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Thesis Purpose: This thesis provides insights into consumers´ emotions influen-

cing the decision-making process when buying and consuming 

ecological grocery products. 

Methodology: Based on a constructionist perspective and an abductive view 

on the relation between theory and research, a qualitative ap-

proach has been applied in order to fulfill the purpose of this 

study and to obtain in-depth knowledge about consumers’ 

emotions in an ecological consumption context. 

Theoretical Perspective: The main theories and concepts upon which this thesis is based, 

are the cognitive appraisals approach and the consumer deci-

sion-making process. Concerning the latter one, the study fo-

cuses particularly on the pre-purchase alternative evaluation 

and the post-purchase evaluation stage of the process. 

Empirical Data: Empirical data is collected by conducting semi-structured inter-

views with consumers purchasing and consuming ecological 

grocery products on a regular basis. 

Conclusion: The findings include two specific emotion sets for the two stag-

es of the decision-making process. Underlying cognitive ap-

praisals have been identified. Furthermore eco-consumers have 

been segmented according to different buying drivers, namely 

environmental concern, health aspects and taste. The study al-

so describes cognitive and emotional differences among these 

groups. The study’s findings lead to several theoretical, practic-

al and methodological contributions.   



 

 

 

 

 

 

 

 

We do not inherit the earth from our ancestors,  

we borrow it from our children. 

- Native American Proverb 
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1 Introduction  

The following chapter introduces the reader to the topic of this thesis. It provides a general 

introduction of the research area and a review of previous research conducted within the 

field of interest. Moreover it sets the 

clarifies the purpose and the aim of the research. 

 

1.1 The Rise of Green Consumption

In recent years a strong consumer trend towards green consumerism has developed and it 

shows no signs of abating. Green consumerism is particularly recognized as an increased 

number of consumers consider buying eco

beers, toiletries and skincare products became very popular and have been the best pe

forming eco-product categories in 2009 (Soilassociation, 2010). 

Within the grocery category, especially eco food shows a strong positive trend. Dairy pro

ucts, fresh fruit, vegetables and fresh meat prove to be the most popular eco

tween 2005 and 2008 the glob

2008 the global eco food market accounted for no less than US $ 50.9 billion in market sales 

(Biofach, 2010). The regions which show the highest demand are Europe and the US, while 

Europe’s market (US $ 26 billion) is slightly bigger than the US’s (US $ 23 billion) (ibid). Ge

many, the United Kingdom and France are the countries within Europe showing the highest 

turnovers for eco food products (Sahota, 2009).

According to the World Business Council fo

consumerism is mainly rooted in consumers’

mental, social and economic issues and their will to act accordingly is increasing (World 

Business Council for Sustainable De

whelmed with information concerning a deteriorating environment resulting from an unsu

tainable lifestyle and are provided with instruments such as eco

can reduce their ecological foo

the solution to a threatened environment rather than simply being part of the problem. 

Moreover they can actively participate in the change without needing to completely alter 

their interests and habits (Boström & Klintman, 2008

The following chapter introduces the reader to the topic of this thesis. It provides a general 

introduction of the research area and a review of previous research conducted within the 

field of interest. Moreover it sets the frame of the study in terms of a problem discussion and 

clarifies the purpose and the aim of the research.  

1.1 The Rise of Green Consumption 

In recent years a strong consumer trend towards green consumerism has developed and it 

Green consumerism is particularly recognized as an increased 

number of consumers consider buying eco-products. Eco-products like groceries, spirits and 

beers, toiletries and skincare products became very popular and have been the best pe

ct categories in 2009 (Soilassociation, 2010).  

Within the grocery category, especially eco food shows a strong positive trend. Dairy pro

ucts, fresh fruit, vegetables and fresh meat prove to be the most popular eco

tween 2005 and 2008 the global market for eco-products grew by approximately 65%. In 

2008 the global eco food market accounted for no less than US $ 50.9 billion in market sales 

(Biofach, 2010). The regions which show the highest demand are Europe and the US, while 

S $ 26 billion) is slightly bigger than the US’s (US $ 23 billion) (ibid). Ge

many, the United Kingdom and France are the countries within Europe showing the highest 

turnovers for eco food products (Sahota, 2009). 

According to the World Business Council for Sustainable Development, the trend of green 

m is mainly rooted in consumers’ rising awareness and concern about enviro

mental, social and economic issues and their will to act accordingly is increasing (World 

Business Council for Sustainable Development, 2010). In addition consumers are ove

whelmed with information concerning a deteriorating environment resulting from an unsu

tainable lifestyle and are provided with instruments such as eco-products with which they 

can reduce their ecological footprint. Consumers have recognized that they can be part of 

the solution to a threatened environment rather than simply being part of the problem. 

Moreover they can actively participate in the change without needing to completely alter 

(Boström & Klintman, 2008). As a result consumers increasin
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consider buying eco-products and tend to be wil

2009). 

Consumers’ sensitivity to corporate social behavior has dramatically increased, making

respond negatively to companies that do not conduct their business in a responsible manner 

(Russel & Russel, 2010). In order to meet consumer demands for corporate social behavior 

and resist competition, companies nowadays invest heavily in CSR activ

nies recognize consumers’ concerns and will to pay a price premium for products and servi

es offered by responsible firms (Roberts, 1996). Nowadays companies spend a lot of effort 

on communicating green values for instance by emphasizing 

vesting in green mutual funds. Also the extensive supply of eco

swer from the companies’ side to meet consumer demands for responsible consumption 

choices (Boström & Klintman, 2008). 

offer environmentally concerned consumers “responsible” products while taking a socially 

responsible stand (Schrum et al., 1995). 

Recently retailers have started to introduce private eco

(Roberts, 1996), leaving supermarket shelves increasingly filled with eco

branded products. The latter refers to how some manufacturers have introduced entire eco

product ranges branded “eco”. The increased supply of eco

nications of green values lead consumers in turn to increase their green consumption. In 

conclusion, it is not only consumers pressurizing companies to meet their demands, but also 

the companies influencing the demand of consumers. 

In parallel with the increasing demand for and supply of eco

consumers has arisen. Part of the confusion among consumers and marketing practitioners 

alike stems from the difficulty concerning what is defined by what, as the concepts are very 

similar. The concepts ‘Green’, ‘Ecological’, ‘Sustainable’ and ‘Environmental’ consumerism 

refer to the same type of practices of consumption and are often used interchangeably. They 

are concepts used to describe a concern for the environment and a form of e

oriented consumer behavior (Moisander et al., 2010

manufacturers label their products with descriptors like ‘bio’, ‘eco’ and ‘organic’. These co

cepts appear to confuse consumers who find it difficult to different

another (Pomaizlová, K., 2009).

products and tend to be willing to pay higher prices (Social Funds

Consumers’ sensitivity to corporate social behavior has dramatically increased, making

respond negatively to companies that do not conduct their business in a responsible manner 

(Russel & Russel, 2010). In order to meet consumer demands for corporate social behavior 

and resist competition, companies nowadays invest heavily in CSR activities. These comp

nies recognize consumers’ concerns and will to pay a price premium for products and servi

es offered by responsible firms (Roberts, 1996). Nowadays companies spend a lot of effort 

on communicating green values for instance by emphasizing their codes of conduct and i

vesting in green mutual funds. Also the extensive supply of eco-labeled groceries is an a

swer from the companies’ side to meet consumer demands for responsible consumption 

choices (Boström & Klintman, 2008). A niche market has opened for businesses wanting to 

offer environmentally concerned consumers “responsible” products while taking a socially 

responsible stand (Schrum et al., 1995).  

Recently retailers have started to introduce private eco-brands to capitalize off this tren

(Roberts, 1996), leaving supermarket shelves increasingly filled with eco

branded products. The latter refers to how some manufacturers have introduced entire eco

product ranges branded “eco”. The increased supply of eco-products and comp

nications of green values lead consumers in turn to increase their green consumption. In 

conclusion, it is not only consumers pressurizing companies to meet their demands, but also 

the companies influencing the demand of consumers.  

th the increasing demand for and supply of eco-products, confusion among 

consumers has arisen. Part of the confusion among consumers and marketing practitioners 

alike stems from the difficulty concerning what is defined by what, as the concepts are very 

milar. The concepts ‘Green’, ‘Ecological’, ‘Sustainable’ and ‘Environmental’ consumerism 

refer to the same type of practices of consumption and are often used interchangeably. They 

are concepts used to describe a concern for the environment and a form of e

behavior (Moisander et al., 2010). When targeting these consumers, 

manufacturers label their products with descriptors like ‘bio’, ‘eco’ and ‘organic’. These co

cepts appear to confuse consumers who find it difficult to differentiate them from one 

another (Pomaizlová, K., 2009). 
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Consumer confusion further arises as a result of an uncertainty among consumers concer

ing the quality of the products and the credibility of the eco

number of green trademarks on the market, discussions about possible greenwashing in 

companies’ businesses have arisen. The discussions result from imperfect information about 

the actual meaning of specific trademarks; what interests and what kind of expertise they 

are representing and on what criteria companies or products are allowed to carry them 

(Boström & Klintman, 2008). Mixed signals coming from research results, polls and sales fi

ures further lead to a lack of understanding as to what is required by the consumers (Shrum 

et al., 1995). 

However, in spite of consumer confusion the eco trend is ongoing. A lot of research has been 

conducted in order to understand in more detail to what extent the awareness and the co

cern for issues such as the environment are translated into 

ler (1997) investigated psychological traits in consumers such as innovativeness and ada

tiveness as well as situational factors and their impact on consumers’ ecological decision

making. Innovativeness has been seen as correl

among consumers. Convenience and availability of eco

of greater importance than price, as consumers are rather willing to pay more for an env

ronmentally friendly product tha

1997).  

Several attempts have been made to define the typical environmentally concerned consu

er in terms of demographics (age, education, income) and psychographics (values and att

tudes). The leading marketing communications company J. Walter Thompson has identified 

the person best being characterized as a green consumer as "a better educated older female 

with high income and liberal orientation” (Shrum et al., 1995)

Kjaer (2006) argues that consumption in general will gain an entirely new significance in the 

future. She points out the shift from material needs to emotional consumption by arguing 

that future consumption will mainly be driven by emotional responses rather than well 

thought through rational decisions. As a result marketing practitioners have to increasingly 

consider the importance of emotions in consumers’ decision making through offering pro

ucts and services which they can relate to and feel involved with (Kjaer, 2006). Since th

Consumer confusion further arises as a result of an uncertainty among consumers concer

ing the quality of the products and the credibility of the eco-label. With the increase in the 

rks on the market, discussions about possible greenwashing in 

companies’ businesses have arisen. The discussions result from imperfect information about 

the actual meaning of specific trademarks; what interests and what kind of expertise they 

ing and on what criteria companies or products are allowed to carry them 

(Boström & Klintman, 2008). Mixed signals coming from research results, polls and sales fi

ures further lead to a lack of understanding as to what is required by the consumers (Shrum 

However, in spite of consumer confusion the eco trend is ongoing. A lot of research has been 

conducted in order to understand in more detail to what extent the awareness and the co

cern for issues such as the environment are translated into buying behavior. Bhate and La

ler (1997) investigated psychological traits in consumers such as innovativeness and ada

tiveness as well as situational factors and their impact on consumers’ ecological decision

making. Innovativeness has been seen as correlating with environmentally friendly behavior 

among consumers. Convenience and availability of eco-products are further suggested to be 

of greater importance than price, as consumers are rather willing to pay more for an env

ronmentally friendly product than to invest time and effort in its purchase (Bhate & Lawler, 

Several attempts have been made to define the typical environmentally concerned consu

er in terms of demographics (age, education, income) and psychographics (values and att

eading marketing communications company J. Walter Thompson has identified 

the person best being characterized as a green consumer as "a better educated older female 

with high income and liberal orientation” (Shrum et al., 1995).  

onsumption in general will gain an entirely new significance in the 

future. She points out the shift from material needs to emotional consumption by arguing 
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an overall consumption trend, one can assume that emotions will also play a significant role 

in ecological consumption. 

 

1.2 The Proven Impact of Emotions

In order to provide the reader with an understanding of what previous aca

have found on the topic of emotions, following sections

consumer behavior research 

ence the decision-making process

 

1.2.1 The General Role of Emotions in Consumer Behavior

The research field of consumer behavior can be defined as “the study of 

or organizations and the processes they use to select, use and dispose of products, services, 

experiences, or ideas to satisfy needs and wants and the impacts that these processes h

on the consumer and society

consumer behavior is dynamic and 

insights in order to improve their

ers’ needs and wants more precisely

For a long period of time consumer behavior research 

assumed that consumers make buying decisions mai

attributes and benefits, which led to

or motivations (Laros & Steenkamp, 2005

processes were either conceptualized as a 

probabilities in order to describe the customer’s

2005). Williamson claims that the focus on considered and rationally driven 

ignorance of emotional influences can for example be explained

easier to obtain and because of a perceived need

The emphasis on the consumption experience has 

when research within experiential consumption

brook, 1986). During the last two decades a shift towards 

evoked by market stimuli, products and brands can be noticed

an overall consumption trend, one can assume that emotions will also play a significant role 

The Proven Impact of Emotions in Nowadays Marketing 

the reader with an understanding of what previous aca

emotions, following sections will discuss the role of emotions in 

 in general as well as research concerning how emotions infl

making process in particular.  

neral Role of Emotions in Consumer Behavior 

onsumer behavior can be defined as “the study of individuals, a group, 

zations and the processes they use to select, use and dispose of products, services, 

satisfy needs and wants and the impacts that these processes h

on the consumer and society” (Talloo, 2007, p.156). Furthermore Talloo (20

onsumer behavior is dynamic and that marketing managers attempt to 

their marketing strategies and to be able to target their custo

ts more precisely.  

onsumer behavior research focused on cognitive processes. It was 

make buying decisions mainly based on utilitarian product 

, which led to neglecting affective components like

(Laros & Steenkamp, 2005; Havlena & Holbrook, 1986). Affective unconscious

ere either conceptualized as a so called black box or later in 

order to describe the customer’s reaction in a given situation (Braeutigam, 

Williamson claims that the focus on considered and rationally driven 

l influences can for example be explained by the fact that

and because of a perceived need for creating models (Williamson, 2002). 

consumption experience has been considered important

search within experiential consumption started to increase slowly 

During the last two decades a shift towards research on particular 

evoked by market stimuli, products and brands can be noticed and a growing knowledge 
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on cognitive processes. It was 
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by the fact that such data is 

(Williamson, 2002).  

considered important in the 1980’s 

slowly (Havlena & Hol-

particular emotions 

and a growing knowledge 



 

body has emerged (Laros & Steen

tween emotions and cognitive appraisal structures

developed (Frijda et al., 1989). 

the way consumers’ minds work and how this in turn has an

(Williamson, 2002). Especially neuroscien

processes (Braeutigam, 2005) to better understand the still not fully

Several different research areas have been investigated within the field of emotions in co

sumer behavior and the direct impact of emotions on consumer behavior is frequently pro

en (Soscia, 2007). Various studies 

influencing emotions and also emotions in relation to other 

introduced in following paragraphs.

Many studies have for example 

kinds of advertising. Edell and Burke (1987) 

cials are likely to evoke emotions and that they

effectiveness. Derbaix (1995) 

fer in terms of familiar and unfamiliar brands shown in the advertisement. 

During the last two decades, researchers 

marketing stimuli, products and brands. Holbrook and Hirschman (1982)

grating the affective component to consumption experiences and

the importance of understanding a consumer’s experience in consumption. 

consumers’ emotional responses 

as they have a major impact on the overall perception of the brand

2009).  

