know chemicals 

can be bad but they sure will do the job and clean” (Participant 2). Participant 2 further 

mentioned in the interview that he would consider choosing green options more regularly, if 

the green home care products were just as effective as the traditional products. Only Participant 

3 and 1 confirmed that green home care products work as well as their unsustainable 

alternatives in terms of product performance. As a result, companies in Danish household 

cleaning industry need to either improve the performance, or emphasize the strong 

performance of their green products. Green messages that carry self-interests are the most 
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effective in private sector (Green & Peloza, 2014). Such messages need to be associated to 

self-identity. For instance, Participant 5 wants to be perceived as a responsible dad, which is 

the key reason for him to consume natural home care products. In addition, companies should 

also make the consumers feeling entitled to be the owner and contributor of the positive 

environmental impact from consuming green household products. Participant 3 is fully 

engaged with green consumption because of the feeling of being sustainable and creating less 

adverse impact on environment as an individual. White et al. (2019) further suggested that 

self-focused benefits should be combined with the positive feelings related to the green 

products outside of individual self. Taking Participant 1 as an example, she believes it is 

morally important to buy sustainable products due to her empathy for the animals’ situations. 

One of the findings from this theme is that all participants mentioned, that green home care 

products are beneficial for the health of them and their families, which motivates them to try 

and buy environment-friendly products. Therefore, companies should connect pro-

environmental products to some special personal positive attributes that are trendy at the 

moment (White et al., 2019).  

6.2.4. Self-efficacy  

Consumers have a higher chance to be convinced into sustainable consumption when the 

perceived consumer effectiveness is high, and the degree of perceived difficulties is low 

(Zralek & Burgiel, 2020). Participant 1 and 3 believe in the positive outcome from using green 

home care products, and even though there are some barriers for them to choose green home 

care products, they are still willing to perform sustainable actions accordingly. On the 

contrary, the actual consequences of such consumer behaviour are in doubt for other 

participants. As a consequence, they allow the barriers to stop them from buying green 

products regularly. Companies need to combine other factors to approach those consumers, 

and increase the transparency and authenticity of the outcomes of pro-environmental 

consumption.  
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6.2.5. Individual differences  

People have different personal norms and beliefs concerning a sense of obligation that are 

associated with the individuals’ self-standards (White et al., 2019). Companies can target 

different segments with customized appeal by reflecting the particular needs and motivations, 

barriers and benefits of the target group. University students are price sensitive, hence the 

major barrier for them to be pro-environmental is the premium price of the green products. On 

the other hand, they are more familiar with the concept and outcomes of being pro-

environmental and self-conscious, therefore, companies need to focus on communicating the 

positive self-focused and environmental-focused attributes of green home care products. 

People who have kids want to be viewed as responsible parents by choosing natural home care 

products, and they normally influence each other by recommending products that perceived 

as harmless or beneficial for their kids. Thereby, firms need to address the attribute of having 

less or zero harmful ingredients in green products and leverage the aspirational image of 

parents.  

6.3. Feelings and cognition  

Based on the theoretical research and findings, there are two different paths for people to make 

a decision and ultimately take a responsive action. One of these is driven by affect while the 

other one is driven by cognition. In this section, the influence of positive and negative 

emotions on green consumption, and the role of cognition in determining pro-environmental 

consumer behaviours will be analysed based on primary data.  

6.3.1. Negative emotion and positive emotion 

Today’s companies often use intense negative emotional approach. Nonetheless, the findings 

from this report concludes that intense negative emotion does not affect as much as other types 

of emotional approaches. Participants generally felt annoyed and angry by marketing 

messages that contained intense negative emotion. They do not think this kind of message can 

make them feel guilty, because the intention of such messages is very obvious. Eventually 

they end up with having a negative impact on consumers rather than have a motivational 

driver. Participants’ reaction for the messages containing intense negative emotion also proves 
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that people are in favour of positive self-concepts. When they are accused to be irresponsible 

to the environment, it potentially threatens their positive self-image, therefore, they will 

present self-defensive reactions. For instance, Participant 2 was fierce and declined his 

negative impact on the environment by saying “I can’t see the direct impact from my daily 

consumption”. Positive emotions are considered to have a more positive impact on consumers’ 

pro-environmental consumption. Participants all claimed that they prefer the message with 

positive emotion comparing with the intensive negative emotional message. Furthermore, the 

empathy towards nature and animals drive consumers to be more pro-environmental. 

Nevertheless, 4 out of 6 participants said they would not buy the product, because they want 

more facts and actual information. Hence, positive emotions can shift consumers to be more 

pro-environmental, when they are combined with more factual information. Anticipated guilt 

can affect people who are in relation to future generations. For example, the participant who 

is a father confirmed that he would buy the green product that shows that it has a positive 

environmental impact on future generation. Other participants are less appealed by such 

message. Both collective guilt and positive emotions have higher impact on participants 

comparing with the messages only involve positive or negative emotions. Participants showed 

a higher willingness to buy the responsible green products when exposed to such messages. 

As they have a sense of belonging to the country they reside in, they feel responsible for the 

country. During the interview, many participants emphasized their personal interests in this 

block. This indicates that affective approach should be based on concrete information, and 

should link the emotions to symbolic pro-environmental attributes.  

6.3.2. Information, learning, and knowledge  

Firstly, knowledge plays a crucial role in driving consumers towards sustainability. Participant 

3 have the most knowledge about pro-environmental household products, because she is 

working in a company that sells such products and therefore provides resources for her to 

learn. As a result, she is the only regular consumer of green home care products. Participant 1 

is a university student, who is studying a program related to sustainability, and she is 

personally interested in this topic, therefore, she is relatively familiar with the concept and 
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outcomes of consuming environment-friendly products. She mentioned in her interview that 

the knowledge is a facilitator for her for consuming pro-environmental products. Whereas 

other participants who are less involved in pro-environmental consumption claimed they don’t 

have enough knowledge to buy and choose the right green products. Participant 4 also 

mentioned that he was emersed in the topic of sustainability when he was taking a course about 

sustainability. He found himself to be more willing to consume green products proactively and 

more consciously with his daily consumption in that period, as in that time he was exposed to 

knowledge that could be reflected in his routine consumption. Indeed, knowledge enables 

consumers to add input into a low-involvement and routine decision, because consumers are 

interested in processing information with their knowledge. Information induces the deliberate 

decision and behavior. The key issues regarding information of green household products are 

availability and authenticity. Many participants mentioned that it is time-consuming for them 

to find relevant information on different platforms, and they prefer to read most important 

information on packaging while shopping. Providing meaningful and useful information on 

packaging triggers the system 2 system to override system 1, because people would read and 

process information slowly and consciously when they are shopping. Especially, when the 

packaging is eye-catching, it has a higher chance to encourage consumers to have a second 

look or even have a closer look thoroughly. In addition, the information on the packaging 

should not only address the symbolic pro-environmental attribute but also the functional 

attributes. When the interviewees where shown different products, all participants chose the 

product that is claimed to be effective on the packaging and recommend by different well-

known dishwasher manufacturers (see Appendix 10). Lack of authenticity and lack of 

information provided by companies is one of the factors that stop consumers from buying 

green home care products. More than half of the participants do not believe companies’ claims 

about being environment friendly, and they prefer information that is provided by reliable third 

parties or authorities. Furthermore, participants mentioned that they don’t know the actual 

outcome of green household product consumption, which leads to a low self-efficacy. 

Thereby, companies need to be more transparent with such information and provide relevant 

education. Educating consumers from a broader perspective including urgent environmental 
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issues and potential behaviors can shift consumers to be more pro-environmental by exposing 

consumers to the concept. The last block of the interview was conducted after we explained 

the major environmental issues caused by household products industry, potential solutions can 

be taken by individuals, and possible outcomes of using green home care products. Participants 

who are not currently consuming green products said they want to be more engaged with 

environment-friendly home care products after participating in this research. 

6.3.3. Eco-labelling and framing 

Eco-labelling is one of the ways to convey information in regards of the pro-environmental 

attributes of a household product. As mentioned before, participants clarified that packaging 

is the more ideal and time-saving way for them to receive responsive information. Authorized 

eco-labels increase the authenticity of a green product, and they are easy to understand. 

However, it should be easy to find on the packaging. In the last interview question of the third 

block, four different products are showcased to the participants (see Appendix 10). Most of 

participants did not realize the last product presented to them is pro-environmental, because 

the eco-label is too small to be recognized immediately. Eco-labelling can also be extended to 

packaging design. Packaging design of pro-environmental products need to be distinct and 

eye-grabbing, so people can easily distinguish green products from conventional products. 

Many participants instantly pointed out the first product is the most environment-friendly 

product, because it has an easy-to-understand label of recyclable packaging, and the packaging 

is in the colour green. However, some participants mentioned that the sign of “0%” is 

confusing for people who are not familiar with natural products with 0% chemical. Framing 

can have different effects on different segments of consumer. In this report, the segment can 

be narrowed to people who live in Denmark. People living in Denmark prefer messages with 

positive emotions, which specify the positive environmental contribution of buying green 

home care products. They also want to be able to identify the key functional attributes of such 

products (e.g., the performance of the product). Hereby, green messages should contain both 

representative environmental-focused attributes and basic functional attributes that consumers 

typically seek for in their routine behaviour. Moreover, being healthy is another information 

consumers are looking for when they purchase green products. 
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7. Conclusion and managerial implications 

The main research question of this thesis was about what companies can do in order to shift 

their consumers’ behaviour towards sustainability in the Home Hygiene industry. The research 

question implies that consumers were asked in order to explore the underlying reasons of their 

current behaviour and discover what can possibly motivate them to change their behaviour, 

with the aim of gaining some consumer relevant insights that provide added value to marketing 

managers. It is important to mention, however, that this research was conducted in order to 

collect relevant data for companies or corporates that are already present on the home care 

market, but are seeking to improve or change their portfolio to more sustainable goods. This 

paper therefore hopes to provide value to marketing managers of these companies in order to 

keep their existing consumers, educate them about this topic and motivate them to purchase 

sustainable goods rather than conventional products, as well as possibly gaining new 

consumers from competitors who do not offer sustainable products. Since an attitude – 

behaviour gap towards sustainability can be seen from the side of consumers in the Home 

Hygiene industry, this thesis aims to create practical value for these companies in order to 

close this gap, so their consumers switch to shopping sustainable products over conventional 

ones. 

The goal of this section of the research paper is to outline and summarise the outcome of this 

research and the possible practical implications that emerge as a result of this study. Ideally, 

this paper will provide a guideline for marketeers that they can reach to when they plan their 

marketing communication aiming to convert consumer behaviour towards purchasing 

sustainable cleaning products. This proposed marketing mix framework, that is deemed as the 

optimal marketing communicational framework, can be a great tool for well-established 

companies who are already present on the Home Hygiene market. However, it is important to 

highlight that while this proposed guideline is built on the foundations of the empirical and 

theoretical findings of this research, and is applicable for the FMCG industry’s Home Cleaning 

segment, it is a generalized framework for an optimal marketing mix. In order to apply it 

successfully, there are several factors that a marketeer needs to assess and follow this guideline 
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accordingly. Based on these factors – that could be the company’s own characteristics, their 

marketing strategy, the brand image, the different competitors’ portfolio or strategy and 

several other factors – the marketing manager needs to adapt the proposed framework in order 

to match their needs. Therefore, this optimal marketing mix can’t provide value on its own, 

but together with the consideration of other intangible characteristics of the specific situation 

in which it would be applied. This framework is merely a tool for marketeers, a guideline that 

can help them, but should always be adapted and may even be changed as necessary. 

It was established and validated by this research that conventional products are low 

involvement products. When consumers are buying these Home Cleaning products, they do 

not think about the purchase extensively, as it is part of their habit. They usually know the 

products, have a routine of buying them, they choose based on their experiences with them in 

the future, the effectiveness of the product, and based on the price. It is a routine decision 

highly on unconscious level. However, when they start to become more conscious about 

sustainability, and start entering the market of green products, their behaviour changes. It 

becomes more conscious; they start actively looking for information to help make their 

decision. They spend significantly more time on this decision, until buying sustainable goods 

becomes the new habit, and the purchase decision starts sinking down to a more unconscious 

level. The main takeaway from this finding is that consumers require a lot more information 

about sustainable goods than of regular products, hence it is important to provide them with 

the knowledge to shift their behaviour. Therefore, the expected results of using this proposed 

marketing mix is to assist consumers in this road of converting their purchase decision of 

sustainable products form a well thought-through, conscious decision to a habit. 

The introduction of the guideline for the optimal marketing mix in order to shift consumer 

behaviour towards sustainability and close the consumers’ attitude – behaviour gap will follow 

the structure of 4Ps. Every part of the marketing mix will receive a dedicated section below, 

in which the characteristics and suggestions will be elaborated in the light of the findings of 

the thesis. First, the Product will be considered and suggestions will be made based on both of 

the empirical and theoretical findings, followed by the Pricing, the Placement, the Promotion 
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and finally a holistic overview. Each part of the proposed marketing mix will be created based 

on both the primary theoretical and the empirical findings and also findings from secondary 

research. The different parts of the marketing mix will be considered broadly. In the beginning 

of every section, it will be determined what aspects of the specific part of the 4P will be 

included in the study, as some parts deemed more relevant than others. All the sections will 

also provide examples from different corporates or brands, that are perceived to be 

implementing a strategy in line with the guidelines suggested by this research paper in terms 

of the certain part of the marketing mix in order to validate the relevance of the framework. 