Consumption emotions have been analyzed in 

different products and within different cultures (Dube, et 

like genetically modified food (Laros & Steenkamp, 2004) or services (Zeelenberg & Pieters, 

1999). Derbaix and Pham (1991) 

positive affective reactions, also neg

sumption and cannot be ignored. They also claim that gender differences have to be cons

dered. Males are in general less likely to emphasize emotional experiences (Derbaix & Pham, 

(Laros & Steenkamp, 2005). By demonstrating strong relationships b

tween emotions and cognitive appraisal structures, a cognitive approach to emotions

1989). Neurologists and academics have provided

work and how this in turn has an impact on consumer behavior 

(Williamson, 2002). Especially neuroscience tries to investigate relevant psychological 

rocesses (Braeutigam, 2005) to better understand the still not fully discovered black box.  

Several different research areas have been investigated within the field of emotions in co

and the direct impact of emotions on consumer behavior is frequently pro

studies have investigated the impacts of emotions, 

influencing emotions and also emotions in relation to other aspects. A selection of studies is 

introduced in following paragraphs.  

for example focused on consumers’ emotional responses towards several 

Edell and Burke (1987) proved in the late 1980s that television comme

to evoke emotions and that they are important predictors of the commercial’s 

Derbaix (1995) found later on that affective responses among

fer in terms of familiar and unfamiliar brands shown in the advertisement. 

the last two decades, researchers have begun to study emotions evoked by other 

marketing stimuli, products and brands. Holbrook and Hirschman (1982)

grating the affective component to consumption experiences and gave a call to recognize 

the importance of understanding a consumer’s experience in consumption. 

al responses towards product attributes should not be 

have a major impact on the overall perception of the brand (Barrena & Sánchez, 

Consumption emotions have been analyzed in different contexts, for example in terms of 

different products and within different cultures (Dube, et al., 2003), on 

like genetically modified food (Laros & Steenkamp, 2004) or services (Zeelenberg & Pieters, 

1999). Derbaix and Pham (1991) found that even if earlier research has focused on elicited 

positive affective reactions, also negative affective reactions play an important role in co

sumption and cannot be ignored. They also claim that gender differences have to be cons

dered. Males are in general less likely to emphasize emotional experiences (Derbaix & Pham, 
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demonstrating strong relationships be-

, a cognitive approach to emotions has 

cademics have provided new insights into 

impact on consumer behavior 

relevant psychological 

vered black box.   

Several different research areas have been investigated within the field of emotions in con-

and the direct impact of emotions on consumer behavior is frequently prov-

mpacts of emotions, components 

aspects. A selection of studies is 

focused on consumers’ emotional responses towards several 

80s that television commer-

are important predictors of the commercial’s 

that affective responses among consumers dif-

fer in terms of familiar and unfamiliar brands shown in the advertisement.  

to study emotions evoked by other 

marketing stimuli, products and brands. Holbrook and Hirschman (1982) started with inte-

gave a call to recognize 

the importance of understanding a consumer’s experience in consumption. Particularly the 

d not be underestimated 

(Barrena & Sánchez, 

different contexts, for example in terms of 

on particular products 

like genetically modified food (Laros & Steenkamp, 2004) or services (Zeelenberg & Pieters, 

has focused on elicited 

ative affective reactions play an important role in con-

sumption and cannot be ignored. They also claim that gender differences have to be consi-

dered. Males are in general less likely to emphasize emotional experiences (Derbaix & Pham, 



 

1991). In addition Phillips and Baumgarnter (2002) found that experienced emotions in co

sumption influence the perceived overall satisfaction of a product. 

Many studies have focused on specific 

died in particular the emotions

distinguished with respect to the feelings that comprise the two emotions. 

(2003) studied the specific experience of anger and dissatisfaction and their effect on co

sumer responses. Furthermore, Derbaix and Vanhamme (2003) found a link between 

feeling of surprise and word-of

2003).  

Only little research has been conducted

topoulos and Krystallis (2002) investigated the reasons for consumers to favor or not to f

vor ecological products, whereas Myburgh

consumers are willing to pay a price premium for them. 

cept of perceived consumer efficiency (PCE), which illustrates the relationship between 

green attitudes and behavior. The theory suggests that consumers who feel powerless in 

terms of supporting the environment are not likely to engage in supportive cons

(Laskova, 2007). In addition some other studies have been conducted to explain emotions 

involved in an overall environmentally conscious behavior.

However, according to Moisander (2007) there are usually several external conditions

fluencing the choice whether or not to engage in 

cultural, political, infrastructural and economic circumstances.

friendly consumption may be characterized as highly complex in terms of consumer behav

and underlying morals and emotions

 

1.2.2 Emotional Influences on the D

Descriptive models of decision

al influences (Pfister & Böhm, 1992). Especially since the shift in con

an acceptance that consumer behavior is also significantly influenced by affective comp

nents in the late 80’s, several studies have attempted to explain how and to what extent 

emotions influence the decision

illips and Baumgarnter (2002) found that experienced emotions in co

sumption influence the perceived overall satisfaction of a product.  

Many studies have focused on specific consumption emotions. Zeelenberg et al.

lar the emotions of regret and disappointment and found that they

distinguished with respect to the feelings that comprise the two emotions. 

ed the specific experience of anger and dissatisfaction and their effect on co

rthermore, Derbaix and Vanhamme (2003) found a link between 

of-mouth generated from consumption (Derbaix & Vanhamme, 

ly little research has been conducted on emotions in relation to ecological 

and Krystallis (2002) investigated the reasons for consumers to favor or not to f

vor ecological products, whereas Myburgh-Louw and O’Shaughnessy (1994) found that many 

consumers are willing to pay a price premium for them. Laskova (2007) introduced the c

cept of perceived consumer efficiency (PCE), which illustrates the relationship between 

green attitudes and behavior. The theory suggests that consumers who feel powerless in 

terms of supporting the environment are not likely to engage in supportive cons

(Laskova, 2007). In addition some other studies have been conducted to explain emotions 

involved in an overall environmentally conscious behavior. 

ccording to Moisander (2007) there are usually several external conditions

choice whether or not to engage in green consumerism, which 

ural and economic circumstances. Therefore environment

friendly consumption may be characterized as highly complex in terms of consumer behav

emotions. 

Emotional Influences on the Decision-Making Process 

Descriptive models of decision-making processes are often criticized for neglecting emotio

(Pfister & Böhm, 1992). Especially since the shift in consumer behavior towards 

an acceptance that consumer behavior is also significantly influenced by affective comp

nents in the late 80’s, several studies have attempted to explain how and to what extent 

emotions influence the decision-making process (Loewenstein & Lerner, 2003). As a result it 
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illips and Baumgarnter (2002) found that experienced emotions in con-

Zeelenberg et al. (1998) stu-

appointment and found that they can be 

distinguished with respect to the feelings that comprise the two emotions. Bougie et al. 

ed the specific experience of anger and dissatisfaction and their effect on con-

rthermore, Derbaix and Vanhamme (2003) found a link between the 

(Derbaix & Vanhamme, 

on emotions in relation to ecological products. Fo-

and Krystallis (2002) investigated the reasons for consumers to favor or not to fa-

Louw and O’Shaughnessy (1994) found that many 

Laskova (2007) introduced the con-

cept of perceived consumer efficiency (PCE), which illustrates the relationship between 

green attitudes and behavior. The theory suggests that consumers who feel powerless in 

terms of supporting the environment are not likely to engage in supportive consumption 

(Laskova, 2007). In addition some other studies have been conducted to explain emotions 

ccording to Moisander (2007) there are usually several external conditions in-

green consumerism, which are rooted in 

herefore environmentally 

friendly consumption may be characterized as highly complex in terms of consumer behavior 

making processes are often criticized for neglecting emotion-

sumer behavior towards 

an acceptance that consumer behavior is also significantly influenced by affective compo-

nents in the late 80’s, several studies have attempted to explain how and to what extent 

ein & Lerner, 2003). As a result it 



 

is nowadays widely understood and accepted that emotions are of 

when studying consumers’ decision processes (Arana & Leon, 2009). 

that decision-making without the influence of

cent findings in cognitive neuroscience and neuroeconomics support this statement by ill

strating that emotions play an even more significant role when it comes to decision making 

than it was previously expected (

Understanding the emotions’ importance has led researchers to investigate emotional infl

ences on the process in more detail

recognized a need for gaining 

one of their studies they conceptualized the feeling of guilt

ceived guilt to be a strong motivator for

Lundsford, 1994).   

When reviewing studies on emotional influences on the de

es appear as being of particular interest. The first stage

in-store. Barrena and Sánchez (2009) claim

sion of a product is formed, emotional in

for example Phillips and Baumgarnter (2002) state

when evaluating products in-

riod. Following sections illustrate in further det

these two stages of the decision

 

The Pre-Purchase Alternative Evaluation Stage

The evaluation of alternatives 

purchase phase of the consumer decision

consumer’s emotional state influences the strategy used for processing information and ev

luating product alternatives. The authors refer to Clore et al. (1994) when stating that co

sumers use feelings as information when there is a lack of other available information they 

can use for the alternative evaluation during the decision

this theory the feelings-as-information model. It is also applied when the available inform

tion is too complex and therefore not applicable or if the consumer does not have sufficient 

is nowadays widely understood and accepted that emotions are of considerable

when studying consumers’ decision processes (Arana & Leon, 2009). Damasio even claimed

making without the influence of emotions is impossible (Damasio, 2000). R

cent findings in cognitive neuroscience and neuroeconomics support this statement by ill

strating that emotions play an even more significant role when it comes to decision making 

than it was previously expected (Loewenstein & Lerner, 2003). 

Understanding the emotions’ importance has led researchers to investigate emotional infl

in more detail. Some researchers like Burnett and Lunsford (1994) 

gaining detailed knowledge about the impact of specific emo

one of their studies they conceptualized the feeling of guilt into the process as they pe

a strong motivator for consumer behavior in purchase decisions (Burnett & 

emotional influences on the decision-making process, two pha

lar interest. The first stage deals with the alternative evaluation 

arrena and Sánchez (2009) claimed that especially in-store, where the

, emotional influences are important to study. Other researchers, 

ps and Baumgarnter (2002) state that emotions do not only play a vital role 

-store, but point out their importance in the post

illustrate in further detail research which has been conducted

of the decision-making process.  

Purchase Alternative Evaluation Stage 

The evaluation of alternatives and the ultimate choice are crucial aspects within the pre

of the consumer decision-making process. Bagozzi et al. (1999) found

s emotional state influences the strategy used for processing information and ev

alternatives. The authors refer to Clore et al. (1994) when stating that co

sumers use feelings as information when there is a lack of other available information they 

can use for the alternative evaluation during the decision-making process. Schwarz 

information model. It is also applied when the available inform

tion is too complex and therefore not applicable or if the consumer does not have sufficient 
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considerable importance 

Damasio even claimed 

emotions is impossible (Damasio, 2000). Re-

cent findings in cognitive neuroscience and neuroeconomics support this statement by illu-

strating that emotions play an even more significant role when it comes to decision making 

Understanding the emotions’ importance has led researchers to investigate emotional influ-

. Some researchers like Burnett and Lunsford (1994) even 

specific emotions. In 

into the process as they per-

consumer behavior in purchase decisions (Burnett & 

making process, two phas-

deals with the alternative evaluation 

store, where the first impres-

o study. Other researchers, 

that emotions do not only play a vital role 

mportance in the post-purchase pe-

ail research which has been conducted within 

aspects within the pre-

Bagozzi et al. (1999) found that a 

s emotional state influences the strategy used for processing information and eva-

alternatives. The authors refer to Clore et al. (1994) when stating that con-

sumers use feelings as information when there is a lack of other available information they 

making process. Schwarz called 

information model. It is also applied when the available informa-

tion is too complex and therefore not applicable or if the consumer does not have sufficient 



 

time to implement the previous information search stage (Clore et al.

et al., 1999).  

According to Bagozzi et al. (1999) authors talking about emotions within the decision

process are often on the fine line between 

emotions and moods cannot be used syn

lower intensity than emotions

(ibid). Hill and Gardner determined the effect of mood states on consumer decision

in 1987. The authors cited Isen and Means (1983) who found out that a consumer being in a 

positive mood is more likely to make fast decisions. In such a situation, fewer product alte

natives are taken into consideration and less information is needed in order to make a 

choice. Isen (1987, cited in Bagozzi et al., 1999) also

leads to avoiding cognitive processes during the alternative evaluation stage and to using 

heuristic processing instead. Also studies on negative mood states have been 

which have provided the result that “mood states have an important impact upon the nature 

of information utilization and evaluation during decision making” (Hill & Gardner, 1987). 

Furthermore Hirschman and Holbrook (1982) investigated the importanc

sire when it comes to choosing one product over another. 

motivator and predominates utilitarian motives

ers have clearly ascertained that strong 

nomic decision rules based on deductive reasoning (Hirschman & Holbrook, 1982).

The role of anticipated concrete emotions in preferential decision making has been invest

gated by Pfister and Böhm (1992). The researchers fo

to attribute utilities, but should be regarded as additional attributes complementing the o

jective attributes. This inclusion of emotions significantly increases the predictability of pr

ferences and choices. Pfister 

their studies. However they found that negative emotions do not have a substantial infl

ence on preferences. Moreover they claim

correlated, meaning they can be experienced simultaneously or i

Böhm, 1992). 

time to implement the previous information search stage (Clore et al., 1994 cited in Bagozzi 

(1999) authors talking about emotions within the decision

on the fine line between emotional states and mood states. Although 

emotions and moods cannot be used synonymously since moods are longer lasting and of 

lower intensity than emotions, both are affective processes and share certain similarities

. Hill and Gardner determined the effect of mood states on consumer decision

Isen and Means (1983) who found out that a consumer being in a 

positive mood is more likely to make fast decisions. In such a situation, fewer product alte

natives are taken into consideration and less information is needed in order to make a 

ed in Bagozzi et al., 1999) also discovered that being in a positive mood 

leads to avoiding cognitive processes during the alternative evaluation stage and to using 

heuristic processing instead. Also studies on negative mood states have been 

result that “mood states have an important impact upon the nature 

of information utilization and evaluation during decision making” (Hill & Gardner, 1987). 

Furthermore Hirschman and Holbrook (1982) investigated the importanc

sire when it comes to choosing one product over another. Emotional desire is often a strong 

motivator and predominates utilitarian motives. The authors state that motivation researc

ers have clearly ascertained that strong emotions such as love or jealousy can overrule ec

nomic decision rules based on deductive reasoning (Hirschman & Holbrook, 1982).

The role of anticipated concrete emotions in preferential decision making has been invest

hm (1992). The researchers found that emotions cannot be reduced 

to attribute utilities, but should be regarded as additional attributes complementing the o

jective attributes. This inclusion of emotions significantly increases the predictability of pr

 and Böhm considered positive as well as negative emo

owever they found that negative emotions do not have a substantial infl

ence on preferences. Moreover they claimed that positive and negative emotions are not 

ey can be experienced simultaneously or in fast alternation (Pfister & 
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, 1994 cited in Bagozzi 

(1999) authors talking about emotions within the decision-making 

emotional states and mood states. Although 

since moods are longer lasting and of 

, both are affective processes and share certain similarities 

. Hill and Gardner determined the effect of mood states on consumer decision-making 

Isen and Means (1983) who found out that a consumer being in a 

positive mood is more likely to make fast decisions. In such a situation, fewer product alter-

natives are taken into consideration and less information is needed in order to make a 

that being in a positive mood 

leads to avoiding cognitive processes during the alternative evaluation stage and to using 

heuristic processing instead. Also studies on negative mood states have been conducted, 

result that “mood states have an important impact upon the nature 

of information utilization and evaluation during decision making” (Hill & Gardner, 1987).  

Furthermore Hirschman and Holbrook (1982) investigated the importance of emotional de-

Emotional desire is often a strong 

. The authors state that motivation research-

love or jealousy can overrule eco-

nomic decision rules based on deductive reasoning (Hirschman & Holbrook, 1982). 

The role of anticipated concrete emotions in preferential decision making has been investi-

und that emotions cannot be reduced 

to attribute utilities, but should be regarded as additional attributes complementing the ob-

jective attributes. This inclusion of emotions significantly increases the predictability of pre-

hm considered positive as well as negative emotions in 

owever they found that negative emotions do not have a substantial influ-

that positive and negative emotions are not 

n fast alternation (Pfister & 



 

Some authors conducted studies on particular emotions and their influence on the altern

tive evaluation. Mellers (2001) for instance investigated the impact of p

choice. He claimed that before making a choice people evaluate the future outcome of their 

decision in terms of what emotions they are likely to experience. In several studies the a

thors identified a close relation

appraise different alternatives according to what

may arouse. The option with greater average pleasure will be selected. Furthermore they 

found that the stronger the feeling of pleasure the

seeking the decision will be (Mellers

Barrena and Sánchez (2009) suggest that because of the difficulty nowadays to differentiate 

products by using technical characteristics such as quality or price, marketers

from gaining deeper insight into the way consumers’ purchases are influenced by their pe

ceived emotions. Knowledge about evoked emotions can in turn be used as a differenti

strategy (ibid). With their paper

ous product on a saturated market

important role in consumer choice structures. Given the impact of emotions 

decisions, it appears obvious that product differenti

of how products evoke emotions (Barrena and Sánchez, 2009).

 

The Post-Purchase Evaluation Stage

Emotional responses are fundamental components of consumption experiences (Westbrook, 

1987). Havlena and Holbrook (1986) a

usage situations include few objective or tangible benefits, while producing many subjective 

or emotional reactions in the consumer (Havlena & Holbrook, 1986).

Emotions and satisfaction judgments 

sumption process (Holbrook & Hirschman, 1982). 

that these two components in the post

tive as well as negative emotions in cons

of a product (Phillips & Baumgartner, 2002). After consumption consumers compare exp

rienced emotions with anticipated emotions and evaluate their satisfaction (ibid). 

Some authors conducted studies on particular emotions and their influence on the altern

(2001) for instance investigated the impact of pleasure on 

that before making a choice people evaluate the future outcome of their 

emotions they are likely to experience. In several studies the a

thors identified a close relationship between anticipated pleasure and choice. Consumers 

nt alternatives according to what degree of pleasure that these alternatives 

may arouse. The option with greater average pleasure will be selected. Furthermore they 

found that the stronger the feeling of pleasure the consumer experiences, the more risk 

cision will be (Mellers, 2001).  

Barrena and Sánchez (2009) suggest that because of the difficulty nowadays to differentiate 

products by using technical characteristics such as quality or price, marketers

insight into the way consumers’ purchases are influenced by their pe

nowledge about evoked emotions can in turn be used as a differenti

. With their paper in which they study the consumption of wine 

saturated market - the authors support the idea that emotions do play an 

in consumer choice structures. Given the impact of emotions 

decisions, it appears obvious that product differentiation can occur from an understanding 

of how products evoke emotions (Barrena and Sánchez, 2009). 

Purchase Evaluation Stage 

Emotional responses are fundamental components of consumption experiences (Westbrook, 

1987). Havlena and Holbrook (1986) argued that this applies to any product. Many product

few objective or tangible benefits, while producing many subjective 

or emotional reactions in the consumer (Havlena & Holbrook, 1986). 

motions and satisfaction judgments are evoked in the post-purchase period 

(Holbrook & Hirschman, 1982). Phillips and Baumgartner (2002)

wo components in the post-purchase period are interrelated. Experienced pos

tive as well as negative emotions in consumption influence the perceived overall satisfaction 

of a product (Phillips & Baumgartner, 2002). After consumption consumers compare exp

rienced emotions with anticipated emotions and evaluate their satisfaction (ibid). 
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Some authors conducted studies on particular emotions and their influence on the alterna-

leasure on consumer 

that before making a choice people evaluate the future outcome of their 

emotions they are likely to experience. In several studies the au-

e and choice. Consumers 

degree of pleasure that these alternatives 

may arouse. The option with greater average pleasure will be selected. Furthermore they 

consumer experiences, the more risk 

Barrena and Sánchez (2009) suggest that because of the difficulty nowadays to differentiate 

products by using technical characteristics such as quality or price, marketers could profit 

insight into the way consumers’ purchases are influenced by their per-

nowledge about evoked emotions can in turn be used as a differentiation 

ption of wine -  a homogen-

the authors support the idea that emotions do play an 

in consumer choice structures. Given the impact of emotions on purchase 

from an understanding 

Emotional responses are fundamental components of consumption experiences (Westbrook, 

that this applies to any product. Many product-

few objective or tangible benefits, while producing many subjective 

purchase period of the con-

Phillips and Baumgartner (2002) found 

purchase period are interrelated. Experienced posi-

umption influence the perceived overall satisfaction 

of a product (Phillips & Baumgartner, 2002). After consumption consumers compare expe-

rienced emotions with anticipated emotions and evaluate their satisfaction (ibid).  



 

Westbrook and Oliver (1991) and Ma

sumer behavior place the concept of c

period. Customer satisfaction is a post

purchase selection (ibid). Satisfaction is believed to mediate consumer learning from prior 

experiences and to explain post

mouth and product usage (Westbrook & Oliver, 1991; Mooradian & Olver, 1997). 

However, even if a comparison between

argued to be a major determinant 

many researchers claimed that customer

relative frequencies of positive and negative emotions during the consumption experience 

(Westbrook & Oliver, 1991; Manu & Oliver, 1993).

and Olver (1997) described customer satisfaction as a complex respon

both cognitive and affective components

ly of significant importance.  

Concerning affective components in the post

(2002) proved that emotions experienced in consumpt

product performance. It has also been found that the experience of positive emotions

general leads to an increase in satisfaction, while negative emotions lead to a decrease 

satisfaction (Phillips & Baumgartner, 2002

these consumption-based emotions complement cognitive appraisals and are suitable for 

predicting satisfaction (Westbrook & Oliver, 1991). Satisfaction in turn has a direct impact on 

post-purchase processes as well as 

In terms of predicting post-purchase satisfaction and 

tions joy/satisfaction, anger and sadness 

dies on consumer emotions, Moorandian and Olver (1997) found that overall negative em

tions are more accurate predictors of the 

likelihood to repurchase, Chaudhuri (1997

making process also significantly 

uct. In her study, Chaudhuri found

increased perception of risk. 

Westbrook and Oliver (1991) and Mano (2004) argued that traditional approaches of co

he concept of customer satisfaction at the core of th

satisfaction is a post-purchase evaluative judgment concerning a specific 

d). Satisfaction is believed to mediate consumer learning from prior 

experiences and to explain post-purchase behavior such as complaints, repurchase, word of 

mouth and product usage (Westbrook & Oliver, 1991; Mooradian & Olver, 1997). 

comparison between experienced emotions and anticipated emotions 

determinant for evaluating satisfaction (Phillips & Baumgartner, 2002), 

that customer satisfaction is more complex than a summary of 

frequencies of positive and negative emotions during the consumption experience 

(Westbrook & Oliver, 1991; Manu & Oliver, 1993). Manu and Oliver (1993) and

customer satisfaction as a complex response

oth cognitive and affective components, but agreed that affective components are definit

 

affective components in the post-purchase phase, Phillips and Baumgartner 

(2002) proved that emotions experienced in consumption are particularly derived from 

product performance. It has also been found that the experience of positive emotions

to an increase in satisfaction, while negative emotions lead to a decrease 

satisfaction (Phillips & Baumgartner, 2002). Research has provided findings showing that 

based emotions complement cognitive appraisals and are suitable for 

predicting satisfaction (Westbrook & Oliver, 1991). Satisfaction in turn has a direct impact on 

well as on repeated purchase intentions (Oliver & Swan, 1989). 

purchase satisfaction and behavior, Nyer (1997) found

tions joy/satisfaction, anger and sadness to be the most prominent ones. 

Moorandian and Olver (1997) found that overall negative em

rate predictors of the satisfaction level than positive ones. In terms of 

likelihood to repurchase, Chaudhuri (1997) claimed that negative emotions in the decisio

significantly influence how likely consumers are to repurchase a pro

found that negative emotions in the entire process lead to an 

increased perception of risk. However, in the event of a positive consumpt
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traditional approaches of con-

the core of the post-purchase 

evaluative judgment concerning a specific 

d). Satisfaction is believed to mediate consumer learning from prior 

, repurchase, word of 

mouth and product usage (Westbrook & Oliver, 1991; Mooradian & Olver, 1997).  

nticipated emotions is 

s & Baumgartner, 2002), 

than a summary of 

frequencies of positive and negative emotions during the consumption experience 

Manu and Oliver (1993) and Mooradian 

se which consists of 

that affective components are definite-

purchase phase, Phillips and Baumgartner 

ion are particularly derived from 

product performance. It has also been found that the experience of positive emotions in 

to an increase in satisfaction, while negative emotions lead to a decrease in 

findings showing that 

based emotions complement cognitive appraisals and are suitable for 

predicting satisfaction (Westbrook & Oliver, 1991). Satisfaction in turn has a direct impact on 

purchase intentions (Oliver & Swan, 1989).  

behavior, Nyer (1997) found the emo-

 In one of their stu-

Moorandian and Olver (1997) found that overall negative emo-

than positive ones. In terms of 

that negative emotions in the decision-

how likely consumers are to repurchase a prod-

that negative emotions in the entire process lead to an 

consumption experience 



 

after purchasing, the consumer 

consumer sees an opportunity to decrease the earlier perceived risk (Chaudhuri, 1997). 

When studying emotions being evoked in the post

gues that one has to consider 

tive emotions simultaneously. Westbrook discovered

sions of positive and negative affects and found them

judgments and other post-purchase behavior (Westbrook, 1987

emotions, such as joy or excitement, does therefore not necessarily 

unpleasant emotions such as anger or disgust

 

1.3 Problem Discussion 

The amount and breadth of literature dealing with emotions 

only imply a significant attention given to 

tions on consumer behavior and the different

However, only little research has been conducted on 

pre-purchase as well as the post

time. In addition it has been p

emotions which in turn influence the process in differ

search has been conducted on specific product examples

change and have different impacts on consumers during the decision

most uninvestigated when one particular product or product category is concerned. 

Recent developments on the market place 

sumption which require insights in

wants. With eco-products constituting one

market (Pomaizlová, K., 2009), companies have already seen the potential in offering eco

products and the segment continues to boom. Research has been conducted within the 

fields of green consumerism,

process respectively. However these topics 

This makes it an interesting field for research and a topic of relevance for managers wanting 

to increase the effectiveness of 

after purchasing, the consumer is likely to repurchase and to develop product loyalty

an opportunity to decrease the earlier perceived risk (Chaudhuri, 1997). 

When studying emotions being evoked in the post-purchase process, Westbrook (1987) 

consider that consumers are able to perceive both 

simultaneously. Westbrook discovered the existence of independent dime

ative affects and found them to be directly related to satisfaction 

purchase behavior (Westbrook, 1987). The presence of pleasant 

joy or excitement, does therefore not necessarily guarantee

such as anger or disgust (ibid). 

 

and breadth of literature dealing with emotions in consumer behavior do

attention given to the topic, findings also prove the impact 

and the different stages of the decision-making process

However, only little research has been conducted on investigating effects 

purchase as well as the post-purchase stage of the decision-making process at the same 

. In addition it has been proven that different products are likely to evoke different 

emotions which in turn influence the process in different ways. Nevertheless,

search has been conducted on specific product examples. Moreover the way emotions 

ent impacts on consumers during the decision-making process is a

most uninvestigated when one particular product or product category is concerned. 

the market place shows an increasing interest for ecological co

e insights into how companies can best react to emerging needs and 

products constituting one of the fastest growing segments on the food 

market (Pomaizlová, K., 2009), companies have already seen the potential in offering eco

he segment continues to boom. Research has been conducted within the 

sumerism, emotions in consumption and the buying decision

process respectively. However these topics have rarely been investigated in 

an interesting field for research and a topic of relevance for managers wanting 

to increase the effectiveness of consumers’ emotional experiences. Within the research field 
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develop product loyalty, as the 

an opportunity to decrease the earlier perceived risk (Chaudhuri, 1997).  

Westbrook (1987) ar-

ers are able to perceive both negative and posi-

the existence of independent dimen-

directly related to satisfaction 

The presence of pleasant 

guarantee absence of 

consumer behavior do not 

the impact of emo-

making process.  

 of emotions on the 

making process at the same 

roven that different products are likely to evoke different 

ent ways. Nevertheless, only little re-

Moreover the way emotions 

making process is al-

most uninvestigated when one particular product or product category is concerned.  

an increasing interest for ecological con-

to emerging needs and 

the fastest growing segments on the food 

market (Pomaizlová, K., 2009), companies have already seen the potential in offering eco-

he segment continues to boom. Research has been conducted within the 

and the buying decision-making 

investigated in combination. 

an interesting field for research and a topic of relevance for managers wanting 

ithin the research field 



 

of green consumerism, some studies have attempted to explain why consumers follow t

green trend and look into involved emotions. However, it seems that no study has 

gated in-depth which emotions are evoked when 

eco-products.  

 

1.4 The Purpose of the Study

The study’s purpose is to provide

the decision-making process 

study attempts to concentrate 

post-purchase evaluation stage of the eco

these two stages the study intends not only to name specific emotions, but to discover inte

relations and cognitive backgrounds. 

The purpose leads to the following research question:

• How do consume

of grocery eco-products?

To cover relevant areas involved in this

lar interest: 

• How do emotions influ

alternative evaluation stage?

• And how do emotions influence the consumer 

evaluation stage?

 

1.5 Research Aim  

The study attempts to fulfill sever

scribed above and thereby contribute to the

concentrates on grocery eco-products and aims to explore which emotions are most likely to 

influence the consumer’s decision

because grocery eco-products a

problem-solving decision-making process, the focus of this study lies on insights particularly 

some studies have attempted to explain why consumers follow t

green trend and look into involved emotions. However, it seems that no study has 

depth which emotions are evoked when making a purchase decision and consuming 

of the Study 

is to provide insights concerning how consumers’ emotions influ

making process when buying and consuming ecological grocery 

dy attempts to concentrate on the pre-purchase alternative evaluation stage and the 

age of the eco-consumer’s decision-making process. Within 

the study intends not only to name specific emotions, but to discover inte

relations and cognitive backgrounds.  

purpose leads to the following research question: 

How do consumers’ emotions influence the decision-making process

products? 

ver relevant areas involved in this research question, two sub-questions are of partic

How do emotions influence the consumer in the pre-purchase

aluation stage? 

ow do emotions influence the consumer in the post-purchase

evaluation stage? 

The study attempts to fulfill several aims. Firstly, the study aims to fill the research gap d

contribute to the existing academic knowledge body. The study 

products and aims to explore which emotions are most likely to 

influence the consumer’s decision-making process. Due to the limited time frame, but 

ts are low-involvement products and characterized by a limited 

making process, the focus of this study lies on insights particularly 
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some studies have attempted to explain why consumers follow the 

green trend and look into involved emotions. However, it seems that no study has investi-

a purchase decision and consuming 

emotions influence 

ecological grocery products. The 

purchase alternative evaluation stage and the 

making process. Within 

the study intends not only to name specific emotions, but to discover inter-

making process 

questions are of particu-

purchase  

purchase  

the study aims to fill the research gap de-

existing academic knowledge body. The study 

products and aims to explore which emotions are most likely to 

making process. Due to the limited time frame, but also 

characterized by a limited 

making process, the focus of this study lies on insights particularly 



 

concerning the pre-purchase evaluation of alternatives and the post

stages. Moreover these stages appear to be most relevant and interesting. Overall it 

not only aim to name specific emotions, but also to explain their backgrounds and interrel

tions and to compare the evoked emotions on both stages. Obtaining new insights about 

these aspects allow the development of new theory and thus con

ledge.  