7.1. Product 

The first part of the marketing mix that was taken into consideration when creating this 

guideline is the Product. This reflects on many aspects on the product, like the product 

features, the quality of the materials and ingredients, the packaging of the specific good, the 

branding of it, and even the services offered around it. 

7.1.1. Product features 

Based on the outcome of this research, it is clear that in the home cleaning industry, the 

consumers still value the functional aspects of the product very highly. The effectiveness of 

the home hygiene good is one of the most important point mentioned by consumers, they do 

not want to compromise on this aspect. They are looking for solutions that can possibly deliver 

the same efficiency and results that they are used to when they are using regular cleaning 

products. As a result, it is advised for companies to invest significant attention on these 

functional attributes of the sustainable home cleaning goods, and offer green products that 

truly can provide the needed efficiency. It is suggested to bring the promised results of them 

in comparison with conventional, chemical-infused cleaning products in order to convince 

consumers that they don’t need to compromise on effectiveness when choosing this 

sustainable good. 

In light of the recent events in our world, the need for hygienically effective cleaning solutions 

is even more important than ever before. With COVID-19 being part of our world, more people 

are concerned about the hygiene in their own homes and environment, therefore are looking 



77 
 

for products that promise to provide hygiene there. Therefore, product features like 

effectiveness against bacterias and viruses are highly important. The brand Harpic can be 

mentioned as a great example, as they offer the sustainable toilet cleaner Harpic Organic 

Active (Harpic, n.d.). The product offers the same effectiveness as the regular cleaning 

products of the brand’s portfolio, and it also brings the result of killing 99,9% of germs on the 

toilet surfaces, therefore providing a hygienically clean outcome. 

Another important product aspect that was mentioned by the participants of this study is the 

usage of the product. Consumers have expressed concern towards single use products, as they 

feel like that they are not as sustainable as they could be, since they create more waste. Instead, 

they prefer home care products that offer some kind of solution for continuous use. This could 

be a refill option on the product or the possibility of returning the old, used product to exchange 

to a new one. As an example, many brands are introducing products to the market where you 

can purchase one glass bottle for the cleaning product, and the actual cleaning product comes 

as a small tablet in a dehydrated format. It only needs to be mixed with a certain amount of 

water in the glass container and the product can be used. This way, instead of buying a plastic 

container with the liquid product in it every month, and then throwing it away, consumers only 

need to purchase the small tablets in minimal recyclable packaging. 

7.1.2. Quality 

The quality of the product is still expressed as one of the main factors that consumers consider 

when purchasing sustainable products. Since functional attributes are valued high from 

consumers side, it is important to highlight that in the case of majority of consumers, focusing 

purely on the sustainable attributes of the product is not efficient. The desired functional 

attributes need to be in place in so the sustainable attributes can convince consumers to 

purchase the green goods instead of the conventional ones. However, when the functional 

attributes are met with the needs of consumers, they start looking for different sustainable 

attributes as well. Therefore, it is advised for the green product to be high quality, with natural, 

bio ingredients. Many consumers also voiced the importance of chemical-free goods that do 

not contain harmful ingredients like dyes, chemical perfumes or preservants. 
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Buying these type of products makes consumers feel like they are safe in their own household, 

as they are not poisoning themselves and their environment with harmful chemicals. This is 

found to be an important motivational aspect for consumers, as the feelings and cognition part 

of the SHIFT model was tested positively in the research. As the results uncovered that 

consumers feel good and satisfied when they are using fragrance-free cleaning products due 

to the lack of feeling of chemicals around them, they can be motivated to change their 

behaviour and buy these sustainable products instead. 

7.1.3. Branding 

When moving on to the branding aspect of the Product leg of the marketing mix, the research 

found that consumers tend to struggle with the authenticity of the sustainability of the certain 

brand or company. It was discovered that consumers don’t only consider if the products itself 

is green, but they also like to know that the brand and the company is engaged in these actions. 

Moreover, it was found that consumers deem sustainable brands and companies better in 

reputation and would rather purchase products from them. As a result of these findings, it is 

suggested that when marketing managers brand the products as a sustainable one, they make 

effort of creating a sustainable image for the entire brand. When this is supported with reliable 

claims and the endorsement of trustworthy authorities as well, consumers can have an easier 

time to decide on the certain product as the entire brand image is green. In addition to this, it 

is advised to include in the branding process the findings of the research in terms of the 

Individual Self part of the SHIFT model. Results show that consumers think of themselves in 

a more positive light when they purchase sustainable products and they feel that they are doing 

the right thing. This could also be incorporated in the branding process, making sure that 

consumers perceive the product as the right choice, the decision that they should be making to 

contribute to the efforts of sustainability. 

Furthermore, consumers believe that when it comes to big corporates, their ecological 

footprint is normally quite significant, therefore it’s even more important for these companies 

to actually engage in CSR as much as possible, and communicate and brand themselves as 

sustainable company. The findings of this study highlighted the importance of corporate 
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branding, therefore it is advised that branding should not only include the products or the brand 

itself, but the company too. As consumers perceive corporates in a better light that 

communicate their actions to be sustainable, it is recommended that the company brands itself 

as a green company, and not only brands their products as sustainable. This is essential, as 

some consumers feel like companies have big responsibility over caring for the planet, and 

their actions can make a big difference – a lot bigger than what individuals can achieve. 

Moreover, to build the normative foundations of green marketing, it is required for companies 

to communicate to their stakeholder their sustainability goals and actions (Belz, 2006), thus 

the whole corporate’s brand image should be green. 

7.1.4. Packaging 

Another highly important part of the Product leg of the marketing mix is the packaging of the 

products. The findings of this research revealed that this aspect needs high amount of attention 

dedicated for several reasons. First of all, consumers expressed concern over the extensive 

waste that packaging of consumer goods create. Based on the answers from the interviews 

conducted in this study, it is seen that this is a major issue for the participants, and when 

defining sustainable cleaning products, the recyclable packaging material was one of the main 

criteria they mentioned. Hence, it is deemed essential for a green product to have packaging 

that can be recycled. Moreover, it is highly advised to revise the pack and reduce the amount 

of materials – both plastic or paper – as much as possible in order to lower the amount of 

waste. The use of recyclable materials instead of single use materials can motivate the 

consumers to shift towards the green products, however, this needs to be visible on the 

packaging so the consumers can gain this information while they are shopping. It is also 

advised to consider the possibility of creating packaging for the consumers that offers option 

for refill instead of single use, or at least part of the packaging. One example for this from the 

FMCG industry is the American company called Function of Beauty. This company offers 

haircare products in plastic containers, however, the pump for the containers is only purchased 

once and can be reused for every bottle, which come without the pump. In this way, although 
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not the whole product packaging is being reused, a certain part is, which leads to less plastic 

waste (Function of Beauty, n.d.). 

Based on the findings of this study, it emerges that consumers gain information on the 

sustainability aspect of a product through the information provided on the packaging. Since 

purchasing home cleaning products is usually a low involvement purchase, consumers do not 

spend long time beforehand to collect information and decide on the product, thus the 

communication on the packaging is essential in order to shift the consumer behaviour and 

encourage them to buy green home care products. This implies that significant consideration 

should be paid not on the design and look and feel of the product packaging, but also on the 

information that is provided. Since consumers value the effectiveness as well, it is suggested 

for marketing managers to provide information on the functional benefits of the product, as 

well as placing information on the sustainability of the packaging material – for instance 

recyclable plastic –, the naturality of the ingredients (vegan or bio), and the concrete benefit 

of using this product in terms of contribution to sustainability. It is also encouraged to add the 

most important sustainability claims on pack too in terms of the ingredients or lack of certain 

ingredients, like fragrance-free or colourant-free product. Due to the recent events and 

spending the last year with a pandemic being present in everybody’s lives, there is an increased 

need for hygiene from consumers’ side. As a result, it is deemed highly relevant to include a 

hygiene claim on pack or the ability of the product to kill germs and viruses. 

Although the information provided on the packaging was seen highly important when it comes 

to sustainable Home Hygiene products, the design and colours used on the pack can’t be 

overlooked either. When consumers are presented with new products on the market that they 

have not seen before and don’t have sufficient information of them, they rely on their senses 

to navigate. Therefore, in order to draw consumers to the green cleaning products, it is deemed 

important to for managers to pay attention to the right design and colours. Based on the 

findings of this paper, the recommended would be to use natural colours like green and brown 

on the packaging. 
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To reach authenticity of the green product and the sustainable contribution of the brand or 

company, it is also advised to provide endorsements by trustworthy authorities on the 

packaging. The findings of this study revealed that many consumers believe that several 

companies are using communication of sustainability in order to increase their sales, but this 

might not comply with reality. Thus, giving them endorsements from authorities like Nordic 

Swan, Ecolabel, AISE and other renewable sources help consumers trust the brand and the 

product and can motivate them to choose the sustainable option. Since consumers don’t have 

the same amount of knowledge of sustainable cleaning products as of regular ones, they have 

a harder time to know which products to trust, therefore validating the trustworthiness of the 

specific product or brand this way can help them decide and shift their behaviour towards 

sustainable household products. 

A great example for a natural and sustainable product packaging is the new Cillit Bang 

bathroom cleaner (Cillit Bang, n.d.). Not only does it use colours and design to convince 

consumers of the naturality of the product, but it also provides relevant information on how 

this product contributes to sustainability. The front of the packaging highlights the naturality 

of the ingredients by stating 100% naturality, but also gives concrete information on how the 

harmful chemicals were replaced by lemon acid instead in order to remove limescale. 

Moreover, consumers can also learn from the packaging that the bottle is completely 

recyclable, and that the product is compliant with Nordic Swan, Ecolabel, and A.I.S.E. 

requirements. 

7.1.5. Services and warranties 

The final aspect of the Product part of the marketing mix is the services that are offered around 

the product. It is less common on the FMCG market to offer services around the products that 

are related to sustainability, however, there are some suggestions that could be considered in 

this area as well in order to increase the trust in consumers about the brand and its commitment 

to sustainability. In case of products that can be refilled, it can be relevant to issue a warranty 

on the container of the product, so in case it breaks, the consumers can receive a new one for 

free, so they can keep refilling without having to buy a new one. Another possibility is to offer 
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a collection point to certain parts of the recyclable materials and ensure that these are re-used 

by the same company during production. An example for this in the FMCG market is 

Nespresso, that offers collection points for the used coffee capsules, as they will reproduce the 

capsules from those materials again. Based on the relevance for a certain product it could also 

be considered to set up a consumer information line or website where consumers who are 

interested can access information on how this company or a certain product enables consumers 

to reduce their ecological footprint. For example, Finish brand has consumer information on 

their websites on how using their products can help lower water waste, and also provides 

information on what steps consumers can do besides using their products in order to maximize 

the effect (Finish, n.d.). 

7.2. Price 

The second part of the marketing mix that needs to be considered in order to close the attitude 

– behaviour gap of consumers on the Home hygiene market is the Price. The FMCG market 

is a very price sensitive market, since normally the products are low involvement goods. 

Consumers buy these products quite often, therefore they don’t want to spent a lot of money 

every time. Moreover, the intense competitiveness of this market encourages the companies 

to push down their prices in order to be more appealing to the consumers. As a result, there is 

less room for big price differentiations. Consumers commonly tend to opt for a cheaper option, 

therefore companies who offer premium, higher priced products need to use many tools to 

convince consumers of the added value of their goods. In this context, the price strategy of the 

product, and the discounts will be considered. 

7.2.1. Pricing strategy 

Price is being mentioned as one of the biggest barriers, it is a functional attribute. As this 

market is a market where normally consumers don’t have high involvement during the 

decision-making process, naturally they are more sensitive to price changes. When it comes 

to purchasing sustainable products, consumers consider much more attributes of the purchase, 

but the functional ones like the price is still very important for them. It is discovered during 

this study that majority of consumers do not want to compromise too much on the price versus 
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the normal products that they normally buy. However, in several occasions companies set a 

premium price for the sustainable goods that they offer versus the regular portfolio, which 

leads to a barrier in consumers head that green products are too expensive and not everybody 

can afford them. Hence, it emerges that the pricing strategy should not be too different than 

the pricing strategy of the normal cleaning products. Consumers might be willing to overlook 

some price difference when it is balanced out with added sustainability attributes, but only to 

a certain extent. The main advice to marketing managers regarding the pricing strategy is to 

stay close to the average market price and their competitors, thus have a price follower strategy 

and follow the most dominant price settlers on the market. 