From a practical point of view it can be said that by better understanding which emotions 

are evoked when buying and consuming eco

them, it ought to be easier for marketers to tailor their marketing efforts more precisely in 

order to reach the target audience in the best way. The gained knowledge should be of i

terest to marketers when designing for example campaigns and p

products.  

  

purchase evaluation of alternatives and the post-purchase evaluation 

er these stages appear to be most relevant and interesting. Overall it 

to name specific emotions, but also to explain their backgrounds and interrel

tions and to compare the evoked emotions on both stages. Obtaining new insights about 

se aspects allow the development of new theory and thus contributions

From a practical point of view it can be said that by better understanding which emotions 

are evoked when buying and consuming eco-products and also what is actua

them, it ought to be easier for marketers to tailor their marketing efforts more precisely in 

order to reach the target audience in the best way. The gained knowledge should be of i

terest to marketers when designing for example campaigns and packaging of grocery eco
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er these stages appear to be most relevant and interesting. Overall it does 

to name specific emotions, but also to explain their backgrounds and interrela-

tions and to compare the evoked emotions on both stages. Obtaining new insights about 

tributions to existing know-

From a practical point of view it can be said that by better understanding which emotions 

products and also what is actually causing 

them, it ought to be easier for marketers to tailor their marketing efforts more precisely in 

order to reach the target audience in the best way. The gained knowledge should be of in-

ackaging of grocery eco-



 

2 Theoretical Foundation

This chapter presents theories which are relevant for the purpose of this study and which are 

needed to analyze the empirical material. 

influence the decision-making process in an eco

are gathered from the fields of psychology and consumer behavior. In order to pr

depth understanding of the psychol

ance, previous research withi

cussed and existing scales are presented which are 

consumption situations in particu

 

2.1 The Importance of Consumer Behavio

Consumer behavior can be attributed generally to three classic influences. First of all the 

particular characteristics of the individual consumer, including among others personality, 

attitudes and needs influence the individual´s behavior. Also his/her 

ment, including elements such as culture, family and peer groups, plays an important rol

The third major influence is the inherited genetics that constitute the biological makeup of 

the individual (Chaudhuri, 2006). Next to these three

affect the consumer´s emotional and rational responses through external stimuli such as 

marketing (ibid).  

The fact that marketing is able to influence consumer behavior gains special relevance when 

considering that the importance of consumption in all fields of society is steadily increasing. 

Nowadays consumption is crucial in our social, psychological, economic, political 

lives (Solomon et al., 2007). As a consequence knowledge about consumer behavi

comes essential for marketers to create successful marketing plans that have the ability to 

influence the consumers´ responses to their advantage. Furthermore it is crucial for every 

company to satisfy consumers´ needs in a more effective way than the

der to survive and succeed in the market place (ibid). 
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presents theories which are relevant for the purpose of this study and which are 

needed to analyze the empirical material. As the study attempts to investigate how emotions 

making process in an eco-product consumption con

thered from the fields of psychology and consumer behavior. In order to pr

depth understanding of the psychology concept Cognitive Appraisals, its content and r

in this field is presented. Lastly the nature of emotions is di

are presented which are used to measure them

sumption situations in particular. 

The Importance of Consumer Behavior  

behavior can be attributed generally to three classic influences. First of all the 

particular characteristics of the individual consumer, including among others personality, 

attitudes and needs influence the individual´s behavior. Also his/her surrounding enviro

such as culture, family and peer groups, plays an important rol

the inherited genetics that constitute the biological makeup of 

the individual (Chaudhuri, 2006). Next to these three classic influences, it is also possible to 

affect the consumer´s emotional and rational responses through external stimuli such as 

The fact that marketing is able to influence consumer behavior gains special relevance when 

hat the importance of consumption in all fields of society is steadily increasing. 

Nowadays consumption is crucial in our social, psychological, economic, political 

lives (Solomon et al., 2007). As a consequence knowledge about consumer behavi

comes essential for marketers to create successful marketing plans that have the ability to 

influence the consumers´ responses to their advantage. Furthermore it is crucial for every 

company to satisfy consumers´ needs in a more effective way than their competitors in o

der to survive and succeed in the market place (ibid).  
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thered from the fields of psychology and consumer behavior. In order to provide an in-
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particular characteristics of the individual consumer, including among others personality, 
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such as culture, family and peer groups, plays an important role. 
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classic influences, it is also possible to 

affect the consumer´s emotional and rational responses through external stimuli such as 

The fact that marketing is able to influence consumer behavior gains special relevance when 

hat the importance of consumption in all fields of society is steadily increasing. 

Nowadays consumption is crucial in our social, psychological, economic, political and cultural 

lives (Solomon et al., 2007). As a consequence knowledge about consumer behavior be-

comes essential for marketers to create successful marketing plans that have the ability to 

influence the consumers´ responses to their advantage. Furthermore it is crucial for every 

ir competitors in or-



 

2.2 The Consumer Decision

Figure 1: Model depicting the Consumer Decision

 

In existing theory the consumer decis

ing process. Originally based on John Dewey´s work from 1910, many authors have deve

oped variations of his five-step problem

making a purchase decision (Nordf

One of the most known and popular conceptualization

model by Engel, Kollat and Blackwell. These authors define the model as “a thoughtful and 

consistent action to achieve need satisfaction” (Nordfält, 2005). T

tive approach include need recognition, search, pre

chase and post-purchase evaluation

The starting point of the process is 

external stimuli or solely by motive, without any external influence (Engel et al., 1978). The 

consumer recognizes a significant difference between his actual state, meaning what he cu

rently possesses or embodies and his idea

body. The difference can be evoked by either a downturn of the actual state or an upturn of 

the ideal state. Accordingly this can involve a need recognition or an opportunity recogn

tion. Although these discrepancies can occur naturally and depend on social changes in the 

consumer´s life, very often the need for buying a new product is created by marketing e

forts (Solomon et al., 2006). However not every time a consumer perceives a difference b

tween actual and ideal state a need or problem is recognized. Behavior requires a certain 

minimum level of discrepancy in order to be activated (Engel et al., 1978).

After recognizing a problem and/or a

or her environment for appropriate data to make a reasonable decision” (Solomon et al., 

2006, p.276). The process of information search

Need 

Recognition
Search

Consumer Decision-Making Process 

Figure 1: Model depicting the Consumer Decision-Making Process (on basis of Nordfält, 2005, p.16)

In existing theory the consumer decision-making process is often viewed as a problem sol

ing process. Originally based on John Dewey´s work from 1910, many authors have deve

step problem-solving process a consumer goes through when 

making a purchase decision (Nordfält, 2005).  

One of the most known and popular conceptualizations is the five-step problem

model by Engel, Kollat and Blackwell. These authors define the model as “a thoughtful and 

consistent action to achieve need satisfaction” (Nordfält, 2005). The five steps of this cogn

need recognition, search, pre-purchase alternative evaluation, pu

purchase evaluation. Below each step will be discussed further. 

The starting point of the process is a need or problem recognition, activated by either an 

external stimuli or solely by motive, without any external influence (Engel et al., 1978). The 

consumer recognizes a significant difference between his actual state, meaning what he cu

rently possesses or embodies and his ideal state, meaning what he desires to possess or e

body. The difference can be evoked by either a downturn of the actual state or an upturn of 

the ideal state. Accordingly this can involve a need recognition or an opportunity recogn

repancies can occur naturally and depend on social changes in the 

consumer´s life, very often the need for buying a new product is created by marketing e

forts (Solomon et al., 2006). However not every time a consumer perceives a difference b

and ideal state a need or problem is recognized. Behavior requires a certain 

minimum level of discrepancy in order to be activated (Engel et al., 1978).

a problem and/or a need for making a purchase, the consumer “surveys his 

onment for appropriate data to make a reasonable decision” (Solomon et al., 

information search takes place internally as well as externally. 
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ing process. Originally based on John Dewey´s work from 1910, many authors have devel-
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model by Engel, Kollat and Blackwell. These authors define the model as “a thoughtful and 
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. Below each step will be discussed further.  

activated by either an 

external stimuli or solely by motive, without any external influence (Engel et al., 1978). The 

consumer recognizes a significant difference between his actual state, meaning what he cur-

l state, meaning what he desires to possess or em-

body. The difference can be evoked by either a downturn of the actual state or an upturn of 

the ideal state. Accordingly this can involve a need recognition or an opportunity recogni-

repancies can occur naturally and depend on social changes in the 

consumer´s life, very often the need for buying a new product is created by marketing ef-

forts (Solomon et al., 2006). However not every time a consumer perceives a difference be-

and ideal state a need or problem is recognized. Behavior requires a certain 

 

a purchase, the consumer “surveys his 

onment for appropriate data to make a reasonable decision” (Solomon et al., 

takes place internally as well as externally. 

Post-

Purchase 

Evaluation



 

First of all the consumer draws back on own knowledge and experience in order to gathe

relevant information he can base his decision on. If internal search turns out not to be suff

cient an external search is activated (Engel et al., 1978). These external powers offer add

tional insights and therefore further forward the purchase decis

aspects can be among others advertising and peer 

the search for information is continued and how extensive it is implemented depends on 

each consumer and his willingness to spend time and energy

1978).  

The evaluation of alternatives

process. According to Engel et al. (1978) all the information and thereof resulted experiences 

gathered during the previous sta

and beliefs (the link between product and evaluative criteria). Because the consumer is not 

able to take all alternatives into consideration that exist on the market and evaluate them, it 

is necessary to distinguish between three different sets 

the inept set. The evoked set is the most relevant one as it includes the alternatives that are 

actively considered in the consumer´s evaluation process. Most often this se

very small number of products. Alternatives the consumer is aware of but does not take into 

consideration to buy are part of the inert set. Finally the inept set includes all the altern

tives that the consumer does not even know about (So

consumer has to simplify the whole evaluation process a lot in order to be able to make a 

final decision. This decision is then based on the information gathered during the previous 

step, including internal as well as ex

brands. As Solomon et al. (2006, p. 277) state “the decision rules guiding choice can range 

from very simple and quick strategies to complicated processes requiring much attention 

and cognitive processing”.  

When the consumer has decided about one product out of the alternatives included in the 

evoked set, it is most likely that the 

factors that could lead to not buying the product. This can be for in

cumstances such as the sudden necessity of purchasing another product (Runia et al., 2005). 

It is important to consider that the decision

purchase of the product. Satisfaction or dissat

First of all the consumer draws back on own knowledge and experience in order to gathe

relevant information he can base his decision on. If internal search turns out not to be suff

external search is activated (Engel et al., 1978). These external powers offer add

tional insights and therefore further forward the purchase decision-making process. These 

can be among others advertising and peer groups (Solomon et al., 2006). 

the search for information is continued and how extensive it is implemented depends on 

each consumer and his willingness to spend time and energy on the process (Engel et al., 

evaluation of alternatives is the next crucial stage of the five-step decision

process. According to Engel et al. (1978) all the information and thereof resulted experiences 

gathered during the previous stage now enter the memory and affect the evaluative criteria 

and beliefs (the link between product and evaluative criteria). Because the consumer is not 

able to take all alternatives into consideration that exist on the market and evaluate them, it 

ary to distinguish between three different sets – the evoked set, the inert set and 

the inept set. The evoked set is the most relevant one as it includes the alternatives that are 

actively considered in the consumer´s evaluation process. Most often this se

very small number of products. Alternatives the consumer is aware of but does not take into 

consideration to buy are part of the inert set. Finally the inept set includes all the altern

the consumer does not even know about (Solomon et al., 2006). In general the 

consumer has to simplify the whole evaluation process a lot in order to be able to make a 

final decision. This decision is then based on the information gathered during the previous 

step, including internal as well as external information, and beliefs about the products or 

brands. As Solomon et al. (2006, p. 277) state “the decision rules guiding choice can range 

from very simple and quick strategies to complicated processes requiring much attention 

When the consumer has decided about one product out of the alternatives included in the 

evoked set, it is most likely that the purchase will be implemented. However there are still 

factors that could lead to not buying the product. This can be for instance unexpected ci

cumstances such as the sudden necessity of purchasing another product (Runia et al., 2005). 

It is important to consider that the decision-making process is not finished with the ultimate 

purchase of the product. Satisfaction or dissatisfaction appears when the product is in use, in 
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First of all the consumer draws back on own knowledge and experience in order to gather 

relevant information he can base his decision on. If internal search turns out not to be suffi-

external search is activated (Engel et al., 1978). These external powers offer addi-
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and beliefs (the link between product and evaluative criteria). Because the consumer is not 
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the evoked set, the inert set and 

the inept set. The evoked set is the most relevant one as it includes the alternatives that are 

actively considered in the consumer´s evaluation process. Most often this set only includes a 

very small number of products. Alternatives the consumer is aware of but does not take into 

consideration to buy are part of the inert set. Finally the inept set includes all the alterna-
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consumer has to simplify the whole evaluation process a lot in order to be able to make a 

final decision. This decision is then based on the information gathered during the previous 

ternal information, and beliefs about the products or 

brands. As Solomon et al. (2006, p. 277) state “the decision rules guiding choice can range 
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will be implemented. However there are still 

stance unexpected cir-

cumstances such as the sudden necessity of purchasing another product (Runia et al., 2005).  

making process is not finished with the ultimate 
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the so called post-purchase evaluation

mated since it decides the probability of repurchase and in the best case loyalty to the pro

uct or brand. If the product fulfil

chance to buy the product again is very high. Is the consumer dissatisfied because he e

pected more or something different from the product, he might regret the purchase and not 

take into consideration to buy 

Although this five-step decision

literature and is often used as a starting point when explaining consumer decision

has been repeatedly questioned for its applicability in daily

of fast moving consumer goods. Authors claim that many purchases are habitual and include 

only a low involvement of the consumer. Thus they doubt that consumers always pass 

through all the steps in those specific situations (Nordfält, 2005). 

Kurtz et al. (2009) therefore classify the consumer problem

response behavior, limited problem solving and extended problem solving, in order to make 

it applicable for a wider product range. The factors influencing the problem

are price, level of involvement, number of brands, frequency of purchase and the customer´s 

perceived risk (Kurtz et al., 2009). 

The routinized response behavior

simply makes a habitual purchase such as choosing a preferred brand. The choice is based on 

already set evaluative criteria and previously identified available options (Kurtz et al., 2009). 

This process is mostly implemented when the frequency of purchasing a particular product is 

high. The information search within this process is implemented only very limited, since the 

consumer does not take external information into consideration (ibid).

Extended problem solving is the opposite as it requires high involvement of the consumer 

and includes an extensive information search. The consumer has to understand the product 

features of all alternatives in order to be able to compare and evaluate them. It is impl

mented mostly when brands or products are difficult to categorize or when the purchase 

requires a high investment (Kurtz et al., 2009).

Particularly relevant for this thesis is the process of 

medium level of involvement an

purchase evaluation. This stage is crucial and should not be underest

he probability of repurchase and in the best case loyalty to the pro

uct fulfills the consumer´s expectations or even exceeds them the 

chance to buy the product again is very high. Is the consumer dissatisfied because he e

pected more or something different from the product, he might regret the purchase and not 

nsideration to buy it again (Runia et al., 2005). 

step decision-making process has been frequently referred to in existing 

literature and is often used as a starting point when explaining consumer decision

questioned for its applicability in daily-life situations, especially in terms 

of fast moving consumer goods. Authors claim that many purchases are habitual and include 

only a low involvement of the consumer. Thus they doubt that consumers always pass 

ugh all the steps in those specific situations (Nordfält, 2005).  

Kurtz et al. (2009) therefore classify the consumer problem-solving processes into routinized 

response behavior, limited problem solving and extended problem solving, in order to make 

licable for a wider product range. The factors influencing the problem

are price, level of involvement, number of brands, frequency of purchase and the customer´s 

perceived risk (Kurtz et al., 2009).  

routinized response behavior is an extremely low-involvement process. The consumer 

simply makes a habitual purchase such as choosing a preferred brand. The choice is based on 

already set evaluative criteria and previously identified available options (Kurtz et al., 2009). 

ostly implemented when the frequency of purchasing a particular product is 

high. The information search within this process is implemented only very limited, since the 

consumer does not take external information into consideration (ibid). 

is the opposite as it requires high involvement of the consumer 

and includes an extensive information search. The consumer has to understand the product 

features of all alternatives in order to be able to compare and evaluate them. It is impl

d mostly when brands or products are difficult to categorize or when the purchase 

requires a high investment (Kurtz et al., 2009). 
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simply makes a habitual purchase such as choosing a preferred brand. The choice is based on 

already set evaluative criteria and previously identified available options (Kurtz et al., 2009). 

ostly implemented when the frequency of purchasing a particular product is 

high. The information search within this process is implemented only very limited, since the 

is the opposite as it requires high involvement of the consumer 

and includes an extensive information search. The consumer has to understand the product 

features of all alternatives in order to be able to compare and evaluate them. It is imple-

d mostly when brands or products are difficult to categorize or when the purchase 

limited problem solving. It requires a 

d can be viewed as being halfway between routinized re-



 

sponse behavior and extended problem solving. Similar to the routinized response behavior 

the consumer has previously set evaluative criteria for a specific purchase. However when a 

new brand or product enters the consumer´s evoked set of considered alternatives those 

criteria have to be used to assess this new potential purchase (Kurtz et al., 2009). The effort 

spent on this buying situation concerning time investment and external information search is 

of moderate amount. It is furthermore affected by the number of evaluative criteria and 

brands, the extent of external search and the process of determining preferences (ibid).

 

2.3 The Nature of Emotions

The nature of emotions has been defined in manifold

chez (2009, p. 1004) “the term emotion is used to refer to a preparatory mind

from cognitive patterns learned from events or thoughts, usually accompanied by a psych

logical process and manifested physically

personal, temporal and mixed. By way of explanation, the

tain product, can evoke different emotional states in different individuals. In addition a st

mulus does not evoke the same emotional response in one individual in every point in time, 

and can also lead to more than one emotion simultaneously (Barrena & Sánchez, 2009). 

Also Bagozzi et al. (1999) define emotions as mental states of readiness that “arise from 

cognitive appraisals or events or thoughts”. However they add the affective nature of em

tions when claiming that emotions are often expressed physically for instance via gestures 

and lead to specific action in order to cope with the mental state (Bagozzi et al., 199

Moreover these authors classify emotions, next to moods and attitudes, as one part of the 

term affect.  

Laros and Steenkamp (2005) 

general dimensions such as positive and negative affect

emotions, and furthermore specific emotions. 

tions or emotion words in particular, are either negative or positive (Laros & Steenkamp, 

2005). 

However these definitions give only a bri

trying to provide deeper insight

sponse behavior and extended problem solving. Similar to the routinized response behavior 

the consumer has previously set evaluative criteria for a specific purchase. However when a 

enters the consumer´s evoked set of considered alternatives those 

criteria have to be used to assess this new potential purchase (Kurtz et al., 2009). The effort 

spent on this buying situation concerning time investment and external information search is 

of moderate amount. It is furthermore affected by the number of evaluative criteria and 

brands, the extent of external search and the process of determining preferences (ibid).

The Nature of Emotions 

The nature of emotions has been defined in manifold ways. According to Barrena and Sá

chez (2009, p. 1004) “the term emotion is used to refer to a preparatory mind

from cognitive patterns learned from events or thoughts, usually accompanied by a psych

logical process and manifested physically”. Furthermore the authors claim that emotions are 

mixed. By way of explanation, the same stimulus, for example a ce

can evoke different emotional states in different individuals. In addition a st

he same emotional response in one individual in every point in time, 

and can also lead to more than one emotion simultaneously (Barrena & Sánchez, 2009). 

Also Bagozzi et al. (1999) define emotions as mental states of readiness that “arise from 

ppraisals or events or thoughts”. However they add the affective nature of em

tions when claiming that emotions are often expressed physically for instance via gestures 

and lead to specific action in order to cope with the mental state (Bagozzi et al., 199

Moreover these authors classify emotions, next to moods and attitudes, as one part of the 

) discuss two levels of emotions; emotions conceptualized as 

general dimensions such as positive and negative affects, which relates to

emotions, and furthermore specific emotions. Furthermore the authors argue that all 

or emotion words in particular, are either negative or positive (Laros & Steenkamp, 

However these definitions give only a brief overview of numerous different explanations 

deeper insights into the actual nature of emotions. When reviewing exis
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sponse behavior and extended problem solving. Similar to the routinized response behavior 

the consumer has previously set evaluative criteria for a specific purchase. However when a 

enters the consumer´s evoked set of considered alternatives those 

criteria have to be used to assess this new potential purchase (Kurtz et al., 2009). The effort 

spent on this buying situation concerning time investment and external information search is 

of moderate amount. It is furthermore affected by the number of evaluative criteria and 

brands, the extent of external search and the process of determining preferences (ibid). 

ways. According to Barrena and Sán-

chez (2009, p. 1004) “the term emotion is used to refer to a preparatory mind-set resulting 

from cognitive patterns learned from events or thoughts, usually accompanied by a psycho-

”. Furthermore the authors claim that emotions are 

, for example a cer-

can evoke different emotional states in different individuals. In addition a sti-

he same emotional response in one individual in every point in time, 

and can also lead to more than one emotion simultaneously (Barrena & Sánchez, 2009).  

Also Bagozzi et al. (1999) define emotions as mental states of readiness that “arise from 

ppraisals or events or thoughts”. However they add the affective nature of emo-

tions when claiming that emotions are often expressed physically for instance via gestures 

and lead to specific action in order to cope with the mental state (Bagozzi et al., 1999). 

Moreover these authors classify emotions, next to moods and attitudes, as one part of the 

two levels of emotions; emotions conceptualized as 

relates to Bagozzi´s view on 

the authors argue that all emo-

or emotion words in particular, are either negative or positive (Laros & Steenkamp, 

ef overview of numerous different explanations 

into the actual nature of emotions. When reviewing exist-



 

ing definitions it turns out that they are partly overlapping, but show in general only little 

consistency and sometimes do not clarify explicitly what emotions actually are (Richins, 

1997). This makes it necessary to choose one definition or framework to function as basis for 

future research.  

There is one framework explaining the characteristics of emotions in a clear an

which has gained acceptance among researchers. It was established by Ortony, Clore and 

Foss in 1987. These authors claim that “an emotion is a valenced affective reaction to pe

ceptions of situations” (1987, cited in Richins, 1997). Again the

emotion is undertaken. Ortony et al. state that a differentiation between both has to be 

made, although the terms are often used synonymously. It is emphasized that all emotions 

are affective, but not all affective conditions a

broader concept, whereas emotions are more specific. 

This precision is one of the main strengths of 

excludes certain terms and descriptors that make ot

cise. First of all, subjective evaluations such as “attractive” and “horrible” are excluded. 

These terms describe reactions or opinions rather than psychological or physical states of a 

person (Ortony et al., 1987). In addition the auth

and “thirsty” among emotions as they belong to the non

sion refers to non-valenced cognitions including among others surprise and interest (Richins, 

1997).  

It becomes clear that the focus

also on naming emotions. They claim that emotions are not a linguistic phenomenon.

ever language is the most convenient access we have to mental states (Ortony et al., 1987). 

This matter of fact becomes particularly important when trying to measure emotions and 

their effect on consumer behavior. 
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s do not clarify explicitly what emotions actually are (Richins, 

1997). This makes it necessary to choose one definition or framework to function as basis for 

ne framework explaining the characteristics of emotions in a clear an

gained acceptance among researchers. It was established by Ortony, Clore and 

Foss in 1987. These authors claim that “an emotion is a valenced affective reaction to pe

ceptions of situations” (1987, cited in Richins, 1997). Again the discussion about affect and 

emotion is undertaken. Ortony et al. state that a differentiation between both has to be 

made, although the terms are often used synonymously. It is emphasized that all emotions 

are affective, but not all affective conditions are emotions. The term affect describes a 

broader concept, whereas emotions are more specific.  

This precision is one of the main strengths of this framework. It is highly narrowed down and 

excludes certain terms and descriptors that make other definitions more vague and im

First of all, subjective evaluations such as “attractive” and “horrible” are excluded. 

terms describe reactions or opinions rather than psychological or physical states of a 

person (Ortony et al., 1987). In addition the authors do not rate bodily states such as “tired” 

and “thirsty” among emotions as they belong to the non-mental conditions. The third excl

valenced cognitions including among others surprise and interest (Richins, 

focus of Ortony et al. is not only the nature of emotions 

They claim that emotions are not a linguistic phenomenon.

language is the most convenient access we have to mental states (Ortony et al., 1987). 

his matter of fact becomes particularly important when trying to measure emotions and 

their effect on consumer behavior.  
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ing definitions it turns out that they are partly overlapping, but show in general only little 

s do not clarify explicitly what emotions actually are (Richins, 

1997). This makes it necessary to choose one definition or framework to function as basis for 

ne framework explaining the characteristics of emotions in a clear and precise way 

gained acceptance among researchers. It was established by Ortony, Clore and 

Foss in 1987. These authors claim that “an emotion is a valenced affective reaction to per-

discussion about affect and 

emotion is undertaken. Ortony et al. state that a differentiation between both has to be 

made, although the terms are often used synonymously. It is emphasized that all emotions 

re emotions. The term affect describes a 

framework. It is highly narrowed down and 

more vague and impre-

First of all, subjective evaluations such as “attractive” and “horrible” are excluded. 

terms describe reactions or opinions rather than psychological or physical states of a 

ors do not rate bodily states such as “tired” 

mental conditions. The third exclu-

valenced cognitions including among others surprise and interest (Richins, 

the nature of emotions itself, but 

They claim that emotions are not a linguistic phenomenon. How-

language is the most convenient access we have to mental states (Ortony et al., 1987). 

his matter of fact becomes particularly important when trying to measure emotions and 



 

2.4 The Challenge of Measuring Emotions

When measuring emotions in order to investigate their effect on for instance consumer b

havior, but also every other conceivable domain, it is necessary to categorize or classify the 

emotions (Richins, 1997). Seeing the previously discussed numerous and partly inconsistent 

definitions and explanations of the term emotion, this is not an easy tas

Turner (1990, cited in Laros & Steenkamp, 2005) have shown that 14 different emotion 

theorists suggested 14 different sets of basic emotions. However Laros and Steenkamp 

(2005, p. 1440) have found certain 

example emotion words such as fear, sadness and happiness are included in almost every 

set, whereas terms like forlorn or zeal appear only infrequen

the amount of negative emotion words outweighs th

Among the numerous emotion sets there are a few outstanding ones that have been fr

quently used in research and gained acceptance during the last decades. One certainly well

known and popular way of measurement is the PAD (Pleasure

Mehrabian and Russel from 1974 (Richins, 1997). This scale was established in order to 

measure emotional responses to environmental stimuli and therefore has been frequently 

used to investigate consumers´ in

items, six each for pleasure, arousal and dominance. However the PAD measurement is not 

construed in order to incorporate specific emotions and does not cover the whole domain of 

emotional experiences either. Therefore thi

investigate dimensions that underlie

tions individuals experience in particular situations (Richins, 1997).

Two researchers famous for taking a biological

Izard. Plutchik identified eight basic or primary emotions that are supposed to be of impo

tance in the struggle for survival and can also be 

explored emotions in a surviv

(Chamberlain & Broderick, 2007). In her Differential Emotions Scale (DES) ten emo

included that are supposed to be universally recognisable in distinctive facial expressions 

(ibid). However the reliance on basic emotions has been criticized among researchers such 

as Ortony and Turner. These authors state that “there is no coherent nontrivial notion of 

Measuring Emotions 

When measuring emotions in order to investigate their effect on for instance consumer b

ior, but also every other conceivable domain, it is necessary to categorize or classify the 

emotions (Richins, 1997). Seeing the previously discussed numerous and partly inconsistent 

definitions and explanations of the term emotion, this is not an easy task to do. Ortony and 

Turner (1990, cited in Laros & Steenkamp, 2005) have shown that 14 different emotion 

theorists suggested 14 different sets of basic emotions. However Laros and Steenkamp 

found certain congruencies in the various sets. They conclude

example emotion words such as fear, sadness and happiness are included in almost every 

set, whereas terms like forlorn or zeal appear only infrequently. Furthermore they claim

the amount of negative emotion words outweighs the positive ones (ibid).

Among the numerous emotion sets there are a few outstanding ones that have been fr

quently used in research and gained acceptance during the last decades. One certainly well

known and popular way of measurement is the PAD (Pleasure-Arousal-Dominance) scale by 

Mehrabian and Russel from 1974 (Richins, 1997). This scale was established in order to 

measure emotional responses to environmental stimuli and therefore has been frequently 

used to investigate consumers´ in-store behavior and store environments. It contains 18 

items, six each for pleasure, arousal and dominance. However the PAD measurement is not 

construed in order to incorporate specific emotions and does not cover the whole domain of 

emotional experiences either. Therefore this specific scale is most suitable if one tries to 

that underlie emotional states, rather than measuring specific em

tions individuals experience in particular situations (Richins, 1997). 

Two researchers famous for taking a biological perspective on emotions are Plutchik and 

identified eight basic or primary emotions that are supposed to be of impo

tance in the struggle for survival and can also be identified in the animal world

survival setting by focusing on the role of facial muscle responses 

(Chamberlain & Broderick, 2007). In her Differential Emotions Scale (DES) ten emo

ed that are supposed to be universally recognisable in distinctive facial expressions 

ever the reliance on basic emotions has been criticized among researchers such 

as Ortony and Turner. These authors state that “there is no coherent nontrivial notion of 
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basic emotions as the elementary psychological primitives in terms of which other emoti

can be explained” (Richins, 1997

One researcher who has investigated in particular consumption emotions is 

Although studies on reactions to advertisement and consumer satisfaction had already been 

conducted, Richins saw a need 

these are assumed to be more complex in nature and differ from emotions in

(Chamberlain & Broderick, 2007). Consumption emotions are for instance not likely to be 

experienced in such an extreme intensity as it would be the case in intimate personal rel

tionships (Richins, 1997). Therefore the so called CES (Consumption Emotions Set) was d

veloped in order to assess a range of emotions frequently experienced in consumption situ

tions. It is important to mention that the term consumption in the context of the CES i

cludes anticipatory consumption, product acquisition as well as post

and use of the product (ibid). As basis for the identified 20 emotion clusters Orton

definition of emotional terms was used (Chamberlain & Br

CES is of particular interest since

and measure consumption emotions within the context of 

2009). 

 

2.5 The Cognitive Appraisal

2.5.1 Evaluating the Approach within the Context of this Study

For the purpose of studying emotions

evolved in previous research; t

cognitive appraisals approach. 

Watson and Spence (2007) argue for the relevance of the 

highlight the shortcomings of the other

As its name implies, the categories approach groups emotions into categories based on their 

similarities. A well-known scholar in this field is

ries of emotions. However this approach

specific emotions nor the differences among the grouped emotions and is therefore of l

mited help in explaining when an emotion is experienced

basic emotions as the elementary psychological primitives in terms of which other emoti

can be explained” (Richins, 1997, p.128).  