7.2.2. Discounts 

It is advised for companies to engage in a follower price strategy and stay close to the price of 

the regular cleaning products, however, in some cases this may not be possible. This could be 

true in cases where the cost of the goods does not allow the company to lower the price or in 

some cases this might be problematic if the brand image is premium. Even if the marketing 

managers do not wish to follow this advice for specific reasons, and opt for a bigger price 

differentiation from conventional cleaning products, there are still some tools available to 

overcome the price barrier when purchasing sustainable goods. In these situations, it is 

recommended to implement frequent discounting strategy on the products. The findings of this 

study suggests that some consumers only tried green products because it was on sale. This can 

be a good way to lure more consumers into the sustainable household cleaning products 

category, who have not been a green consumer before. 

7.3. Placement 

As the outcome of this study highlights that there is still a lack of awareness and lack of 

knowledge present in the consumers’ minds about sustainable Home Hygiene products and 

how they can contribute to the future of the planet, it is inevitable to provide the necessary 

attention to the Placement part of the marketing mix. This part will outline and assess the 

optimal strategy when it comes to channels, assortment and in-store navigation and 

transportation. 
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7.3.1. Channels 

Since the lack of awareness and knowledge emerges as a barrier for consumers from engaging 

in the shopping of sustainable goods based on this research, both the channels of 

communication and the availability of the products is assessed in this section. Educating 

consumers about this issue and providing them with information that they are looking for can 

help them overlook the barriers and shift their behaviour towards more sustainable decisions. 

Providing the needed information to consumers is very important, and as the findings of the 

primary research revealed, consumers occasionally visit the brand website or other online 

channel as well in order to gain information on the product. Channels like television, and 

various social media sites were mentioned, thereby it is suggested to focus on supporting 

channel as well besides in-store. Television appearance was mentioned by all of the 

participants of this study as a channel where they feel like they receive information about the 

products, thus is it recommended to secure television spots for the green products and provide 

information about how buying the product contributes to sustainability. 

In addition to this, consumers often mentioned that the availability of the different sustainable 

products is a barrier that they experience when trying to shop sustainably, therefore the 

findings of this research suggest to put significant effort on achieving high market coverage 

for the sustainable products. When the distribution of these products is not high, consumers 

can only find them in bigger stores or supermarkets, and they don’t have the option to pick 

from a high selection of sustainability products. In order to convert buying green products into 

a consumer habit, and enable consumers to shop sustainable goods in a less conscious level, it 

is essential that they can access these products easily and in the same way as they access 

conventional cleaning products. 

Another important aspect of placement mentioned by consumers is the fact that they have a 

hard time finding the sustainable products in-store. Moreover, some consumers do not think 

of sustainability instantly, and would just purchase conventional goods as a habit. However, 

if they are reminded of the importance of sustainability in the store and are presented with the 

option of buying green products instead of regular cleaning products, it was expressed by them 
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that there’s a high chance they would consider to purchase sustainable goods instead. 

Therefore, it is addressed that in-store communication should be maximized. It is suggested to 

place educational materials at the place of sale in order to provide the necessary information 

to consumers who are considering buying these products. Furthermore, the importance of 

secondary placement emerges, as this can maximize the visibility of the sustainable product, 

and provides a great platform as well for a powerful communication regarding the 

sustainability issue that this product can help solve or make better. 

7.3.2. Assortment and in-store navigation 

Another aspect of the Placement leg of the marketing mix is the assortment and navigation in 

stores between the different products. As the results of this research points out, some 

consumers are confused about the difference between conventional and sustainable products, 

and have a hard time finding them in the store. In order to help them find the product category 

or the product itself they seek to find it is advised to use navigational material at the place of 

the purchase to clarify the difference and lead consumers to the right product category. This, 

however, can be a challenge, as different retailers have different store navigation and 

assortment structure, but their partners can influence this in certain ways. Therefore, it is 

suggested to try and work closely with the biggest retailers on the market in order to improve 

the navigation and separation between normal and sustainable products in order to increase 

the visibility of green products within the entire Home Cleaning category.  

7.3.3. Transportation 

Finally, transportation is considered as part of Placement. The outcome of this study shows 

that consumers are often having an issue with the authenticity of the companies’ sustainability 

efforts, hence it is important to not only produce a product that itself is made of natural 

ingredients and recyclable packaging, but consider the entire supply chain and optimize every 

procedure in order to maximize the sustainability of the company. This includes production 

and transportation as well. People can trust the brand more if they have the information that 

the company is doing everything they can, not just produce a product that is natural. Knowing 
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that the entire process - including transportation - is optimized can help them overcome this 

barrier and increase the reputation of the brand, therefore the trust as well. 

7.4. Promotion 

The final part of the marketing mix is the Promotion. This section will consider sales 

promotion, advertising and strategic alliances in order to provide the optimal marketing mix 

for companies to shift their consumers’ behaviour and close the attitude – behaviour gap. 

7.4.1. Sales promotion 

The first aspect of Promotion to examine is sales promotion. According to the findings of this 

study, one of the main barriers that consumers experience is the effectiveness. Many 

consumers don’t have experience with sustainable products, or they have negative experiences 

compared to conventional cleaning goods. They have expressed scepticism towards the 

efficiency of sustainable cleaning goods compared to the regular, chemical-enhanced ones that 

they are used to. To overcome this issue, it is advised to utilize in-store trials and free samples 

when the product is being introduced to the market. This way consumers can try the product 

and test the efficiency of it without having to commit to it financially. This can help break 

down this barrier, as people can see that a green product can deliver the same results as regular 

cleaning products, thus they might consider more to purchase it after this experience. As an 

example, the brand Vanish introduced a sustainable line of products to the danish market. 

When this product appeared on shelves, trial size of the Vanish 0% powder was given out to 

consumers at stores for free, which lead to a successful launch of this new line and enabled 

this line to achieve significant market shares (Nielsen, 2020; Vanish, n.d.). 

Another possibility for marketing managers to overcome this issue through sales promotions 

is to lower the price of the product, or co-promote it with certain goods or gifts that encourages 

consumers to buy and try the green cleaning products. It can be suggested for companies to 

co-promote their green goods together with their regular products, so consumers who regularly 

purchase their products would buy them together and experience the effectiveness of the green 

product. Another option would be to create bundle packages with different sustainable 

cleaning products in it and promote them together. As an example, a green dishwasher cleaner 
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could be promoted together with a sustainable dishwasher tablet, or a natural toilet cleaner 

with a sustainable all-purpose cleaner. 

7.4.2. Advertising 

The next part of the Promotion to assess is advertising. As lack of information on the 

sustainable household products and how purchasing them contributes to sustainable 

consumption is identified as a barrier based on the findings of this research, it is important to 

incorporate educational elements into the product or brand advertisement as well. Therefore, 

the message of the advertisement elements should always be meaningful and informative, 

providing validated content and authentic claims. 

During this study the Individual Self part of the SHIFT model was tested, and findings show 

that this aspect can be a great motivator for consumers to change their behaviour. Consumers 

expressed that they often feel like they contribute to the society when they engage in 

purchasing a sustainable product or other sustainable actions, thus how they perceive 

themselves changes to the positive. They are feeling proud of themselves and they feel like 

they are an important and respectable part of the society. Therefore, it is suggested that these 

elements are incorporated in the product advertisement. The communication should aim to 

convince consumers that they are doing good when they purchase the specific green cleaning 

product, and that they are role models to the society, who can set example to the others. 

Feelings and cognition are another important factor in terms of the advertising. Based on this 

research, companies should stay away from intense negative emotions as a motivational 

method, as consumers often feel like they are being blamed and companies are making them 

feel guilty in order to push them to buy their products. They have the tendency to connect this 

type of communication with emotional manipulation, which doesn’t offer any solution, just 

creates guilt in the consumers. Since consumers are lacking knowledge over the different 

issues and many of them are not aware of yet of the impact of using conventional products, 

using intense negative emotions or guilt makes them feel like they are being blamed for 

something they did not know about. However, collective guilt seemed to have receive better 

results with motivating the consumers, especially when put in a context that they can identify 
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with. Hence, it is advised that companies create advertising campaigns that incorporate 

elements of sustainability impact in the consumers’ close environment, like mentioning plastic 

waste of their county of residence or the annual amount of harmful chemicals being released 

into the environment of their area. Moreover, based on the outcome of this research, it is 

advised to back up these claims and motivational messages with concrete numbers and data, 

as it is increasing the credibility and trust in the brand for the consumers and helps them believe 

that the purchase of these sustainable goods can help solve this problem. 

Furthermore, positive emotional motivation was found to be a very effective method to change 

consumer behaviour in this study, as consumers feel like they are helping and they are 

contributing with their actions of buying green products. Many consumers expressed that they 

look for the outcome that can be reached by purchasing a certain sustainable good, as it 

actually highly motives them to purchase them. For this reason, it is suggested that the product 

advertisement includes exactly how changing consumer behaviour contributes to 

sustainability. It is deemed a good method for marketing managers to incorporate elements 

like how much water waste can be avoided by changing their action, how much the waste can 

be reduced or a similar aspect that using this product can contribute to. 

Anticipated guilt and continuity also emerge as a good motivation, especially the continuative 

aspect of the need for sustainability as it emphasizes that the current behaviour of consumers 

need to be changed long-term. The results of this research pointed out that consumers are 

concerned about the future, especially in terms of their own family. As an example, some of 

the participants mentioned that seeing a message from companies that uses anticipated guilt 

made them nervous and worried for the future of their children, and as a result motivated them 

for action and to be more engaged towards sustainability. 

Moreover, collective positive emotion is seen to have a great effect, especially when combined 

with educational information. Pointing out a problem, and suggesting what could be done to 

make it better with the given product help the consumers understand the way they contribute 

with changing their behaviour by switching to sustainable cleaning products. Therefore, we 

suggest that the advertisement of these products include communication in line with this. It is 
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deemed important to remind consumers on the fact that sustainability is not just the latest trend 

that will go out of fashion, but something that will stay, and something that has a great impact 

on the future. As an example, a chemical free bathroom cleaner could be advertised with 

communication highlighting the harmfulness of chemical to the environment and the users, 

and offer the solution of buying the chemical free, sustainable product instead. 

A great example of a successful advertising campaign was done by the brand Finish. The 

automatic dishwashing brand is aiming to change their consumers’ behaviour by opening their 

eyes about how much water is wasted when dishes are being pre-rinsed before placing in the 

dishwashers. The campaign provides relevant data of the average water waste per household 

annually, brings it to a local perspective by mentioning how much the country is accounting 

to when it comes to water shortage and water waste, uses positive emotions and anticipated 

guilt with continuity when expressing that with a change the future generations can have 

enough water as well, and also provides a solution to this problem by explaining that 

consumers don’t need to pre-rinse their dishes when using the new Finish dishwasher tabs. 

(Finish, n.d.). 

7.4.3. Strategic alliances 

This part of promotion was deemed relevant for this study as many consumers struggle with 

not knowing what company or brand to trust and if their communication is authentic. The 

findings of this study indicate that one of the barriers that stops consumers from purchasing 

sustainable cleaning products more often, thus creates the attitude – behaviour gap is their 

mistrustfulness, however, in order to know which brand or product to trust, they often look for 

endorsements from trusted authorities or known and respectful brands. As a result, it is advised 

for marketing managers to work together with trusted companies and authorities when 

focusing on the different promotional tools, as this can reassure the consumers of the validity 

of the message and helps them believe that the given product can actually help make a 

difference. Connecting the product or the brand with an organization, company or brand that 

has good reputation and is trusted by the public can encourage consumers to choose the given 

green product over regular cleaning goods, or over the competitors’ products. Hence, it is 
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suggested to identify local or global partners who are seen relevant to the product and the 

sustainability angle of it, and build a partnership with them. 

A great example for this is the mentioned Finish campaign to save water and stop consumers 

from pre-rinsing their dishes before putting them in the dishwasher. Finish collaborated with 

strategic partners like National Geographic, who supported the brand with a short video 

addressing water shortage as an environmental issue. This strategic alliance enabled the 

brands’ message to reach wider audience, but also strengthened the brand’s message and its 

credibility (Finish, n.d.). 

7.5. Overview 

This section of the research paper collected and assessed all the findings and implications of 

this study in order to provide the optimal marketing mix for companies in the Home Hygiene 

industry, that seek to shift their consumers’ behaviour towards sustainability. By analysing 

every part of the marketing mix in light of the outcome of this study, a proposed marketing 

mix framework was created that is illustrated in Figure 3, that have the possibility to help 

companies close the attitude – behaviour gap. Findings of this research suggest that the 

proposed marketing mix has the potential to tackle the barriers that consumers experience 

around buying sustainable goods and provides good motivational tools. 
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8. Limitations and further research 

Being environmentally responsible is not the whole story about sustainability, individuals 

consider their social and economic impact as well (Werbach, 2009; RepTrak, 2020; Sheth , 

Sethia , & Srinivas , 2011; Terlau & Hirsch , 2015). Companies, hereby, must consider social 

and economic purpose in their businesses. This is also one of the key findings from our 

empirical study. When we asked the interviewees to explain what sustainability is, they all 

mentioned social responsibility either from an individual perspective or corporate perspective. 