One researcher who has investigated in particular consumption emotions is 

Although studies on reactions to advertisement and consumer satisfaction had already been 

conducted, Richins saw a need in exploring specifically consumption related emotions since 

these are assumed to be more complex in nature and differ from emotions in

(Chamberlain & Broderick, 2007). Consumption emotions are for instance not likely to be 

extreme intensity as it would be the case in intimate personal rel

tionships (Richins, 1997). Therefore the so called CES (Consumption Emotions Set) was d

veloped in order to assess a range of emotions frequently experienced in consumption situ

. It is important to mention that the term consumption in the context of the CES i

cludes anticipatory consumption, product acquisition as well as post-purchase possession 

and use of the product (ibid). As basis for the identified 20 emotion clusters Orton

definition of emotional terms was used (Chamberlain & Broderick, 2007). Furthermore the 

CES is of particular interest since it is the only scale that has been used so far to 

and measure consumption emotions within the context of food items (Barrena & Sánchez, 

The Cognitive Appraisals Approach 

Evaluating the Approach within the Context of this Study 

For the purpose of studying emotions within the area of marketing, three approaches have 

evolved in previous research; the categories approach, the dimensions approach and the 

cognitive appraisals approach. Even if all these approaches aim to study emotions in

Watson and Spence (2007) argue for the relevance of the cognitive appraisals

tcomings of the others.  

As its name implies, the categories approach groups emotions into categories based on their 

known scholar in this field is again Plutchik who introduced eight categ

ries of emotions. However this approach does neither attempt to determine the causes of 

specific emotions nor the differences among the grouped emotions and is therefore of l

g when an emotion is experienced (Watson & Spence, 2007)
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basic emotions as the elementary psychological primitives in terms of which other emotions 

One researcher who has investigated in particular consumption emotions is M. L. Richins. 

Although studies on reactions to advertisement and consumer satisfaction had already been 

in exploring specifically consumption related emotions since 

these are assumed to be more complex in nature and differ from emotions in other contexts 

(Chamberlain & Broderick, 2007). Consumption emotions are for instance not likely to be 

extreme intensity as it would be the case in intimate personal rela-

tionships (Richins, 1997). Therefore the so called CES (Consumption Emotions Set) was de-

veloped in order to assess a range of emotions frequently experienced in consumption situa-

. It is important to mention that the term consumption in the context of the CES in-

purchase possession 

and use of the product (ibid). As basis for the identified 20 emotion clusters Ortony´s et al. 

oderick, 2007). Furthermore the 

it is the only scale that has been used so far to investigate 

items (Barrena & Sánchez, 

within the area of marketing, three approaches have 

he categories approach, the dimensions approach and the 

Even if all these approaches aim to study emotions in-depth, 

cognitive appraisals approach and 

As its name implies, the categories approach groups emotions into categories based on their 

Plutchik who introduced eight catego-

attempt to determine the causes of 

specific emotions nor the differences among the grouped emotions and is therefore of li-

(Watson & Spence, 2007).  



 

The dimensions approach investigates emotion

levels of valence and arousal. It has been a popular approach as the dimensions describe 

inherent emotional states, meaning qualities that all feelings have. The approach is however 

also limited in explaining which emotions are felt by a consumer and additionally fails in di

tinguishing emotions that have similar valence and arousal levels (Watson & Spence, 2007)

The third approach on studying emotions is

considers the cognitive origin of emotions (Soscia, 2007). Its purpose is to give an explan

tion of how emotions’ underlying motivational and evaluative aspects influence the co

sumption behavior. Furthermore this approach offers a way to explain how a multitude of 

emotions are evoked and how they lead to different behavioral responses, including situ

tions where the emotions’ valence and arousal levels are similar. 

Johnson and Stewart (2005) regard the CAA as “an especially relevant approach for unde

standing the emotional responses of consumers in the marketplace” (Johnson & Stewart,

2005 in Watson & Spence, 2007). This statement 

suggest that the CAA offers a more holistic explanation of consumers’ behavioral responses 

to emotions than the aforementioned approaches do. Moreover the authors claim that the 

CAA allows to investigate in-depth

terpret an identical situation differently depending on what emotional states are evok

(Bagozzi et al., 1999). However

cannot be covered completely by the appraisal theory. Some emotion names refer primarily 

to object components and are therefore not caused by appraisals. This 

stance on jealousy (Buunk & Bringle, 1987 cited in Frijda et al., 1989).

Cognitive appraisals are defined as “the interpretations and meanings that we attach to se

sory stimuli” (Passer & Smith, 2007). Therefore appraisals can be distin

sions used in the previously introduced dimensions

characteristics of events that together cause particular emotions, while dimensions are inh

rent aspects of the emotions evoked (Watson & Spence, 2

(1985) frame the CCA theory more specifically

ciated with the organism’s appraisal of its environment along several cognitive dimensions”. 

The different emotions evoked among individual

The dimensions approach investigates emotions by differentiating them according to their 

levels of valence and arousal. It has been a popular approach as the dimensions describe 

inherent emotional states, meaning qualities that all feelings have. The approach is however 

ich emotions are felt by a consumer and additionally fails in di

tinguishing emotions that have similar valence and arousal levels (Watson & Spence, 2007)

The third approach on studying emotions is the cognitive appraisals approach (CAA) that 

e cognitive origin of emotions (Soscia, 2007). Its purpose is to give an explan

tion of how emotions’ underlying motivational and evaluative aspects influence the co

sumption behavior. Furthermore this approach offers a way to explain how a multitude of 

otions are evoked and how they lead to different behavioral responses, including situ

tions where the emotions’ valence and arousal levels are similar.  

Johnson and Stewart (2005) regard the CAA as “an especially relevant approach for unde

tional responses of consumers in the marketplace” (Johnson & Stewart,

2005 in Watson & Spence, 2007). This statement is supported by Bagozzi et al. (1999) who 

suggest that the CAA offers a more holistic explanation of consumers’ behavioral responses 

tions than the aforementioned approaches do. Moreover the authors claim that the 

depth subtle nuances of emotions, such as how individuals i

terpret an identical situation differently depending on what emotional states are evok

However, it has to be pointed out that the differentiation of emotion 

cannot be covered completely by the appraisal theory. Some emotion names refer primarily 

to object components and are therefore not caused by appraisals. This is applicable for i

stance on jealousy (Buunk & Bringle, 1987 cited in Frijda et al., 1989). 

Cognitive appraisals are defined as “the interpretations and meanings that we attach to se

sory stimuli” (Passer & Smith, 2007). Therefore appraisals can be distinguished from dime

used in the previously introduced dimensions approach as they are interpretations of 

characteristics of events that together cause particular emotions, while dimensions are inh

rent aspects of the emotions evoked (Watson & Spence, 2007). As Smith and Ellsworth 

theory more specifically “the experience of emotion is closely ass

ciated with the organism’s appraisal of its environment along several cognitive dimensions”. 

The different emotions evoked among individuals are thus the result of the differences in 
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levels of valence and arousal. It has been a popular approach as the dimensions describe 

inherent emotional states, meaning qualities that all feelings have. The approach is however 
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tion of how emotions’ underlying motivational and evaluative aspects influence the con-
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suggest that the CAA offers a more holistic explanation of consumers’ behavioral responses 

tions than the aforementioned approaches do. Moreover the authors claim that the 
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how they appraise their environment. Appraisals can vary with them being purposive, del

berative and conscious but also automatic, unreflective and unconscious, depending on the 

individual concerned (Bagozzi et a

type of cognitive activity, which “consists of a continuing evaluation of the significance of 

what is happening for one’s personal well

A necessary condition for an emotional response t

personal interest in it and judges the event to prevent or facilitate it (Bagozzi, 1999). In other 

words the cognitive theory implies that emotions are evoked under circumstances which 

have a special significance for the person’s well

copes with the emotion through varying strategies (Lazarus, 1991 in Soscia, 2007). Coping is 

especially important within the practice of marketing, since it can affect post

havior, such as positive or negative word

2004).  

Although the purpose and the importance of the CAA are widely agreed upon among e

perts, several variations of cognitive theory exist without consensus about a specific a

and terming of appraisals. Scholars are using between four and nine appraisals to distinguish 

between emotional responses. After an extensive literature review Watson and Spence 

(2007) summarized their findings within a model depicting cognitive appr

which they include four main appraisals that are discussed further below.

 

Figure 2: Model depicting the cognitive ap

environment. Appraisals can vary with them being purposive, del

berative and conscious but also automatic, unreflective and unconscious, depending on the 

individual concerned (Bagozzi et al., 1999). Lazarus (1991) defines an appraisal as a particular 

type of cognitive activity, which “consists of a continuing evaluation of the significance of 

what is happening for one’s personal well-being”. 

A necessary condition for an emotional response to an event is thus that the individual has a 

personal interest in it and judges the event to prevent or facilitate it (Bagozzi, 1999). In other 

words the cognitive theory implies that emotions are evoked under circumstances which 

e for the person’s well-being, and that the person reacts on, or 

the emotion through varying strategies (Lazarus, 1991 in Soscia, 2007). Coping is 

especially important within the practice of marketing, since it can affect post

such as positive or negative word-of-mouth and complaints (Yi & Baumgartner, 

Although the purpose and the importance of the CAA are widely agreed upon among e

perts, several variations of cognitive theory exist without consensus about a specific a

and terming of appraisals. Scholars are using between four and nine appraisals to distinguish 

between emotional responses. After an extensive literature review Watson and Spence 

(2007) summarized their findings within a model depicting cognitive appr

which they include four main appraisals that are discussed further below. 

the cognitive appraisal theory (Watson & Spence, 2007, p. 503)
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the emotion through varying strategies (Lazarus, 1991 in Soscia, 2007). Coping is 
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Although the purpose and the importance of the CAA are widely agreed upon among ex-

perts, several variations of cognitive theory exist without consensus about a specific amount 

and terming of appraisals. Scholars are using between four and nine appraisals to distinguish 

between emotional responses. After an extensive literature review Watson and Spence 

(2007) summarized their findings within a model depicting cognitive appraisal theory in 

 

 

praisal theory (Watson & Spence, 2007, p. 503) 



 

2.5.2 Appraising Outcome Desirability

According to Watson and Spence (2007

fundamental appraisal. It contains the evaluation of a situation according to its outcome that 

can be either positive or negative with respect to the personal well

experiencing it. Shaver et al. (1987 cited in Ruth et al., 2002) claim that outcome de

can be traced back to the two categories of positive and negative emotions that build the 

individual´s knowledge about emotions. 

more likely it is that positive emotions such as joy or p

along with if a situation is perceived as pleasant or unpleasant, outcome desirability is also 

referred to as pleasantness. Appealingness (Ortony et a

man, 1991) or the below discussed goal

concept (Watson & Spence, 2007). 

In existing literature there are two different approaches to the nature of outcome desirabil

ty. Some scholars such as Lazarus (1991) regard this appraisal as the evaluation of a person

environment relationship, meaning that the ongoing change of this correlation results in 

emotions. However the viewpoint mostly taken by marketers is that outcome des

motivational response to this relationship and aims to fulfil

oriented approach is supported by several authors. Johnson and Stewart (2005, cited in 

Watson & Spence, 2007, p.12

uation are the most important determina

(1999) regard goal relevance and goal congruence as crucial dimensions wh

Nyer’s (1997) claim that goal congruence is sy

Nyer (1997) links goal relevance to

relevant the goal is for the individual, the stronger

situation. 

Watson and Spence (2007) combine the previously mentioned approaches 

evaluations and motivational responses together build the concept of outcome desirability. 

In other words, this appraisal includes

al. (2002) regard outcome desirability as the primary means of differentiating emotions and 

one of the overwhelming drivers of emotional responses. However Watson and Spence 

(2007, p.496) argue that “positive/negative appraisals alone are not particular diagnost

Outcome Desirability 

According to Watson and Spence (2007) outcome desirability is widely regarded as the most 

fundamental appraisal. It contains the evaluation of a situation according to its outcome that 

can be either positive or negative with respect to the personal well-being of the individual 

Shaver et al. (1987 cited in Ruth et al., 2002) claim that outcome de

the two categories of positive and negative emotions that build the 

individual´s knowledge about emotions. The more a situation is perceived as desirab

more likely it is that positive emotions such as joy or pride occur (Nyer, 1997). Since

along with if a situation is perceived as pleasant or unpleasant, outcome desirability is also 

referred to as pleasantness. Appealingness (Ortony et al., 1988), motive consistency (Ros

man, 1991) or the below discussed goal-related names are other terms referring to the same 

concept (Watson & Spence, 2007).  

In existing literature there are two different approaches to the nature of outcome desirabil

Some scholars such as Lazarus (1991) regard this appraisal as the evaluation of a person

environment relationship, meaning that the ongoing change of this correlation results in 

emotions. However the viewpoint mostly taken by marketers is that outcome des

motivational response to this relationship and aims to fulfill some personal goal. This goal

oriented approach is supported by several authors. Johnson and Stewart (2005, cited in 

, p.12) state that “the goals of a particular individual in a specific si

uation are the most important determinants of emotional reactions”. Also Bagozzi et al. 

(1999) regard goal relevance and goal congruence as crucial dimensions wh

claim that goal congruence is synonymous with pleasantness. Furthermore 

(1997) links goal relevance to the emotions´ strength. The author argues 

for the individual, the stronger is the emotional response to a certain 

007) combine the previously mentioned approaches 

evaluations and motivational responses together build the concept of outcome desirability. 

ds, this appraisal includes evaluative as well as motivational processes. Ruth et 

002) regard outcome desirability as the primary means of differentiating emotions and 

one of the overwhelming drivers of emotional responses. However Watson and Spence 

) argue that “positive/negative appraisals alone are not particular diagnost
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) outcome desirability is widely regarded as the most 

fundamental appraisal. It contains the evaluation of a situation according to its outcome that 

being of the individual 

Shaver et al. (1987 cited in Ruth et al., 2002) claim that outcome desirability 

the two categories of positive and negative emotions that build the 

The more a situation is perceived as desirable, the 

ride occur (Nyer, 1997). Since this goes 

along with if a situation is perceived as pleasant or unpleasant, outcome desirability is also 

l., 1988), motive consistency (Rose-

are other terms referring to the same 

In existing literature there are two different approaches to the nature of outcome desirabili-

Some scholars such as Lazarus (1991) regard this appraisal as the evaluation of a person-

environment relationship, meaning that the ongoing change of this correlation results in 

emotions. However the viewpoint mostly taken by marketers is that outcome desirability is a 

some personal goal. This goal-

oriented approach is supported by several authors. Johnson and Stewart (2005, cited in 

cular individual in a specific sit-

. Also Bagozzi et al. 

(1999) regard goal relevance and goal congruence as crucial dimensions which relates to 

nonymous with pleasantness. Furthermore 

argues that the more 

the emotional response to a certain 

007) combine the previously mentioned approaches by arguing that 

evaluations and motivational responses together build the concept of outcome desirability. 

evaluative as well as motivational processes. Ruth et 

002) regard outcome desirability as the primary means of differentiating emotions and 

one of the overwhelming drivers of emotional responses. However Watson and Spence 

) argue that “positive/negative appraisals alone are not particular diagnostic 



 

when attempting to distinguish between specific emotions; other appraisals combine with 

outcome desirability to evoke specific emotions”.

 

2.5.3 Appraising Agency 

After outcome desirability, researchers agree that agency is the most influential appraisa

characteristic that determines consumers’ emotions (Ortony et al. 1988; Smith & Ellsworth, 

1985). The causal agent refers

son appraising the event/situation

have control over the situation

While most authors agree on 

definition. Roseman (1991, cited in Watson & Spence, 2007, p. 7) def

er an outcome is seen caused by impersonal circumstances, some other person or the self”. 

Ortony et al. (1988) pose a similar definition which describes agency as the degree to which 

a person believes an agent to be responsible for a s

blame for taken actions. While these definitions consider more the responsibility within the 

situation itself, authors such as

to control a situation. The controllability includes whether 

an act. In general, when someone else is responsible for an event it is believed that they had 

also the control over the event; otherwise the event is automatically attrib

tance (Watson & Spence, 2007)

Watson and Spence (2007) propose a broad definition of agency 

agent and the perceived control over the particular situation. The appraised

referred to as self-caused, other

Peeters and Czapinski (1990) found that agency is more relevant when it comes to negative 

than to positive emotions. The appraisal of agency appears to be more impor

sponse to failure than to success. U

generate a need for explaining why the event has occurred and who

outcome (Folkes, 1988; Weiner 2000). 

Moreover research has proven that there are several interrelations between t

agency and particular emotions. 

when attempting to distinguish between specific emotions; other appraisals combine with 

outcome desirability to evoke specific emotions”. 

outcome desirability, researchers agree that agency is the most influential appraisa

characteristic that determines consumers’ emotions (Ortony et al. 1988; Smith & Ellsworth, 

s to who or what has control over the event/situation. The 

ing the event/situation can perceive oneself, someone else or

control over the situation (Ortony et. al. 1988; Smith & Ellsworth, 1985)

 the importance of agency, they do not agree on one congruent 

definition. Roseman (1991, cited in Watson & Spence, 2007, p. 7) defines agency as “whet

er an outcome is seen caused by impersonal circumstances, some other person or the self”. 

Ortony et al. (1988) pose a similar definition which describes agency as the degree to which 

a person believes an agent to be responsible for a situation and is hence the one to praise or 

blame for taken actions. While these definitions consider more the responsibility within the 

n itself, authors such as Smith and Ellsworth (1985) also consider the general ability 

he controllability includes whether or not an agent ha

act. In general, when someone else is responsible for an event it is believed that they had 

also the control over the event; otherwise the event is automatically attrib

(Watson & Spence, 2007). 

Watson and Spence (2007) propose a broad definition of agency which includes both

agent and the perceived control over the particular situation. The appraised

caused, other-caused and circumstance-caused (Watson & Spence, 2007). 

Peeters and Czapinski (1990) found that agency is more relevant when it comes to negative 

than to positive emotions. The appraisal of agency appears to be more impor

success. Unexpected and negative situations are more likely to 

generate a need for explaining why the event has occurred and who is responsible for its 

(Folkes, 1988; Weiner 2000).  

Moreover research has proven that there are several interrelations between t

agency and particular emotions. Smith and Ellsworth (1985) found for example that a strong 
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when attempting to distinguish between specific emotions; other appraisals combine with 

outcome desirability, researchers agree that agency is the most influential appraisal 

characteristic that determines consumers’ emotions (Ortony et al. 1988; Smith & Ellsworth, 

control over the event/situation. The per-

can perceive oneself, someone else or a circumstance to 

(Ortony et. al. 1988; Smith & Ellsworth, 1985). 

the importance of agency, they do not agree on one congruent 

ines agency as “wheth-

er an outcome is seen caused by impersonal circumstances, some other person or the self”. 

Ortony et al. (1988) pose a similar definition which describes agency as the degree to which 

ituation and is hence the one to praise or 

blame for taken actions. While these definitions consider more the responsibility within the 

Smith and Ellsworth (1985) also consider the general ability 

an agent has control over 

act. In general, when someone else is responsible for an event it is believed that they had 

also the control over the event; otherwise the event is automatically attributed to circums-

which includes both the 

agent and the perceived control over the particular situation. The appraised situation can be 

caused (Watson & Spence, 2007).  

Peeters and Czapinski (1990) found that agency is more relevant when it comes to negative 

than to positive emotions. The appraisal of agency appears to be more important in re-

nexpected and negative situations are more likely to 

is responsible for its 

Moreover research has proven that there are several interrelations between the appraisal of 

Smith and Ellsworth (1985) found for example that a strong 



 

sense of other-responsibility and control is likely to be associated with surprise and anger. 

On the other hand a strong perception of self

evoke happiness, pride, shame and guilt. Moreover they explored that the feelings of anger 

and pride are linked to human agency, while feelings of

be perceived on situational control. 

responsible for the situation and 

Several studies proved that agency is likely to evoke seve

the appraiser’s way to evaluate the situation. Yi and Baumgartner (2004) therefore 

ducted a study which aimed to illustrate the impact

Even if the study focuses on coping strategies towards negative emotions in consumption

related situations, findings can be generalized and show that consumers show diffe

ing strategies depending on the felt emotions 

 

2.5.4 Appraising Fairness 

The third appraisal stated by Watson and Spence (2007) is the concept of 

ly connected to justice, as it deals with how morally appropriate an individual perceives a 

situation to be. One distinguishes between two different forms of justice, retributive and 

positive justice. Retributive justice is strongly li

tion of the agent is, the stronger the moral outrage against the misbehavior. This reaction 

can be even more drastic if the agent exe

person appraising the situation 

refers to problems in pro-social interaction. These problems can 

fair distribution of property or ade

1975). 

Furthermore fairness is related to outcome desirability. In gener

perceived as being fair. Positive emotions such as happiness, pride or gratitude can ther

fore only occur under fair circumstances (Ruth et al., 2002). Accordingly an unple

tion is more likely to be perceived as unfair. However the degree of fairness is not solely d

pendent on the perceived degree of unpleasantness. Fear for instance can be evoked in an 

unpleasant situation but does not imply unfairness. Anger 

unfair circumstances. Again h

responsibility and control is likely to be associated with surprise and anger. 

On the other hand a strong perception of self-responsibility and control is more likely to 

evoke happiness, pride, shame and guilt. Moreover they explored that the feelings of anger 

uman agency, while feelings of sadness and fear are more likely to 

be perceived on situational control. Pride is in particular evoked when the appraiser feel

ble for the situation and in addition has control over it (Smith & Ellsworth, 1985)

Several studies proved that agency is likely to evoke several kinds of emotions, depend

s way to evaluate the situation. Yi and Baumgartner (2004) therefore 

a study which aimed to illustrate the impact of this fact on consumers’ 

Even if the study focuses on coping strategies towards negative emotions in consumption

d situations, findings can be generalized and show that consumers show diffe

on the felt emotions (Yi & Baumgartner, 2004). 

 

The third appraisal stated by Watson and Spence (2007) is the concept of 

ly connected to justice, as it deals with how morally appropriate an individual perceives a 

situation to be. One distinguishes between two different forms of justice, retributive and 

positive justice. Retributive justice is strongly linked to agency. The more intentional the a

tion of the agent is, the stronger the moral outrage against the misbehavior. This reaction 

can be even more drastic if the agent executing the wrongdoing is a person 

person appraising the situation (Darley & Pitman, 2003). Positive justice on the other hand 

social interaction. These problems can for instance 

distribution of property or adequate responding to another person’s

related to outcome desirability. In general, a pleasant situation is 

as being fair. Positive emotions such as happiness, pride or gratitude can ther

fore only occur under fair circumstances (Ruth et al., 2002). Accordingly an unple

tion is more likely to be perceived as unfair. However the degree of fairness is not solely d

the perceived degree of unpleasantness. Fear for instance can be evoked in an 

unpleasant situation but does not imply unfairness. Anger on the other hand, 

Again here, agency is closely linked to responsibility and con
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responsibility and control is likely to be associated with surprise and anger. 

ility and control is more likely to 

evoke happiness, pride, shame and guilt. Moreover they explored that the feelings of anger 

sadness and fear are more likely to 

in particular evoked when the appraiser feels 

(Smith & Ellsworth, 1985). 

ral kinds of emotions, depending on 

s way to evaluate the situation. Yi and Baumgartner (2004) therefore con-

consumers’ behaviour. 

Even if the study focuses on coping strategies towards negative emotions in consumption-

d situations, findings can be generalized and show that consumers show different cop-

The third appraisal stated by Watson and Spence (2007) is the concept of fairness. It is close-

ly connected to justice, as it deals with how morally appropriate an individual perceives a 

situation to be. One distinguishes between two different forms of justice, retributive and 

nked to agency. The more intentional the ac-

tion of the agent is, the stronger the moral outrage against the misbehavior. This reaction 

person known to the 

Darley & Pitman, 2003). Positive justice on the other hand 

for instance consist of the 

quate responding to another person’s action (Damon, 

al, a pleasant situation is 

as being fair. Positive emotions such as happiness, pride or gratitude can there-

fore only occur under fair circumstances (Ruth et al., 2002). Accordingly an unpleasant situa-

tion is more likely to be perceived as unfair. However the degree of fairness is not solely de-

the perceived degree of unpleasantness. Fear for instance can be evoked in an 

he other hand, presupposes 

responsibility and control. If an 



 

unpleasant situation is caused by somebody else it is regarded as less fair than if it is sel

caused or circumstance caused

Just like the appraisals outcome desirability and agency, 

differs in existing literature. Frijda (1987) for instance calls it value relevance, Smith and 

Ellsworth (1985) as well as Roseman (1991) use t

about compatibility standards (Watson & Spence, 2007).

Darely and Pitman (2003) underline the importance for marketers to consider the role of 

fairness on emotions, because they regard this concept as relevant in

covery. However in terms of 

that fairness related to the effects on emotions remains debatable regarding its high correl

tion with agency. 

 

2.5.5 Appraising Certainty 

The fourth and last dimension of the cognitive appraisal theory

to the perceived likelihood of a particular event (Ortony et al., 1988). While past events are 

certain, future events remain uncertain (Watson & Spence, 2007). The 

person is certain about an outcome will influence how he/she

Roseman, 1984 & Smith & Ellsworth, 1985). 

Ruth et al. (2002) found that certainty is related to various 

tainty is an important appraisal component for determi

be particularly relevant to consumer decision

are in focus (Ruth et al., 2002). 

Appraising certainty has a strong impact on several kinds o

(2007) found that high levels of uncertainty are strongly associated with 

and fear. Smith and Ellsworth (1985) further argued the existence of

uncertainty and the feeling of surprise.

imum uncertainty about the situa

ciated with other-responsibility/control

not one will be able to escape or avoid an unpleasant outcome (Smith & Ellsworth, 1985)

Respondents feel moderately certain about the situation when perceiving guilt and shame, 

unpleasant situation is caused by somebody else it is regarded as less fair than if it is sel

caused or circumstance caused (Smith & Ellsworth, 1985). 

Just like the appraisals outcome desirability and agency, the name for the 

existing literature. Frijda (1987) for instance calls it value relevance, Smith and 

Ellsworth (1985) as well as Roseman (1991) use the term legitimacy and Scherer (1988) talks 

about compatibility standards (Watson & Spence, 2007). 

Darely and Pitman (2003) underline the importance for marketers to consider the role of 

fairness on emotions, because they regard this concept as relevant in service failure and r

in terms of cognitive appraisal theory, Watson and Spence (2007) argue 

that fairness related to the effects on emotions remains debatable regarding its high correl

 

rth and last dimension of the cognitive appraisal theory is certainty. Certainty re

the perceived likelihood of a particular event (Ortony et al., 1988). While past events are 

certain, future events remain uncertain (Watson & Spence, 2007). The 

outcome will influence how he/she feels about it (Frijda, 1987; 

Roseman, 1984 & Smith & Ellsworth, 1985).  

t al. (2002) found that certainty is related to various emotions in 

tant appraisal component for determining felt emotions, but is assumed

relevant to consumer decision-making when anticipated decision outcomes 

are in focus (Ruth et al., 2002).  

Appraising certainty has a strong impact on several kinds of emotions. Watson and Spence 

(2007) found that high levels of uncertainty are strongly associated with 

d Ellsworth (1985) further argued the existence of an association between 

uncertainty and the feeling of surprise. Just like surprise, fear was also associ

uncertainty about the situation. Other than sadness, fear was to a less extent 

responsibility/control and characterized by uncertainty about whether or 

scape or avoid an unpleasant outcome (Smith & Ellsworth, 1985)

Respondents feel moderately certain about the situation when perceiving guilt and shame, 
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unpleasant situation is caused by somebody else it is regarded as less fair than if it is self-

the appraisal fairness 

existing literature. Frijda (1987) for instance calls it value relevance, Smith and 

he term legitimacy and Scherer (1988) talks 

Darely and Pitman (2003) underline the importance for marketers to consider the role of 

service failure and re-

Watson and Spence (2007) argue 

that fairness related to the effects on emotions remains debatable regarding its high correla-

is certainty. Certainty refers 

the perceived likelihood of a particular event (Ortony et al., 1988). While past events are 

certain, future events remain uncertain (Watson & Spence, 2007). The degree to which a 

about it (Frijda, 1987; 

emotions in consumption. Cer-

ning felt emotions, but is assumed to 

making when anticipated decision outcomes 

Watson and Spence 

(2007) found that high levels of uncertainty are strongly associated with the emotions hope 

an association between 

associated with max-

to a less extent asso-

characterized by uncertainty about whether or 

scape or avoid an unpleasant outcome (Smith & Ellsworth, 1985). 

Respondents feel moderately certain about the situation when perceiving guilt and shame, 



 

although less so when feeling 

addition uncertainty becomes particularly relevant to future consumption and purchasing 

experience (Watson & Spence 2007). 

A study conducted by Tiedens and Linton (2001) focuses on consumer

varying levels of certainty on information processing

consumers feel a high level of certainty they are more likely to engage 

less attention to quality and to 

 

2.5.6 The Cognitive Appraisals Ap

The cognitive appraisals approach has proven to be useful in previous consumer research. In 

a study by Folkes et al. (1987), fictitious marketplace conditions were manipulated in order 

to examining their causal connection to consumers’ anger.

where control and responsibility for negative service outcomes were attributed to the se

vice provider resulted in a higher likelihood for anger. In comparison, when the same a

praisals were attributed to the consumer hi

In this study, the appraisal agency (self caused/caused by others) was thus the determinant 

factor. Furthermore, Nyer (1997) investigated how different combinations of the appraisals 

goal relevance, goal congruence and coping potential affected the emotions anger, sadness 

and joy when evaluating computer products and linked anger to negative word

behavior. 

Tiedens and Linton (2001) conducted a study on the appraisal components of emotions, f

cusing on certainty appraisals, which suggests that they affect both the content and the 

processing of judgments. The results from this study suggest that certainty in one experience 

may lead to congruent judgments in subsequent situations and that it can affect t

of processing. More clearly, when individuals experience emotions which are accompanied 

by certainty appraisals, they are more likely to feel certain in following situations than when 

uncertainty is perceived. Furthermore the study indicates that 

result in heuristic processing whereas uncertainty

processing. 

 ashamed than when feeling guilty (Smith & Ellsworth, 1985). In 

ncertainty becomes particularly relevant to future consumption and purchasing 

experience (Watson & Spence 2007).  

A study conducted by Tiedens and Linton (2001) focuses on consumer behavior connected to

varying levels of certainty on information processing. In particular, they found

consumers feel a high level of certainty they are more likely to engage in 

less attention to quality and to rely more on an experts’ advice (Tiedens & Linton, 2001)

The Cognitive Appraisals Approach in Use 

The cognitive appraisals approach has proven to be useful in previous consumer research. In 

a study by Folkes et al. (1987), fictitious marketplace conditions were manipulated in order 

to examining their causal connection to consumers’ anger. Results suggest that in situations 

where control and responsibility for negative service outcomes were attributed to the se

vice provider resulted in a higher likelihood for anger. In comparison, when the same a

praisals were attributed to the consumer him/herself anger was less likely to be perceived. 