Some of them also stated that they want to know companies’ social responsibilities as they 

believe that having a green product does not mean that company is making positive social 
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o Gaining new consumers with big 

discounts 

o Functional attributes valued over 
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o Advertising communication – 

feelings and cognition as a 

motivation for consumers 

o Positive emotions and continuity 
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o Strategic partnership with trusted 
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– high visibility 

o Product availability as a barrier – 

aim for highest distribution 
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angle 

 

Product Price 

Placement Promotion 

Figure 3 - The suggested optimal marketing mix to shift consumer behaviour towards sustainability 
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impact. Social responsibility is one of the fundamental elements of sustainability which is 

included in the definition we illustrated in the theoretical framework.  

Sustainable development focuses on the trade-offs between the environmental and economy 

pillars, and it does not neglect the social pillar. Without good governance, and being 

responsible for the environment and social issues, no CSR strategy can succeed. Moreover, 

recent studies indicate that environmental, social, and corporate governance refers to the 

central factors in measuring CSR impact of the investment in businesses (Bonini, et al., 2009). 

Companies are using ESG to evaluate the long-term financial performance. Furthermore, 

leading companies in the household products industry are not only engaged with environment 

but also human rights and much more (Benckiser, 2019; Unilever, 2019). Nevertheless, in this 

research we have only focused on the environmental benefits of the home hygiene products, 

e.g. they reduce carbon footprints, water waste, and pollution. Therefore, we suggest that 

further research could include social and economic responsibilities in order to conduct a more 

comprehensive research to see how companies can shift consumers in the household products 

industry to be more sustainable through a holistic approach. Additionally, sustainability is a 

holistic approach that considers social, environmental, and economical challenges (The 

University of Alberta , 2010). Therefore, all sustainable dimensions should be evaluated 

together to find enduring solution and success. From our research, we also found that 

companies could use comprehensive CSR initiatives to remove the factors causing the 

sustainable consumer attitude – behaviour gap. For instance, many respondents stated that they 

are more likely to trust a firm who is doing more than just launching green products with 

recyclable package. They care about how companies treat their employees, copy with gender 

equality, and support communities/programs with good causes.  

The core concept of this report is the green consumers’ attitude and behaviour gap. We were 

able to define the reasons causing this discrepancy, find the drivers that can help companies 

to shift consumers to be more sustainable in terms of their purchase behaviour by interviewing 

consumers. In order to prove the defined motivational factors are able to affect green 

consumers’ purchase behaviour, we believe an eye-tracking research could be conducted. The 
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cognitive effort required in the evaluation and verification of decision-making process involve 

consumers’ visual attention. When consumers search for the green products, they would 

perform a visual search which is “the process of visually scanning a scene and forming a 

conceptual image or notion of the scene as assembled by the brain” (Duchowski, 2007). 

Hereby, we propose that visual attention would influence green consumer behaviour, and 

consequently, it would be possible to test if consumers can be shifted to be more sustainable 

by the defined factors in this report. 
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Appendices 
 

Appendix 1: The interview guide 
 

Personal background of interviewees   

Gender:   
Age:   
Educational background:   
Place of current residence:   
 

Sustainable consumption in household products industry   

1. Could you please describe what is sustainability? What do you do in your 

daily life to contribute to the environment?  

2. Please tell us how sustainable household products can contribute to the 

environment from your knowledge. Where did you learn these?   

3. Why are you purchasing/not purchasing sustainable household products 

regularly?   

4. How do you normally decide which household products to buy when you are 

offered with many different products within the same category? When it comes 

to sustainable household products purchase, do you act/think differently and 

how?  

 

Individual-self  

1. How do you think about yourself when you are engaged in sustainable 

behaviors?   

2. What kind of attributes are you looking into when you choose household 

products? Which type of attributes you value the most and why? (We will tell 

them what the sustainable and functional attributes they just mentioned.)  

3. Could you tell us the barriers of consuming sustainable household products 

from your experience? What factors motivate you to overlook the drawbacks 

you have experienced from sustainable household products consumption?  

  

Feelings and cognition   
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1. The following messages are communicated by different companies in 

household products industry. Please tell us your feelings about those messages 

and how those messages change your likelihood of purchasing sustainable 

household products.   

• Many wild animals are killed because of your water waste alone with 

a picture of a pile of animal carcasses. 

• A commercial with cute animals in the beautiful nature and telling 

you that you are saving their lives by using sustainable household products.   

• “Based on our current water usage, our future generation might not 

have sufficient clean water to use”.  

• “The country you reside has a significant carbon footprint” 

• “If everyone in Scandinavia washed their clothes with cold water 

instead of hot water, we would save around 30 million tons of CO2 per year” 

2. What kind of information are you looking for when you purchase sustainable 

household products? And where do you wish to find them?   

3. Here are three packs of dishwasher tablets. Which one would you consider 

as the most sustainable one and which one would you buy if they all have the 

same price? (please clarify why?).   

 

Tell them about the sustainability goals in household products industry   

1. Would you consider/continue to consume sustainable household products 

regularly after this interview and why?   

 
 
Appendix 2: The transcripts of the interviews 
 
 
PARTICIPANT 1 
Gender: Female 
Age: 24 
Educational background: Bachelor’s degree 
Place of current residence: Denmark  
 
Could you please describe what is sustainability? 

When I think of sustainability, I think of products, where most or every part of the supply 

chain has been considered and optimized to meet a certain standard of sustainability. I think 
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of whether the material of the product itself is sustainable, if it’s for example single use 

plastic or a recyclable/ reusable material. But aside from the product itself, I also define 

sustainability in terms of the manufacturing (e.g, what kind of energy source is used to fuel 

the production), as well as shipping and the environmental impact of distribution. Lastly, I 

think the definition of sustainability includes a social aspect, such as the whether the workers 

have reasonable terms, as well as the benefits that the company provides to the local 

community that produces or sells the product.  

 

Do you think you are a sustainable consumer? And what do you do in your daily life to 

contribute to the environment? 

I am a vegan, because I personally find the topic very important. I try to be conscious about 

sustainability when I shop. I would describe myself as a very sustainable consumer.  

 

Please tell us how sustainable household products can contribute to the environment 

from your knowledge. 

Sustainable products for the bathroom, such as bamboo toothbrushes, soap and shampoo 

bars without plastic, biodegradable floss, reusable cotton pads, etc. Cleaning products, such 

as plastic-free cleaning brushes and sponges. I know that products, such as laundry 

detergent, dishwashing soap, disinfecting wipes, etc. are also available in more sustainable 

versions, but I am less aware of how and where to buy these.  

Where did you learn these information? 

Firstly, sustainability is a very trendy topic. I have heard a lot from my friends and the 

danish government. Secondly, as I personally care about this topic very much, I try to be 

sustainable as much as I can, especially, when it comes to my daily consumption. I did a lot 

of research about sustainable products and sustainability in general.  

 

Why are you purchasing or not purchasing sustainable household products regularly?  

I buy sustainable products for the bathroom and sustainable cleaning products regularly. 

However, the most conscious choice can also be more expensive, so as a student, I will 

sometimes opt for the cheaper option that may not be the most sustainable. I do think that as 

my financial stability grows, I will put more effort into researching the “better”, more 

sustainable consumer goods.  

Any other reasons? 

I also want to support companies who are pushing sustainability and greener choices on the 

average consumers, since it will be at least make a few more people conscious about their 

everyday choice. I would say I am somewhat intentionally buying products from sustainable 

companies. It will always make my impression of a company better if I hear that they have a 

focus on corporate sustainability and green or bio products. I also know, that for companies 

today, it’s very common to market themselves as being conscious in some way and maybe 

it’s not always as impactful as they market it too be. 

 

How do you normally decide which household products to buy when you are offered 

with many different products within the same category?  

When it’s traditional household products, I normally choose a product with fair price and 

good quality. The price has to be affordable as student, but it also has to be effective. I 

actually don’t really think when I buy the traditional ones, as I usually buy the products from 
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the same brand because I know their products are good. But if there’s another brand I know 

but I don’t normally buy from have discount, I would buy that one as well.  

 

When it comes to sustainable household products purchase, do you think you act or 

think differently? And how is that? 

Hmm, I think for sustainable products, I typically think about whether the products are single 

use products or if they can be used continuously. For products like detergent, I will think 

more about the packaging than the product itself. It’s a major plus if there is a “refill” option, 

so I don’t have to throw out large plastic packaging regularly. I did some research about it, 

so I am loyal to some sustainable brands. It became the norm for me to buy sustainable for 

bathroom and cleaning.  

 
How do you think about yourself when you are engaged in sustainable behaviors?  

I love sustainable products! I feel much better when I know I am using something that is a 

bit better for the planet. I think everyone should take a bit of social responsibility, and 

buying greener everyday products is a fairly easy thing for most people to do. I’m not sure if 

green cleaning products are the norm at the moment, but I think it is going in that direction. 

The purchase behaviour in my circle is very mixed and people care about sustainability at 

varying degrees. I don’t think it personally has that much influence on my behaviour, since I 

live alone and make all purchasing decisions myself. However, when I lived with my 

parents, their habits of course rubbed off on me, and they only became more environmentally 

conscious in the last couple of years. When I first began thinking about green consumption, 

it made me feel great whenever I bought something I knew was sustainable. But now it’s just 

becoming the norm for me to buy these products, so I would rather feel bad if I didn’t buy 

them. In a way it does make me feel satisfied when I buy these products, since the other 

option is not great. 

 

What kind of attributes are you looking into when you choose household products? 

Whether the products are single use products or if they can be used continuously. For 

products like detergent, I will think more about the packaging than the product itself. Does 

the company behind doing something to contribute the planet. Of course price and efficacy 

are also important determinants for me. 

 

As for different products, there are functional and sustainable attributes in a product. 

Functional ones are traditional attributes, like effectiveness, price etc, while sustainable 

ones are natural ingredients etc, attributes that make the product sustainable. Which 

type of attributes you value the most and why?  

Sustainable attributes are more important, because I really care about our planet, I want to 

make a change. I also don’t think sustainable products are less effective than traditional 

products nowadays.   

 

Could you tell us the barriers of consuming sustainable household products from your 

experience?  

Price is a barrier sometimes. Also, lack of information can also lead me to buy the easy 

option, that isn’t the most sustainable. As mentioned before, there are certain products, I 

know I could buy more sustainable versions of, but the information is not always so readily 
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available. Then, with sustainability and “green” being such large marketing points today, it 

can be a bit difficult to navigate and find the products that are actually sustainable.  

What factors motivate you to overlook the drawbacks you have experienced from 

sustainable household products consumption? 

I think the sustainable products work just as well as any other options. So, I would still buy 

them. And I also found discount on sustainable products quite often, so I can afford to buy 

them. It worries me that there is so much discussion but less action, when the climate is such 

a pressing issue that needs to be dealt with now. I think I just rather feel bad if I don’t buy 

these products.  

 
In this part of the interview, we will show describe you some communication messages 

by fictional companies. The following messages are communicated by different 

companies in household products industry. Please tell us your feelings about those 

messages and how those messages change your likelihood of purchasing sustainable 

household products. Is the assignment clear? 

Yes, I understand. 

 

Okay. First message: 

Many wild animals are killed because of your water waste alone with a picture of a pile 

of animal carcasses. Do you think you would consider buying the product advertised 

with this message? 

No I wouldn’t. I feel like they are trying to make me feel guilty which is very disrespectful 

and pushy. And no concrete information, this message is very vague. 

 

Thank you. Next message: A commercial with cute animals in the beautiful nature and 

telling you that you are saving their lives by using sustainable household products.  

I would at least consider comparing with the message before. Its kind of remind me what’s 

the purpose of consuming sustainable home care products.  

 

Next: 

Based on our current water usage, our future generation might not have sufficient 

clean water to use. 

As I said, I believe the environmental issues are not short-term. This message told me that 

we have to do it constantly and continuously. So, I would consider.  

Okay, thank you. The next message is: The country you reside has a significant carbon 

footprint. 

Once again, it’s trying to make my feel guilty which is not the way I want to be approached. 

It is better than the first message, but I still wouldn’t buy it  

Thank you. Final message: 

If everyone in Scandinavia washed their clothes with cold water instead of hot water, 

we would save around 30 million tons of CO2 per year. 

It gives me concrete information and solution. I will buy this product. Also, because as a 

Scandinavian, I feel good if I can make some contribution to my region.  

Great, thank you for your input. Now we would like to know some more about the 

information that you want to know about green products. What kind of information 
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are you looking for when you purchase sustainable household products? 

I normally would check of the packaging is sustainable, for instance, recyclable plastic. Then 

I would check if the ingredients are natural, I prefer non-chemical products. Lastly, I would 

check if there’s any concrete information about how this product can be beneficial to the 

environment. I also like to check if this product is proved by trustworthy authorities or third 

parties. Because we all know many companies are using CSR to promote their products, but 

it doesn’t mean it is 100% reliable.  

Okay, and where do you wish to find these? 

Hmm, I prefer to get most of the information on the packaging. Home care products are 

normally quick purchase, I don’t want spend too much time in supermarket. Sometimes, if 

there is a new sustainable product, I would also visit its brand website to check the product 

and relevant information. Sometimes, I also get most of the information from their 

advertisement on TV, YouTube, Facebook, Instagram, and even LinkedIn.  

Here are three packs of dishwasher tablets. Which one would you consider as the most 

sustainable one? 

I think the second one is the most sustainable product. It says very clearly on the packaging, 

the packaging is recyclable, there is zero chemical stuff in the product, and some other 

brands also recommended it. And the packaging is green which gives me the impression that 

this product is sustainable. The first one, has the ecolabel, but the carton is definitely not 

sustainable. The last one didn’t say anything, so I wouldn’t think or know it is a sustainable 

product.   

And which one would you buy if they all have the same price? Please also explain why. 

I would buy the second one, because it has all the information I’m looking for on the 

packaging. It is sustainable and effective the same time according to the packaging.  

Sustainability is the process of living with limits of available physical, natural and 

social resources in ways that allow the living systems in which humans are embedded to 

thrive in perpetuity. Traditional household products have significant adverse 

environmental impact. The chemicals from household products have caused water 

pollution, volatile organic compounds in those products have negative impact on indoor 

air quality and add outdoor smog. In addition, packaging and bottles of traditional 

household products are not made from recyclable materials which caused more waste. 

The production and entire supply chain of traditional household products cause 

significant greenhouse gas emission and carbon footprint, water waste and pollution, 

and manufacturing waste to landfill. Companies in the industry are committed to use 

natural raw materials in products, reduce water waste and increase the reuse and 

recycling of waste, and invest in energy improvements of process, equipment, and 

facilities. 

 

Would you consider or continue to consume sustainable household products regularly 

after this interview and why?  

I would. I think I have a lot of knowledge about the different environmental issues, but I’m 

lacking a little more knowledge on particularly home hygiene products. While I do mostly 

purchase these, I do it because I know it’s the best, but not necessarily why. I think it 

depends on the products and typically I will know more about the packaging and less about 

the actual product. But with the particular knowledge about home care products, I would be 

able to make quick decisions. 
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PARTICIPANT 2 

 
Gender: Male 
Age: 25 
Educational background: Bachelor’s degree 
Place of current residence: Denmark  
 
Could you please describe what is sustainability? 

Sustainability is the actions through which people avoid the exhaustion of natural resources, 

climate change, environmental degradation and plastic pollution, in order to protect the 

environment. 

 

Do you think you are a sustainable consumer? And what do you do in your daily life to 

contribute to the environment? 

I guess to a certain degree, but I wouldn’t say I am. Normally I would pay attention to how 

much water and electricity consumed every day. Also reduce the use of plastic bags 

 

Please tell us how sustainable household products can contribute to the environment 

from your knowledge. 

Should be natural ingredients, recyclable packaging, no added preservants, dyes or parfumes. 

A product that is not harming the environment and me either, so it’s safe to use in my home 

and while I’m using them, I’m not releasing chemicals into the environment and not creating 

waste with the packaging. I know about different kinds of cleaning products that are 

sustainable, so eg no chemicals only natural ingredients. These include bathroom cleaners, 

surface cleaners etc. I also know dishwashing and laundry detergent products where even the 

pack is fully recyclable so they don’t create that much waste. I also know that some 

companies try to reduce the products’ footprint in general. I think it is very important for big 

corporates to engage in sustainable behavior as their ecological footprint is huge, they have a 

massive effect on the environment, so if all of them work hard on preserving the nature, it 

can actually have a huge effect, way bigger than what individuals can create on their own. 

Nonetheless, the sustainable household products should not only care about the 

environmentally friendly issue, but also care about the benefits brought to people, which 

including their own employees’ welfare. 

Where did you learn these information? 

I just usually get this information from ads (e.g Ins, FB, Youtube). 

Why are you purchasing or not purchasing sustainable household products regularly?  

I don’t consider myself a regular buyer, maybe occasionally. I find it is a very important 

topic, as many environmental issues are getting more and more urgent. I think trying to focus 

on shopping mainly sustainable products is an important way of helping the environment as 

in my opinion waste and plastic waste is one of the biggest issues, and by buying sustainable 

products with packaging that will be recycled, the amount of waste can be lowered. 

However, green products are becoming popular and many companies are using CSR to sell 

their products, I have some doubts about them sometimes if they really are effective. Some 

of the green prodcuts I found surprisingly effective, some I felt like it is doing nothing. But 

in general I think there is good feeling when using them because the way I’m not smelling 
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all the chemicals is making me feel good that I’m not poisoning myself and my environment 

with those. Moreover, I don’t always buy green products, because I didn’t realize some 

products are actually sustainable, I guess lack of ads.  

How do you normally decide which household products to buy when you are offered 

with many different products within the same category?  

For normal household products, I don’t think that much when I make the decision. I always 

buy the ones that are most effective. Because I think effectiveness of the household products 

is more important than the price. Sometimes, I also think about price. That’s why I am 

always purchase the products I have tried and I am familiar with. I don’t want to spend too 

much time thinking about which household product I should choose; it is like my habit to 

choose the products that I know their performance and price. 

 

When it comes to sustainable household products purchase, do you think you act or 

think differently? And how is that? 

When it comes to green products, I would read the information on the packaging carefully. I 

just started to put more attention on sustainability, so, I don’t have that much knowledge for 

me to make a quick decision. I want to know how this product can help me to make the 

world a better place and make some necessary research about the credibility of the 

company’s CSR. Anyways, for green products, I am more conscious when I choose from 

many brands.  

How do you think about yourself when you are engaged in sustainable behaviors?  

I would feel that I am proud of myself. Because, besides the product I bought, I am      and 

nature so it is the right thing to do to help it this way, especially since buying green products 

instead of regular ones actually doesn’t require any extra energy. I feel good about myself 

when I buy them in general. I am feeling like I contibut at least in a way to help with the 

environmental issues.My friends care about this topic as well and they often purchase 

sustainable products My family is pretty varied, my sister and her family is very eco-

conscious and they almost only buy green cleaning products. My brother is also involved in 

that sense, he tries to buy them, but the rest of my family is not that conscious.I think it has 

an impact on me, I’ve been looking out for sustainable products more since I’m hearing 

more about it from my sister and brother and friends. However, I don’t exactly feel being a 

part of a group or anything, I don’t think I’m involved enough in this matter to feel like I’m a 

part of a group. I don’t really have any feelings about that actually. 

 

What kind of attributes are you looking into when you choose household products? 

I care about the effectiveness as I said before which also refers to quality. Of course, price is 

another attribute I am looking for. I also care about natural ingredients, recyclable 

packaging.  I look for eco label as well. Many times in the past I was not satisfied with green 

products to be honest, and found regular cleaning products way more effective. But I think 

that since it became more important for consumers, corporates put more effort into making 

these products better, so lately I did try some of them that I had really good experiences 

with. 

 

As for different products, there are functional and sustainable attributes in a product. 

Functional ones are traditional attributes, like effectiveness, price etc, while sustainable 

ones are natural ingredients etc, attributes that make the product sustainable. Which 

type of attributes you value the most and why?  
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Sustainable attributes are more important, because I really care about our planet, I want to 

make a change. I also don’t think sustainable products are less effective than traditional 

products nowadays.   

 

Could you tell us the barriers of consuming sustainable household products from your 

experience?  

Sometimes it’s price, but many times I’m sceptical towards them in terms of effectiveness. I 

know chemicals can be bad but they sure will do the job and clean.. Also these times I think 

everybody is very concerned about killing bacterias and I’m not sure if green products with 

only natural ingredients can do that. Also lacking of knowledge and information about 

sustainable household products makes it hard for me to buy them more often.  

What factors motivate you to overlook the drawbacks you have experienced from 

sustainable household products consumption? 

When I am provided with enough information about how certain green products can 

contribute to the environment. Or it is proved that sustainable products are as effective as 

regular products. If there is discount on the green products, I would also try because why 

not. And it would be nice if companies with green products can hand out some samples, so I 

can experience myself how effective it is. 

 
In this part of the interview, we will show describe you some communication messages 

by fictional companies. The following messages are communicated by different 

companies in household products industry. Please tell us your feelings about those 

messages and how those messages change your likelihood of purchasing sustainable 

household products. Is the assignment clear? 

Yes. 

 

Okay. First message: 

Many wild animals are killed because of your water waste alone with a picture of a pile 

of animal carcasses. Do you think you would consider buying the product advertised 

with this message? 

I really don’t like that kind of message. I don’t like to be ashamed of something I am not 

aware of. Also, this message is only trying to scare me to buy the products. I would be 

curious about the logic behind, because I can’t see the direct impact from my daily 

consumption. But I would prefer to hear the solution, like, how I can help the environment 

with green products. Anyways, I think this is a bit too much. I wouldn’t even consider this 

product. 

 

Thank you. Next message: A commercial with cute animals in the beautiful nature and 

telling you that you are saving their lives by using sustainable household products.  

I would prefer this ad. It depends. As I mentioned earlier, I will not buy this product only 

because it is sustainable. The main motivation drives my purchase decision should be the 

product itself (quality). It is nice to see what contribution I can make by purchasing green 

products, but I care more about the performance. In addition, many companies are using 

those messages nowadays. I am not really buying it. 

 

Next: 

Based on our current water usage, our future generation might not have sufficient 

clean water to use. 
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I also know environmental issue is a long-term issue requiring continuous solution. Yes, I 

think it reminds me how our current behavior can affect our future. I would be more 

conscious about my consumption. It can defiantly trigger me to buy green products  

Okay, thank you. The next message is: The country you reside has a significant carbon 

footprint. 

I feel that I am responsible for the region/society I am living in. This message makes me 

noticing my damage to my society. I would like to make a change. But I still need more 

concrete information. 

Thank you. Final message: 

If everyone in Scandinavia washed their clothes with cold water instead of hot water, 

we would save around 30 million tons of CO2 per year. 

First of all, the numbers are very convincing and concrete. Secondly, I am glad to hear that 

my consumption can make a contribution to where I live. In general, I feel more positive 

about messages that are related to my country. 

Great, thank you for your input. Now we would like to know some more about the 

information that you want to know about green products. What kind of information 

are you looking for when you purchase sustainable household products? 

The outcome. For example, by using this product, how much footprints can be reduced. 

Usually by ads. It only helps me to certain extent. The quality is always the first one thing I 

would consider. I would like to know more. But for me Sustainability is only the plus, not 

the essential factor. I would like to buy it only if it has good quality and reasonable price at 

the first place. It depends. As I mentioned earlier, I will not buy this product only because it 

is sustainable. The main motivation drives my purchase decision should be the product itself 

(quality).  

Okay, and where do you wish to find these? 

I normally find those information on the packaging directly, and from ads on TV or social 

media platforms. But I found that I tend to trust sustainable brands that are supported by 

authorities or expertise. 

Here are three packs of dishwasher tablets. Which one would you consider as the most 

sustainable one? 

The second one. I have all the information I want from the packaging. And it is 

recommended by the dishwasher brands for its effectiveness which is surely a plus. The 

color also makes the product look more sustainable. 

And which one would you buy if they all have the same price? Please also explain why. 

I would buy the second one, because it has all the information I’m looking for on the 

packaging. 

Sustainability is the process of living with limits of available physical, natural and 

social resources in ways that allow the living systems in which humans are embedded to 

thrive in perpetuity. Traditional household products have significant adverse 

environmental impact. The chemicals from household products have caused water 

pollution, volatile organic compounds in those products have negative impact on indoor 

air quality and add outdoor smog. In addition, packaging and bottles of traditional 

household products are not made from recyclable materials which caused more waste. 
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The production and entire supply chain of traditional household products cause 

significant greenhouse gas emission and carbon footprint, water waste and pollution, 

and manufacturing waste to landfill. Companies in the industry are committed to use 

natural raw materials in products, reduce water waste and increase the reuse and 

recycling of waste, and invest in energy improvements of process, equipment, and 

facilities. 

Would you consider or continue to consume sustainable household products regularly 

after this interview and why?  

I would consider to buy green products more often. Because I have more awareness and 

knowledge about sustainability in this industry. As I said before, I care about the quality the 

most. Now I know the green products are also effective. I don’t see a reason why I shouldn’t 

choose sustainable products when my needs for those products are met. 

PARTICIPANT 3 
 
Gender: Female 
Age: 27 
Educational background: Master degree 
Place of current residence: Denmark  
 
Could you please describe what is sustainability? 

Sustainability means we as individuals are responsible for our behavior and daily choices. 

For example, using renewable sources, reducing carbon emissions, protecting the 

environment and keeping the ecosystems of our planet in balance. However, I think 

sustainability should also include social issues and economic development. 

 

Do you think you are a sustainable consumer? And what do you do in your daily life to 

contribute to the environment? 

I like to think of myself as someone who lives sustainably. I mean there’s always more we 

can do, same as I could also do more but in general yes, I think I live sustainably. I always 

pay attention to separating waste properly, trying to reduce food and water waste and try to 

buy local products and eco-labeled products. I guess I started paying more attention to this 

when my siblings did, and they started opening my eyes about certain topics.  

 

Please tell us how sustainable household products can contribute to the environment 

from your knowledge. 

I think nowadays we can hear many examples of companies putting a lot of effort into CSR 

and being more sustainable. My company is also having sustainability goal to achieve from 

period to period. Sustainable household companies can do many things I believe. They can 

influence how consumers shop, they can educate them about the importance of sustainable 

products and solutions, they can change their production process in order to waste less, use 

less water, less plastic etc. Products with natural ingredients, recyclable packaging, no added 

preservative, dyes or perfumes is not harming the environment and me either, so it’s safe to 

use in my home and while I’m using them, I’m not releasing chemicals into the environment 

and not creating waste with the packaging. And I know some dishwasher products are also 

developed to be more effective, therefore, less water waste.  
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Where did you learn these information? 

Some of my knowledge I think is common knowledge, but some I know from working at a 

corporate myself. I also get instant information from the packaging. In the news and TV 

commercials, and on different social media platforms, you can also find a lot of information. 

Why are you purchasing or not purchasing sustainable household products regularly?  

Yes, I buy sustainable home hygiene products regularly, for almost everything I use in my 

household. I look for eco label, that’s very important for me. I also look for claims on the 

product like “fragrance free”, “no colorants” etc. To me it’s also important that I know the 

brand is a sustainable one, that I know keeps sustainability as a priority. Sometimes the 

availability of the products is an issue – smaller stores usually don’t have a big selection so if 

I want to be able to shop many home hygiene items then I need to go to bigger supermarkets. 

I really like them, I think they work very well and I don’t see any disadvantage comparing 

with regular chemical enhanced cleaning products 

How do you normally decide which household products to buy when you are offered 

with many different products within the same category?  

For me choosing traditional products is like a habit. Either I know and have tried the product 

already or I like the brand. I don’t think too much when I buy them unless there is discount 

or promotion. I would take some time to think which one should I buy. Other than that, I just 

buy the one I normally buy 

 

When it comes to sustainable household products purchase, do you think you act or 

think differently? And how is that? 

I think I am more conscious. Before I make the decision, I will check if the green product is 

effective. I will also check the packaging, what is says about the product being sustainable 

and is there any authorized sustainable label. I found myself always attracted my green 

packaging; the color green gives me the impression that the product is sustainable. I also 

figured most of traditional dishwasher products are blue. The new sustainable dishwasher 

detergent from Finish is green, which is very easy to spot as a sustainable product. If I am 

looking for sustainable products in supermarket, it will be my priority without thinking too 

much. One issue with sustainable products is they are very subtle, the information or the 

packaging is not very eye-catching. For some products that I know are very demanding to 

the environment, I would search some information beforehand. I want to know the solution 

of solving the specific environmental issue. Furthermore, sometimes I forgot that it is better 

to buy the green products, because I pay more attention to the product/brand I am familiar 

with. But if I saw some ads about the green product, it reminds me that I should also pay 

attention to sustainability. Most of time, I am still looking for the products that are most 

effective with a fair price. 

 
How do you think about yourself when you are engaged in sustainable behaviors?  

It makes me feel like I am a respectable and important part of society who can set example 

and can spread the importance of even small changes in our behavior like what products we 

buy. It’s very important to set example and show the people around me how easy it is to 

change our behavior. I want people to see me as a “role model” in terms of acting 

responsibly and sustainably. 

 

What kind of attributes are you looking into when you choose household products? 

I care about price, effectiveness, and the brand. If the brand is well-known, its products are 

always in top of my mind. As I don’t want to spend too much time thinking which product to 

buy, I buy the product from the brand I am familiar with. Somewhat I think they are 
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trustworthy. For home care products, the performance of the product is very important to me. 

Nonetheless, I still care a lot about if the product is green, for example, it should be natural 

ingredients, recyclable packaging, no added preservative, dyes or perfumes, and not tested 

on animals. 

 

As for different products, there are functional and sustainable attributes in a product. 

Functional ones are traditional attributes, like effectiveness, price etc, while sustainable 

ones are natural ingredients etc, attributes that make the product sustainable. Which 

type of attributes you value the most and why?  

Sustainable attributes are more important for me than functional. Most importantly I want to 

know I’m doing the right thing for the environment, and also, I don’t feel like I need to 

compromise a lot by not choosing regular products. As I said before, I think most of the 

green products are just as effective as traditional products. And I found the green products on 

sale quite often recently. 

 

Could you tell us the barriers of consuming sustainable household products from your 

experience?  

I found it’s usually more expensive and can be sometimes harder to find. Like I said, the 

message of a product being green is not very explicit, especially, in store. I am not a person, 

spending a lot of time on grocery shopping, so I really prefer when the green products are 

easy to spot. Sometimes the effectiveness is not as good as regular products. Sometimes, I 

feel like I have to make some compromise in order to be green, which it is not too bad if I 

know for sure that I am doing the right thing in the right way. I wish companies who are 

selling the green products could be more proactive and transparent about what they are doing 

with their products. It is a way for me to cultivate a habit when I am very much exposed to 

sustainability. I really just forgot sometimes as I am still fairly new for having a sustainable 

lifestyle.  

What factors motivate you to overlook the drawbacks you have experienced from 

sustainable household products consumption? 

For me it’s the feeling of being sustainable is what makes me overlook the cons. And 

knowing that that it’s safer for me and my family is a key motivation. Another motivation is 

that it is good for the environment, I am creating less negative impact on my society. Also, if 

I have tried/learned that the green product is effective, I would definitely buy it. 

In this part of the interview, we will show describe you some communication messages 

by fictional companies. The following messages are communicated by different 

companies in household products industry. Please tell us your feelings about those 

messages and how those messages change your likelihood of purchasing sustainable 

household products. Is the assignment clear? 

Yes, clear. 

 

Okay. First message: 

Many wild animals are killed because of your water waste alone with a picture of a pile 

of animal carcasses. Do you think you would consider buying the product advertised 

with this message? 

I would feel a bit bad but I think I would be more annoyed because I would feel like it’s 

emotional manipulation to use these kinds of pictures. It is very obvious that the company is 

trying to make you feel guilty so you will buy their products. Besides of the very brutal 
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message, I didn’t get any useful information or solution. I wouldn’t buy this product because 

I would feel like they are trying to use blame to sell their products. Making me feel guilty so 

I would by their products wouldn’t work, I would feel angry with them for trying to put the 

blame on me while it’s everybody’s fault 

 

Thank you. Next message: A commercial with cute animals in the beautiful nature and 

telling you that you are saving their lives by using sustainable household products.  

I think that’s a lot better approach and I’d rather buy that product, because that makes me 

feel like I’m a good person for helping save the planet and the animals. I would feel good 

about myself instead of feeling guilty. But still, it is very blurry, I want to know how a green 

product can help me to make a positive impact on environment. Additionally, I am always 

questioning the authenticity of those messages. It would be better, if it is approved by a well-

known sustainability related community/organizations. 

 

Next: 

Based on our current water usage, our future generation might not have sufficient 

clean water to use. 

I would feel very nervous and anxious for the future, as though I don’t have kids yet, I will 

want to and I wouldn’t want them to grow up in a world with water shortage etc. I would 

buy their products but only if it also indicates that this company is working to reduce water 

usage. It reminds me we should take actions to protect our planet for our future generation. 

Okay, thank you. The next message is: The country you reside has a significant carbon 

footprint. 

I don’t think so actually, because I would think if my country has such a big carbon 

footprint, that’s more likely because of industries than from individuals. On the other hand, I 

care about my country, if there is anything I could do to help the environment issue in my 

country, I don’t see why. 

Thank you. Final message: 

If everyone in Scandinavia washed their clothes with cold water instead of hot water, 

we would save around 30 million tons of CO2 per year. 

Yes, I would consider this, because it makes it clear than even with individuals changing 

their actions can be a lot of difference and again, I would feel good about my actions helping 

to care about the environment 

Great, thank you for your input. Now we would like to know some more about the 

information that you want to know about green products. What kind of information 

are you looking for when you purchase sustainable household products? 

I look for eco label, that’s very important for me. I also look for claims on the product like 

“fragrance free”, “no colorants” etc. To me it’s also important that I know the brand is a 

sustainable one, that I know keeps sustainability as a priority. 

Okay, and where do you wish to find these? 

I find these info on packaging, online, TV ads etc. Sometimes I google the brands that I 

come across with in stores. Yes, usually I find these info useful, but once in a while I think 

about how much I can trust if a company or brand is sustainable just because they claim it on 

pack or online. 
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Here are three packs of dishwasher tablets. Which one would you consider as the most 

sustainable one? 

The second is also the greenest one I would think, it says clearly on the packaging. Also, I 

saw some ads about this product, so I knew it is a green product.  

And which one would you buy if they all have the same price? Please also explain why. 

I am definitely going to buy the second one. It is so easy to spot, and there is all the key 

information I am looking for on the packaging. 

Sustainability is the process of living with limits of available physical, natural and 

social resources in ways that allow the living systems in which humans are embedded to 

thrive in perpetuity. Traditional household products have significant adverse 

environmental impact. The chemicals from household products have caused water 

pollution, volatile organic compounds in those products have negative impact on indoor 

air quality and add outdoor smog. In addition, packaging and bottles of traditional 

household products are not made from recyclable materials which caused more waste. 

The production and entire supply chain of traditional household products cause 

significant greenhouse gas emission and carbon footprint, water waste and pollution, 

and manufacturing waste to landfill. Companies in the industry are committed to use 

natural raw materials in products, reduce water waste and increase the reuse and 

recycling of waste, and invest in energy improvements of process, equipment, and 

facilities. 

Would you consider or continue to consume sustainable household products regularly 

after this interview and why?  

I would definitely continue. I feel like the more a person is exposed to sustainability, the 

more conscious they will become. I learned most of those knowledges about sustainability in 

this industry from the work. For me, it gradually becomes my habit that I need to choose 

green products because it is good for the environment. Also having more knowledge and 

information about sustainable home care products makes it easier for me to decide which 

product to buy. I am sure once I am used to continuously consume green products, I will 

always choose them without thinking. It is like a habit you need grow. Starting from being 

aware of sustainability, you then adopt this change, you will eventually have it as a routine. 

This interview really reminds me how important it is to be sustainable and what is the 

solution. 

 

PARTICIPANT 4 
 
Gender: Male 
Age: 29 
Educational background: Master degree 
Place of current residence: Denmark  
 
Could you please describe what is sustainability? 

I can’t really explain what is sustainability. I found this topic is very vague and broad. It can 

be addressing environmental issues and social issues. 
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Do you think you are a sustainable consumer? And what do you do in your daily life to 

contribute to the environment? 

I think I am having sustainable lifestyle to some extent. I am sorting my waste, always trying 

to buy bio products from the grocery store, this including both food items and household 

items. However, bio products are often more expensive, therefore that’s why I’m saying that 

I’m sustainable to some extent. As of clothing, I am trying to reduce the purchase of low 

quality/not reusable fabrics. 

 

Please tell us how sustainable household products can contribute to the environment 

from your knowledge. 

I’m aware that many companies are turning to be sustainable and ecofriendly. I am actually 

not aware precisely what actions they have taken. Maybe recycling their packaging material, 

and using less damaging chemicals to humans and nature.  

Where did you learn these information? 

Beside medias, home pages, marketing campaigns, I don’t know where I can gain such 

knowledge and information. if I am interested in a particular industry or products, then I am 

more aware of the positive contribution companies/products make.  

Why are you purchasing or not purchasing sustainable household products regularly?  

I am not buying regularly, but I buy sometimes. My trigger to buy the sustainable products is 

usually the general knowledge that is better for the environment than the regular ones. If I 

could, I would always buy sustainable household products but usually they come with a 

premium price which I cannot always afford. The sustainable household products are usually 

double or triple the price of the conventional ones. Another question is how effective the 

sustainable products are… I also think it is hard to always buy green products, sometimes I 

can’t find the in store or it doesn’t clearly state on the packaging. I tend to put a question 

mark on those green products, are they really green or it’s just another marketing strategy?  

How do you normally decide which household products to buy when you are offered 

with many different products within the same category?  

I don’t think that much when I buy conventional products. I just buy the ones I usually buy. 

It is really a non-brainier purchase. 

 

When it comes to sustainable household products purchase, do you think you act or 

think differently? And how is that? 

When I buy sustainable products, I would always check the packaging. I would compare 

different green products in terms of the company behind, price, effectiveness. If the company 

had negative news about sustainability, I wouldn’t buy. Prices is something I can check in 

store, but I also google different green products within the same category, just to see which 

one is cheaper.  I also check online reviews for those products as it is the most convenient 

way to find out if other people are satisfied with the effectiveness of this particular green 

product. It is hard to tell when you never used it, and I don’t want to buy bunch of green 

products just to compare them and find which one is the best. I think companies should make 

it more clear how does green product work better than the conventional one for the 

environment. They can give us some tips on how we can save the environment by using their 

green products. 

 
How do you think about yourself when you are engaged in sustainable behaviors?  



117 
 

I feel like I’m a little bit fancier and better person. It is trendy to be sustainable nowadays, a 

lot of my friends are talking about/doing it. If I buy green products, I will feel like I am a 

sustainable person, although my salary restrained me from being a super sustainable person. 

I think when I buy sustainable products, I feel that I’m making the right choice for my own 

health as well. However, I am not really sure if there is a big difference between the 

conventional products and sustainable ones. Since my knowledge on how exactly the 

products help the world is limited and what the exact difference is between the two groups 

is, I am not sure if I am a believer that they would change the world for better/better for 

health, etc. 

 

What kind of attributes are you looking into when you choose household products? 

Mainly the price and effectiveness. And This product shouldn’t have toxic chemicals, the 

packaging has to be from recycled material. 

 

As for different products, there are functional and sustainable attributes in a product. 

Functional ones are traditional attributes, like effectiveness, price etc, while sustainable 

ones are natural ingredients etc, attributes that make the product sustainable. Which 

type of attributes you value the most and why?  

I still value price and effectiveness the most. I also think when house cleaning products are 

effective, it actually helps you to save water because you don’t have to do it many times or 

too often. Green products are not as effective as the conventional if speaking cleaning 

products for example. I would describe myself as price-sensitive customer, I don’t want to 

spend so much money on house care products. This industry covers many different 

categories, I buy some of them monthly. It’s quite a lot of money. But if buying sustainable 

products become a social norm, I guess I would compromise. 

 

Could you tell us the barriers of consuming sustainable household products from your 

experience?  

High prices and not widely available are the main barriers. Lacking of knowledge is also a 

reason of me not buying green products all the time. I am not really aware of the actual 

benefits of me choosing green home hygiene products, and how it actually helps us to solve 

the environmental issues.  

What factors motivate you to overlook the drawbacks you have experienced from 

sustainable household products consumption? 

My motivation to buy the product comes from that they are supposed to be better for us and 

the environment. And I buy them when they have special offers. Sometimes, if I saw the 

advertisement which is appealing to me, I would buy it. Or I heard someone recommend it. 

Actually, I have an interesting story. I took an elective about green ventures last year, during 

that semester, I was really engaged in buying green products in general. I always think about 

it, so I just automatically go for more sustainable options. 

In this part of the interview, we will show describe you some communication messages 

by fictional companies. The following messages are communicated by different 

companies in household products industry. Please tell us your feelings about those 

messages and how those messages change your likelihood of purchasing sustainable 

household products. Is the assignment clear? 

Yes, clear. 

 

Okay. First message: 
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Many wild animals are killed because of your water waste alone with a picture of a pile 

of animal carcasses. Do you think you would consider buying the product advertised 

with this message? 

I felt bad for a second, then, I am mad about it. You can’t just blame me for something I am 

not aware of. I wouldn’t buy this product. If my contaminated water is killing animals, this 

message doesn’t tell me how can I make a change. I just get annoyed buy this information. I 

wouldn’t even take a second look of this message and the product is promotes. For sure, it 

gets my attention, but I will also put this product on my blacklist. 

 

Thank you. Next message: A commercial with cute animals in the beautiful nature and 

telling you that you are saving their lives by using sustainable household products.  

I mean I feel happy that I could help those animals. I would consider to buy this product. It is 

more appealing than the first one for sure. I normally buy products have cute animals or nice 

pictures on the packaging. I most likely buy products that give me positive vibes. 

 

Next: 

Based on our current water usage, our future generation might not have sufficient 

clean water to use. 

I would feel bad and think of how much damage we do with overconsumption of water. Yes, 

buying this product could be the right choice, because I am worried about our planet and our 

future. It also reminds me that overconsumption of water is a permanent damage which 

requires a lot of long-term actions. But I don’t like negative messages in general. I am aware 

of how much damage we human made for our planet. By telling me how bad the situation is, 

it is not helping. I need a solution.  

Okay, thank you. The next message is: The country you reside has a significant carbon 

footprint. 

I think I am somewhat responsible for protecting my country. This message tells me that I 

need to take actions to reduce the carbon footprint. As a citizen of my country, I am willing 

to make it better a place. I am very proud of my country; I don’t want hear this message for 

sure. I am not sure if I will buy this product though. But I am definitely worried about my 

country. 

Thank you. Final message: 

If everyone in Scandinavia washed their clothes with cold water instead of hot water, 

we would save around 30 million tons of CO2 per year. 

This would be great, also it would save electricity. I would do it because we have been told 

for years how bad CO2 is. Now I have a solution. I am very happy to know and try this 

product. 

Great, thank you for your input. Now we would like to know some more about the 

information that you want to know about green products. What kind of information 

are you looking for when you purchase sustainable household products? 

We are lucky those products are widely available in Denmark. You can purchase those in 

every supermarket and supermarkets nowadays are transitioning towards sustainable 

products more and more. Any label stating BIO would do the job for me. 

Okay, and where do you wish to find these? 

I guess on pack, maybe TV.. 
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Here are three packs of dishwasher tablets. Which one would you consider as the most 

sustainable one? 

The second one is the most sustainable one, it is really clear on the packaging. I really like 

the packaging actually. It is very green. 

And which one would you buy if they all have the same price? Please also explain why. 

I would buy the second one, sustainable product is always my priority if the price is not a 

factor. Everything about this product is appealing. 

 
Sustainability is the process of living with limits of available physical, natural and 

social resources in ways that allow the living systems in which humans are embedded to 

thrive in perpetuity. Traditional household products have significant adverse 

environmental impact. The chemicals from household products have caused water 

pollution, volatile organic compounds in those products have negative impact on indoor 

air quality and add outdoor smog. In addition, packaging and bottles of traditional 

household products are not made from recyclable materials which caused more waste. 

The production and entire supply chain of traditional household products cause 

significant greenhouse gas emission and carbon footprint, water waste and pollution, 

and manufacturing waste to landfill. Companies in the industry are committed to use 

natural raw materials in products, reduce water waste and increase the reuse and 

recycling of waste, and invest in energy improvements of process, equipment, and 

facilities. 

Would you consider or continue to consume sustainable household products regularly 

after this interview and why?  

That’s for sure. I think I am more aware of how sustainable household products can be 

beneficial to the environment. The packaging needs to be recyclable which help us to reduce 

the usage of plastic. More natural ingredients enable us to have a cleaner environment, good 

for our heathy as well. Many products are designed to reduce water usage. Knowing green 

products are performing as good as conventional products is also encouraging. Having more 

knowledge and information really helps me to remove my concerns in terms of 

substantiality. I would be more conscious in the future. 

 

PARTICIPANT 5 
 
Gender: Male 

Age: 30 

Educational background: Master degree 

Place of current residence: Denmark  

 

Could you please describe what is sustainability? 
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I don’t know how to explain what is sustainability. I know it and am aware of it, but I don’t know 

how describe it verbally. It is a rather big topic; it includes social responsibility and environmental 

responsibility for individuals. For corporates, it can be environmental, social and governance, I guess. 

Do you think you are a sustainable consumer? And what do you do in your daily life to 

contribute to the environment? 

I don’t think I am having a sustainable life, but I try my best to follow the green actions that are 

highly educated and recommend in the Public. For instance, I take public transportation or bike 

instead of driving. I buy organic food sometimes and sort my garbage accordingly. 

Please tell us how sustainable household products can contribute to the environment from your 

knowledge. 

From the green products I saw or bought in store, they have recyclable packaging which leads to less 

plastic waste. Less chemical stuff in the products, so, less chemical pollution which can protect the 

balance of ecosystems.  

Where did you learn these information? 

I got those info on the packaging, from the news, and commercials.  

Why are you purchasing or not purchasing sustainable household products regularly?  

I rarely buy green household products. Firstly, I found it is very skeptical when I hear big corporates 

promoting sustainable products. Aren’t they just trying to get my money because this is a really 

heated topic in Denmark? Also, if products are eco but the companies are not, why do I need to 

support. Some corporates are trying to switch to be more green and introducing eco products, but I’m 

not convinced that these are actually happening and not juts “words” because these corporates 

recognized that there is a demand for green products and brands.Plus it is time-consuming to figure 

what those companies are doing with sustainability because it is not like you would know those 

companies without doing some necessary research. I have a full-time job and a family to take care of, 

so, I really don’t have time to figure out what is the best sustainable household products. I found this 

topic is very important, but it is hard to change my daily life completely at this stage of my life, 

especially, for those small things. Secondly, I found it is more expensive to buy green products 

because of the product innovation and something like that. We just had a new member in our family, 

my son, we consume a lot of housecleaning products, like, laundry detergent, dishwasher tablets, and 

disinfection products. So when you think about how often we buy those products, it will be really 

expensive for us to only buy green products. Thirdly, I care about the effectiveness of those products 

the most. I buy the ones can do their job effectively, which are normally not sustainable. Based on 

my experience, the products with completely natural ingredients are not that effective. But I also try 

to buy greener products that I have to use or could touch my son, because I don’t want him to be 

exposed to super toxic products. 

How do you normally decide which household products to buy when you are offered with many 

different products within the same category?  

I buy regular home care products based on my experience and familiarity. I hate grocery shopping; I 

go to the store and grab the ones that I trust and always buy. Not much thinking involved, it is a very 

natural behavior for me. Or I buy whatever my wife asks me to buy. I would rather spend my spare 

time to do things I like instead of shopping in the supermarkets.  

 

When it comes to sustainable household products purchase, do you think you act or think 

differently? And how is that? 



121 
 

I normally don’t buy sustainable products voluntarily unless my wife says this product is good for my 

son because it has no chemical ingredients. Sometimes, we hear from other parents which green 

products are good for our kids. Other than that, I don’t really buy them because I have to really 

search which green product is good and effective. I also buy them when there is special offer. Since it 

is cheaper, it is harmless to try.  

I think one main reason I don’t want to buy the green products is I really have to spend time to learn 

how does it work, what is the company behind, and if they are still effective. Like I said, I prefer not 

spending too much time on those small but frequently purchased things.   

How do you think about yourself when you are engaged in sustainable behaviors?  

I think I am a good dad. I definitely think it is a right thing to do. We are all responsible for the planet 

we are living. I notice how important it is. But you know when you have been living like this for 30 

years, it is really hard to change it entirely. I would like to make some changes, because I want to be 

responsible father, boyfriend, and human. I don’t really think about how people think about me, I do 

it because I want to or for my son. I also found this whole sustainability topic is really hippie. My 

hippie friends talk about it all the time. 

What kind of attributes are you looking into when you choose household products? 

Price, availability, effectiveness, and more or less the ingredients because of my son. I don’t want 

poison my son when he is this little. 

As for different products, there are functional and sustainable attributes in a product. 

Functional ones are traditional attributes, like effectiveness, price etc, while sustainable ones 

are natural ingredients etc, attributes that make the product sustainable. Which type of 

attributes you value the most and why?  

I think I value the traditional attribute the most. I think I have mentioned the reasons already for the 

previous questions. 

Could you tell us the barriers of consuming sustainable household products from your 

experience?  

First of all, lacking of knowledge. I don’t have enough knowledge to tell what is a good sustainable 

knowledge, how does it work, and does the green household products really make a difference. And I 

simply don’t want to spend too much time to learn it because those knowledge and information are 

not that easy to find. Secondly, the effectiveness. From my experience, I don’t think the sustainable 

products work as good as normal ones. Thirdly, the price as I mentioned before. Lastly, the 

accessibility. I found them a bit hard to find or be distinguished from normal products. The fact of a 

product being green is not very transparent. The information easy to find doesn’t really remove my 

concern about sustainability. Like, how exactly a green product can make positive impact for the 

environment.  

What factors motivate you to overlook the drawbacks you have experienced from sustainable 

household products consumption? 

When there is discount, when my friends and families highly recommend some green products. Also 

when their commercial is all over the place (on TV, social media platforms, in-store posters, 

billboard) I do pay more attention. And if the information in the commercial is useful, transparent, 

providing me facts and solutions, I tend to have a higher likelihood to buy the product. 

In this part of the interview, we will show describe you some communication messages by 

fictional companies. The following messages are communicated by different companies in 

household products industry. Please tell us your feelings about those messages and how those 
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messages change your likelihood of purchasing sustainable household products. Is the 

assignment clear? 

Got it. 

Okay. First message: 

Many wild animals are killed because of your water waste alone with a picture of a pile of 

animal carcasses. Do you think you would consider buying the product advertised with this 

message? 

I do feel sad because I love animals, but it is too intense and pushy. I don’t really get any useful 

information from this message. I feel like they are just trying to make me feel guilty. I don’t want to 

buy this product, instead, I am a bit annoyed. Many extreme vegans are also using those kinds of 

message to persuade people to stop eating meat. This kind of message is cliché. 

Thank you. Next message: A commercial with cute animals in the beautiful nature and telling 

you that you are saving their lives by using sustainable household products.  

First of all, how exactly I can save their lives by using green products. It is more convincing than the 

first one since it is not trying to guilt me to buy their products. As I said, when I see those messages 

from corporations, I am very skeptical. I know what they are doing. They are playing with my 

emotions, that’s exactly what I studied in my master’s degree. I prefer to get into the point, tell me 

some facts and practical solutions. I don’t think it changes my likelihood of buying green products 

that much. 

Next: 

Based on our current water usage, our future generation might not have sufficient clean water 

to use. 

This makes me feel bad and guilty, especially, I have a son now. It triggers me to think about 

something I didn’t pay too much attention on. Although, I know about those things, but it’s not like I 

am exposed to it every day. Sometimes, I just forgot about the consequences of not helping the 

environment. It also tells me it is a rather long-term process; we need to take actions now. I would 

consider to buy this product. But if it tell me more about how sustainable products can help me save 

water, I would buy It 100%. 

Okay, thank you. The next message is: The country you reside has a significant carbon 

footprint. 

It is a bit blurry no? It is not necessarily because of my household products consumption. I 

mean I do feel guilty and worried about my country. I love my country; I would love to do 

something to make it a better place. But I need a fact, does our consumption of using 

traditional household products really affect the carbon footprint and how much. And give me 

a solution. I don’t really think I will buy it. 

Thank you. Final message: 

If everyone in Scandinavia washed their clothes with cold water instead of hot water, 

we would save around 30 million tons of CO2 per year. 

It has both fact and solution I am looking for. I also feel promising and encouraged. I know 

our environment is fucked up at the moment. I heard it everywhere. I am a bit sick of those 

negative messages that trying to make me feel guilty. I want to hear something positive and 

give me a solution. I have a very high likelihood to buy this product.  
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Great, thank you for your input. Now we would like to know some more about the 

information that you want to know about green products. What kind of information 

are you looking for when you purchase sustainable household products? 

Facts of how using regular household product can have a negative impact on the 

environment and solutions on how to reduce the negative impact by using sustainable 

products. I want to know the solution more. Companies should be transparent with their 

CSR, so I know they are doing more than just selling green products and they are 

contributing to the sustainability in many different ways. Of course, I want to know if the 

green product is still effective as the normal ones.  

Okay, and where do you wish to find these? 

It could be on the packaging, so I can directly see the information I want when I am buying 

the product in the supermarkets. Companies should also communicate the message of 

sustainability in an educational way through media. Nowadays, we learn everything from 

social media and google.  

Here are three packs of dishwasher tablets. Which one would you consider as the most 

sustainable one? 

The second one is the most sustainable one and I would like to buy this one. Like I said 

before, on the packaging, I can get all the information I want. Solutions: recyclable plastic 

and 100% natural ingredients.  it is recommended by the dishwasher companies; it must be 

good and effective. It is easy to find and recognize as a green product as it is already green. 

And which one would you buy if they all have the same price? Please also explain why. 

I would buy the second one, sustainable product is always my priority if the price is not a 

factor. Everything about this product is appealing. 

Sustainability is the process of living with limits of available physical, natural and social 

resources in ways that allow the living systems in which humans are embedded to thrive in 

perpetuity. Traditional household products have significant adverse environmental impact. 

The chemicals from household products have caused water pollution, volatile organic 

compounds in those products have negative impact on indoor air quality and add outdoor 

smog. In addition, packaging and bottles of traditional household products are not made from 

recyclable materials which caused more waste. The production and entire supply chain of 

traditional household products cause significant greenhouse gas emission and carbon footprint, 

water waste and pollution, and manufacturing waste to landfill. Companies in the industry are 

committed to use natural raw materials in products, reduce water waste and increase the reuse 

and recycling of waste, and invest in energy improvements of process, equipment, and facilities. 

Would you consider or continue to consume sustainable household products regularly 

after this interview and why?  

For sure! As I said, I was already cautious about environmental issues. But somehow, I am 

not ready to adopt it because of the price, lacking of knowledge, and the performance of the 

products. After this interview, I have learned more about how exactly sustainable household 

products can make a difference. I am more aware of the sustainability in this industry. This 

industry hasn’t been really discussed regarding the environmental issues. So I tend to forgot 

we can also make a change in this industry. I also feel more responsible for my son, family, 

country, and this world because I know more about how individuals can also make a positive 

impact on the environment. Lastly, if the green products are as effective as normal products, 

I will definitely buy green products more regularly. But you know, it will take a lot for me to 
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change my lifestyle entirely. I need to be exposed to sustainability topics more in order to 

gain a new habit.   

 

PARTICIPANT 6 

Gender: Female 

Age: 34 

Educational background: Bachelor degree 

Place of current residence: Denmark  

 

Could you please describe what is sustainability? 

It is something you can use again and again, and made of something good for the environment, for 

instance, sustainable resources. 

 

Do you think you are a sustainable consumer? And what do you do in your daily life to 

contribute to the environment? 

I think I didn’t do enough. I do something that’s very standard which is publicly recommended. For 

instance, using public transportation or bike. I also do garbage sorting. That’s all.   

 

Please tell us how sustainable household products can contribute to the environment from your 

knowledge. 

I think they can prevent chemical pollution because they use natural resources. The packaging is 

recyable in some cases which can reduce plastic waste. Maybe it can prevent climate change but I 

don’t really know how, this is something I heard from others.  

Where did you learn these information? 

The media talk a lot about it. I also has some projects at work about sustainability, but I am not really 

involved because I am doing something with IT. I just heard those from the meetings. 

Why are you purchasing or not purchasing sustainable household products regularly?  

I am not purchasing sustainable household products regularly. First of all, I don’t know that much 

about sustainability. The normal products are fitting into my needs perfectly, for example, cleaning 

power. Also, the sustainable products are more expensive.  

How do you normally decide which household products to buy when you are offered with many 

different products within the same category?  

I normally buy the ones I always choose. If there are more options, I would compare the price but it 

is really rare. I am somewhat loyal to some brands, for example, I always buy laundry detergent from 

Neutral..  
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When it comes to sustainable household products purchase, do you think you act or think 

differently? And how is that? 

When it comes to sustainable products, I did think differently. I would think is it necessary for me to 

use green products because I don’t really know how the green products can make a difference to the 

environment. I also feel like this is something very small in my life, I tend to think is it really 

important to spend more money on the green products what if they don’t really have a positive 

impact on the environment. Lastly, do I really feel like a better person when I consume sustainable 

products because I don’t know if the green products can be beneficial to the environment. 

 

How do you think about yourself when you are engaged in sustainable behaviors?  

Rationally, I think is it a right thing to support/have sustainable behaviors. But when it comes reality, 

I just forgot I have the responsibility to do so. Because most of my daily consumptions are my habits, 

I have been doing the same things for my whole life. I don’t think it is easy for me to change my 

routinized daily life. Also having sustainable life is not completely a social norm, and many of my 

friends and family are not doing it. Therefore, I don’t do it often. Sometimes, I just forgot the topic of 

sustainability. Moreover, it is a very broad and blurry concept. I don’t know how should I act on it. 

 

What kind of attributes are you looking into when you choose household products? 

My familiarity to the product, if the brand is well-known, if I have used it before. For new products, 

it could be if I have ever heard about it from media or my friends. Price is also a factor for me to 

decide. The effectiveness of the product is the most important factor I would say. I always buy the 

product that I think it has a good quality. I also don’t like household products that have perfume in 

there because I have rhinitis. 

 

As for different products, there are functional and sustainable attributes in a product. 

Functional ones are traditional attributes, like effectiveness, price etc, while sustainable ones 

are natural ingredients etc, attributes that make the product sustainable. Which type of 

attributes you value the most and why?  

I value traditional products the most, because they are very essential for me. They are the criteria of 

me choosing them. The sustainable attribute is a plus if the product also has it.    

 

Could you tell us the barriers of consuming sustainable household products from your 

experience?  

The natural products are less effective I think as I used them a lot. Lacking of knowledge makes me 

have less conscious about sustainable products, therefore, they are not my priorities. They are also 

quite expensive. Additionally, they are not easy to find because most of the household products you 

can find in the supermarkets are still conventional ones. Companies are not providing enough 

information about their green products. As I mentioned before, it is not easy to change a habit when it 

is not widely used in the society.  

What factors motivate you to overlook the drawbacks you have experienced from sustainable 

household products consumption? 

If my budget is allowed. It is a trendy topic lately; I somehow have the awareness that we should 
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consume more green products. So, when I am not tight on budget, I would want to intentionally try 

some of them. When there are many exposures about the green products, I also have a higher 

tendency to try them. 

In this part of the interview, we will show describe you some communication messages by 

fictional companies. The following messages are communicated by different companies in 

household products industry. Please tell us your feelings about those messages and how those 

messages change your likelihood of purchasing sustainable household products. Is the 

assignment clear? 

Yes 

Okay. First message: 

Many wild animals are killed because of your water waste alone with a picture of a pile of 

animal carcasses. Do you think you would consider buying the product advertised with this 

message? 

My first impression is poor animals. I started to think is it true that I have wasted that much water. 

But I don’t think there is any trigger in this message to convince me to buy the product. 

Thank you. Next message: A commercial with cute animals in the beautiful nature and telling 

you that you are saving their lives by using sustainable household products.  

I think the animals are cute, and it might raise the awareness for me to some extent. But I would like 

to know what is the consequence of not consuming green products. I need visual stimulation to make 

me feel like I need to do somethings to change the current situation with environment. I would 

consider when I see the commercial because it’s kind of remind me that we need to be responsible for 

the cute animals, but it wouldn’t last long. Because if I am not constantly exposed to this topic, I will 

forget about it again. 

Next: 

Based on our current water usage, our future generation might not have sufficient clean water 

to use. 

I feel bad about. I feel like if I don’t take any action to stop it, our earth will be destroyed 

eventually. It also reminds me it needs a long-term solution; we need to do it constantly. I 

would buy the green product more often, because I don’t want to leave a mess to my next 

generation.  

Okay, thank you. The next message is: The country you reside has a significant carbon 

footprint. 

It is very blurry. I am a bit annoyed by it because I have heard about this too many times 

lately. You can’t blame everything on me. I don’t think there is a direct connection between 

my daily consumption and the carbon footprint. You need to let me know how exactly my 

consumption is bad for the environment and how to stop it. It won’t change my mind. 

Thank you. Final message: 

If everyone in Scandinavia washed their clothes with cold water instead of hot water, 

we would save around 30 million tons of CO2 per year. 

It provides me a solution. It makes me feel like if I do this, I can make a change. It has useful 

information instead of only trigger me to feel guilty.  
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Great, thank you for your input. Now we would like to know some more about the 

information that you want to know about green products. What kind of information 

are you looking for when you purchase sustainable household products? 

The functionalities of the product and the value of the product being sustainable.  

Okay, and where do you wish to find these? 

I will probably search them online. But it would be nice to find them directly in where I buy 

them. 

Here are three packs of dishwasher tablets. Which one would you consider as the most 

sustainable one? 

I think the second one. It is attention grabbing because of the color. It also clearly said on the 

packaging, how this product is sustainable. Also, if it is recommended by many dishwasher 

companies, it is definitely good. 

And which one would you buy if they all have the same price? Please also explain why. 

I would buy the second one. 

Sustainability is the process of living with limits of available physical, natural and social 

resources in ways that allow the living systems in which humans are embedded to thrive in 

perpetuity. Traditional household products have significant adverse environmental impact. 

The chemicals from household products have caused water pollution, volatile organic 

compounds in those products have negative impact on indoor air quality and add outdoor 

smog. In addition, packaging and bottles of traditional household products are not made from 

recyclable materials which caused more waste. The production and entire supply chain of 

traditional household products cause significant greenhouse gas emission and carbon footprint, 

water waste and pollution, and manufacturing waste to landfill. Companies in the industry are 

committed to use natural raw materials in products, reduce water waste and increase the reuse 

and recycling of waste, and invest in energy improvements of process, equipment, and facilities. 

Would you consider or continue to consume sustainable household products regularly 

after this interview and why?  

I would gradually change my lifestyle to be more sustainable. Because now I have more 

knowledge about sustainability in this industry, I know I can contribute to the environment 

with greener products. I wish this trend in the household industry can become a social norm, 

then I would feel it is a norm for everyone to do it. Knowing what those companies are doing 

to cope with environmental issues, I feel very promising about our future, and I would like to 

be part of it. 

 
Appendix 3: Where value comes from  
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Source: https://www.mckinsey.com/business-functions/strategy-and-corporate-
finance/our-insights/valuing-corporate-social-responsibility-mckinsey-global-survey-results 
 
 
Appendix 4: Long-term contribution to shareholder value 

 
Source: https://www.mckinsey.com/business-functions/strategy-and-corporate-
finance/our-insights/valuing-corporate-social-responsibility-mckinsey-global-survey-results 
 
 
Appendix 5: Top 5 and bottom 5 country ESG scores  
 

 
Source: RobecoSAM, 2019, p.4 
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https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/valuing-corporate-social-responsibility-mckinsey-global-survey-results
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Appendix 6: Packaging of Botanica – Airwick  

 
Source: https://www.airwick.dk/produkter/botanica-by-air-wick/duftpinde/reed-fresh-
pineapple/ 
 
 
Appendix 7: The sustainable development goals  

 
Source: https://sdgs.un.org/goals 
 
 
 
 
Appendix 8: Integrative sustainability marketing   

https://www.airwick.dk/produkter/botanica-by-air-wick/duftpinde/reed-fresh-pineapple/
https://www.airwick.dk/produkter/botanica-by-air-wick/duftpinde/reed-fresh-pineapple/
https://sdgs.un.org/goals
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Source: Belz, 2006, p.143 
 
 
Appendix 9: Green purchase perception matrix  

  
 
Source: McDonald & Oates, 2006, p. 16 
 
 
Appendix 10: Samples used in the interviews 
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