In this study, the appraisal agency (self caused/caused by others) was thus the determinant 

factor. Furthermore, Nyer (1997) investigated how different combinations of the appraisals 

gruence and coping potential affected the emotions anger, sadness 

and joy when evaluating computer products and linked anger to negative word

Tiedens and Linton (2001) conducted a study on the appraisal components of emotions, f

n certainty appraisals, which suggests that they affect both the content and the 

processing of judgments. The results from this study suggest that certainty in one experience 

may lead to congruent judgments in subsequent situations and that it can affect t

of processing. More clearly, when individuals experience emotions which are accompanied 

by certainty appraisals, they are more likely to feel certain in following situations than when 

uncertainty is perceived. Furthermore the study indicates that certainty-associated emotions 

result in heuristic processing whereas uncertainty-associated emotions promote systematic 
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(Smith & Ellsworth, 1985). In 

ncertainty becomes particularly relevant to future consumption and purchasing 

behavior connected to 

they found that when 

in stereotyping, pay 

(Tiedens & Linton, 2001). 

The cognitive appraisals approach has proven to be useful in previous consumer research. In 

a study by Folkes et al. (1987), fictitious marketplace conditions were manipulated in order 

Results suggest that in situations 

where control and responsibility for negative service outcomes were attributed to the ser-

vice provider resulted in a higher likelihood for anger. In comparison, when the same ap-

m/herself anger was less likely to be perceived. 

In this study, the appraisal agency (self caused/caused by others) was thus the determinant 

factor. Furthermore, Nyer (1997) investigated how different combinations of the appraisals 

gruence and coping potential affected the emotions anger, sadness 

and joy when evaluating computer products and linked anger to negative word-of-mouth 

Tiedens and Linton (2001) conducted a study on the appraisal components of emotions, fo-

n certainty appraisals, which suggests that they affect both the content and the 

processing of judgments. The results from this study suggest that certainty in one experience 

may lead to congruent judgments in subsequent situations and that it can affect the depth 

of processing. More clearly, when individuals experience emotions which are accompanied 

by certainty appraisals, they are more likely to feel certain in following situations than when 

associated emotions 

associated emotions promote systematic 



 

Criticism towards the CAA approach involve

appraisals can provide insight

have been researched so far, namely a couple of

the cognitive appraisals approach is suitable when investigating very complex emotional sets

(Ruth & Otnes, 2002). 

 

2.6 Defining the Theoretical 

Previous sub-chapters have defined and described several phenomena and processes which 

are believed to be of relevance in order to fulfill the purpose of this thesis. The decision

making process constitutes the foundation upon which other theorie

that the cognitive appraisals 

emotions and following behavior, it can be argued that it is relevant for understanding co

sumer behavior in the stages of the decision

scribed in order to help understand what is considered to be an emotion and how it can be

explored within the cognitive a

 

  

Criticism towards the CAA approach involves in particular that it remains to be determined if 

appraisals can provide insights to a large set of consumption emotions as opposed to what 

researched so far, namely a couple of emotions. Therefore it could be discussed if 

the cognitive appraisals approach is suitable when investigating very complex emotional sets

heoretical Framework of the Study 

s have defined and described several phenomena and processes which 

are believed to be of relevance in order to fulfill the purpose of this thesis. The decision

ss constitutes the foundation upon which other theories are applied. Seeing 

 approach aims to explain the connection between appraisals, 

emotions and following behavior, it can be argued that it is relevant for understanding co

stages of the decision-making process. Theory about emotions is d

scribed in order to help understand what is considered to be an emotion and how it can be

explored within the cognitive appraisals approach.  
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in particular that it remains to be determined if 

s to a large set of consumption emotions as opposed to what 

Therefore it could be discussed if 

the cognitive appraisals approach is suitable when investigating very complex emotional sets 

s have defined and described several phenomena and processes which 

are believed to be of relevance in order to fulfill the purpose of this thesis. The decision-

s are applied. Seeing 

approach aims to explain the connection between appraisals, 

emotions and following behavior, it can be argued that it is relevant for understanding con-

making process. Theory about emotions is de-

scribed in order to help understand what is considered to be an emotion and how it can be 



 

3 Methodology  

The following chapter discusses the methodology applied 

thors´ ontological and epistemological standpoint 

sions in this study. The research strategy and research design 

detail. Moreover this chapter discusses the strategies of data collection and data analysis in 

order to support the reliability of the major findings. 

 

3.1 Research Approach 

3.1.1 Philosophical Considerations

McCracken (1988 b) argues that o

consumer society is a shift from individual, “microscopic”, towards a “macroscopic” perspe

tive, where social and other contexts of consumption are taken into account. The nowadays 

“green consumers” have come to function as a powerful market force, imposing their values 

on politicians and business actors. These influential people are urged to contribute to a more 

sustainable future while giving people the possibility to make the “right” choices on the 

market (Moisander et al., 2010). 

This development can be seen as a testimonial of a constantly changing and revised reality in 

which social actors (green consumers) play a constructive part. As these actors constitute 

the object of study, this study is appr

(Bryman & Bell, 2007). As opposed to the adversary positivism, which argues that reality is 

external from social actors, the ontological position constructionism argues that culture and 

its active social actors are interconnected and form together the reality (ibid). The essence 

to such an understanding lies in peoples’ (individuals and as a collective) thinking and feeling 

and therefore one needs to pay attention to the ways they communicate with each o

(Easterby & Smith, 2008).  

In a reality looked upon from a constructionist perspective, the self is considered to be “a 

complex system of active and interactive self

and symbolic contexts” (Mahoney, 2002 i

understand emotional responses in decision

stuctionism is an especially relevant philosophical point of departure, as it proposes that 

llowing chapter discusses the methodology applied in this study. It illustrates the a

thors´ ontological and epistemological standpoint which functions as basis for further dec

this study. The research strategy and research design employed are ela

detail. Moreover this chapter discusses the strategies of data collection and data analysis in 

order to support the reliability of the major findings.  

 

3.1.1 Philosophical Considerations 

) argues that one of the most important features in the contemporary 

consumer society is a shift from individual, “microscopic”, towards a “macroscopic” perspe

tive, where social and other contexts of consumption are taken into account. The nowadays 

e come to function as a powerful market force, imposing their values 

on politicians and business actors. These influential people are urged to contribute to a more 

sustainable future while giving people the possibility to make the “right” choices on the 

rket (Moisander et al., 2010).  

This development can be seen as a testimonial of a constantly changing and revised reality in 

which social actors (green consumers) play a constructive part. As these actors constitute 

the object of study, this study is approached by the ontological position of constructionism 

(Bryman & Bell, 2007). As opposed to the adversary positivism, which argues that reality is 

external from social actors, the ontological position constructionism argues that culture and 

l actors are interconnected and form together the reality (ibid). The essence 

to such an understanding lies in peoples’ (individuals and as a collective) thinking and feeling 

and therefore one needs to pay attention to the ways they communicate with each o

In a reality looked upon from a constructionist perspective, the self is considered to be “a 

complex system of active and interactive self-organizing processes, [..] embedded in social 

and symbolic contexts” (Mahoney, 2002 in Young & Collin, 2004, p. 24). In an attempt to 

understand emotional responses in decision-making in a green consumerism setting, co

stuctionism is an especially relevant philosophical point of departure, as it proposes that 
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this study. It illustrates the au-

functions as basis for further deci-

are elaborated on in 

detail. Moreover this chapter discusses the strategies of data collection and data analysis in 

ne of the most important features in the contemporary 

consumer society is a shift from individual, “microscopic”, towards a “macroscopic” perspec-

tive, where social and other contexts of consumption are taken into account. The nowadays 

e come to function as a powerful market force, imposing their values 

on politicians and business actors. These influential people are urged to contribute to a more 

sustainable future while giving people the possibility to make the “right” choices on the 

This development can be seen as a testimonial of a constantly changing and revised reality in 

which social actors (green consumers) play a constructive part. As these actors constitute 

oached by the ontological position of constructionism 

(Bryman & Bell, 2007). As opposed to the adversary positivism, which argues that reality is 

external from social actors, the ontological position constructionism argues that culture and 

l actors are interconnected and form together the reality (ibid). The essence 

to such an understanding lies in peoples’ (individuals and as a collective) thinking and feeling 

and therefore one needs to pay attention to the ways they communicate with each other 

In a reality looked upon from a constructionist perspective, the self is considered to be “a 

organizing processes, [..] embedded in social 

). In an attempt to 

making in a green consumerism setting, con-

stuctionism is an especially relevant philosophical point of departure, as it proposes that 



 

each individual mentally const

(Young & Collin, 2004). Eco-products which constitute the focus of this study are a result of 

this social phenomenon and can be seen as categories that individuals employ to help them 

understanding their social world (ibid). 

Related to constructionism, the epistemological perspective of interpretivism is employed in 

this research as it aims for an understanding of emotions in contrast to rationally explaining 

them. Furthermore the hermeneutic

place meaning in consumption as it helps them to create identity. This argues for the nece

sity to look at things from the individual’s perspective (ibid).

 

3.1.2 The Relation between Theory and Research

Clarifying the relationship between theory and research is a next crucial step in identifying 

an appropriate research design. Bryman and Bell (2007) elaborate on the concepts of dedu

tive and inductive theory. The main question in this context is, if existing t

be tested or if new theory is going to be created. The deductive view on the relation b

tween theory and research looks upon theory as a starting point of the deduction process 

with the aim to test and revise existing theory. In general t

one step follows the other in a clear logical sequence (ibid). An inductive approach on the 

other hand aims to develop theory out of the research´s findings, meaning that theory is 

systematically generated from the colle

a clear distinction between deductive and inductive theory turns out to be problematic since 

most often both approaches are partly overlapping and the one is likely to include elements 

of the other (Bryman & Bell, 2007). 

The aim of this thesis is to provide new findings regarding the impact of emotions on the 

decision-making process when purchasing grocery eco

pose to strictly test and revise existing theory. In this study 

making process and the cognitive appraisal approach have been interrelated and used as a 

point of departure, to discover cognitive and emotional variables and relationships of co

sumers who consider to buy or to consume eco

call this process systematic combining and refer to an abductive approach stating that it 

“builds more on refinement of existing theories than on inventing new ones”. By investiga

each individual mentally constructs the world of experience through cognitive processes 

products which constitute the focus of this study are a result of 

this social phenomenon and can be seen as categories that individuals employ to help them 

their social world (ibid).  

Related to constructionism, the epistemological perspective of interpretivism is employed in 

this research as it aims for an understanding of emotions in contrast to rationally explaining 

them. Furthermore the hermeneutic-phenomenological tradition proposes that individuals 

place meaning in consumption as it helps them to create identity. This argues for the nece

sity to look at things from the individual’s perspective (ibid). 

3.1.2 The Relation between Theory and Research 

fying the relationship between theory and research is a next crucial step in identifying 

an appropriate research design. Bryman and Bell (2007) elaborate on the concepts of dedu

tive and inductive theory. The main question in this context is, if existing t

be tested or if new theory is going to be created. The deductive view on the relation b

tween theory and research looks upon theory as a starting point of the deduction process 

with the aim to test and revise existing theory. In general this is a very linear process, where 

one step follows the other in a clear logical sequence (ibid). An inductive approach on the 

other hand aims to develop theory out of the research´s findings, meaning that theory is 

systematically generated from the collected data (Dubois & Gadde, 2002). However making 

a clear distinction between deductive and inductive theory turns out to be problematic since 

most often both approaches are partly overlapping and the one is likely to include elements 

Bell, 2007).  

The aim of this thesis is to provide new findings regarding the impact of emotions on the 

making process when purchasing grocery eco-products. It is by no means the pu

pose to strictly test and revise existing theory. In this study theories concerning the decision

making process and the cognitive appraisal approach have been interrelated and used as a 

point of departure, to discover cognitive and emotional variables and relationships of co

sumers who consider to buy or to consume eco-products. Dubois and Gadde (2002, p.559) 

call this process systematic combining and refer to an abductive approach stating that it 

“builds more on refinement of existing theories than on inventing new ones”. By investiga
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ructs the world of experience through cognitive processes 

products which constitute the focus of this study are a result of 

this social phenomenon and can be seen as categories that individuals employ to help them 

Related to constructionism, the epistemological perspective of interpretivism is employed in 

this research as it aims for an understanding of emotions in contrast to rationally explaining 

enological tradition proposes that individuals 

place meaning in consumption as it helps them to create identity. This argues for the neces-

fying the relationship between theory and research is a next crucial step in identifying 

an appropriate research design. Bryman and Bell (2007) elaborate on the concepts of deduc-

tive and inductive theory. The main question in this context is, if existing theory is going to 

be tested or if new theory is going to be created. The deductive view on the relation be-

tween theory and research looks upon theory as a starting point of the deduction process 

his is a very linear process, where 

one step follows the other in a clear logical sequence (ibid). An inductive approach on the 

other hand aims to develop theory out of the research´s findings, meaning that theory is 

cted data (Dubois & Gadde, 2002). However making 

a clear distinction between deductive and inductive theory turns out to be problematic since 

most often both approaches are partly overlapping and the one is likely to include elements 

The aim of this thesis is to provide new findings regarding the impact of emotions on the 

products. It is by no means the pur-

theories concerning the decision-

making process and the cognitive appraisal approach have been interrelated and used as a 

point of departure, to discover cognitive and emotional variables and relationships of con-

products. Dubois and Gadde (2002, p.559) 

call this process systematic combining and refer to an abductive approach stating that it 

“builds more on refinement of existing theories than on inventing new ones”. By investigat-



 

ing consumers´ emotions, the trigg

making, existing theory has been developed through the interplay between theory on em

tions, appraisals and decision-

However Dubois and Gadde (2002) argue that an abdu

ture of deductive and inductive theory, but is indeed closer to an inductive approach. This is 

essential in this study, as inductive theory in comparison to deductive theory provides grea

er insights into the complexity 

 

3.1.3 Research Strategy – A Qualitative Study

The distinction of qualitative and quantitative approaches provides a general orientation of 

the research conducted (Bryman & Bell, 2007). While q

is “either in form of or can be expressed as numbers”, qualitative studies involve data colle

tion which is mainly in form of words (Easterby

Easterby-Smith et al. (2002) claim that quantitat

and counting the occurrence of a particular event and therefore neglects an in

standing and explanation why certain events are happening. They suggest that “qualitative 

methods might concentrate on e

people’s viewpoints” (Easterby

case a researcher is interested in how respondents interpret their social world, a qualitative 

approach is more likely to generate the desired outcome. In addition a qualitative approach 

is more suitable when investigating a research area in which only little research has been 

conducted, as quantitative studies attempt to test and challenge prior literature with

same field of interest (Bryman & Bell, 2007). 

Considering the ontological and epistemological considerations of this study as well as the 

viewpoint regarding the relation between research and theory, the most appropriate r

search strategy for this study is a qualitative approach. Also in terms of the particular r

search problem of the study, a qualitative approach seems to lead best to the desired ou

come. The defined problem of this study, to explore underlying emotions when taking a pu

chase decision and consuming an eco

aim to obtain knowledge. The knowledge includes inner emotions which are evoked when 

ing consumers´ emotions, the triggers of these emotions and their influence on decision

making, existing theory has been developed through the interplay between theory on em

-making and empirical examination.  

However Dubois and Gadde (2002) argue that an abductive approach is not a balanced mi

ture of deductive and inductive theory, but is indeed closer to an inductive approach. This is 

essential in this study, as inductive theory in comparison to deductive theory provides grea

er insights into the complexity of emotions investigated in this thesis (Bryman & Bell, 2007).

A Qualitative Study 

The distinction of qualitative and quantitative approaches provides a general orientation of 

the research conducted (Bryman & Bell, 2007). While quantitative studies involve data which 

is “either in form of or can be expressed as numbers”, qualitative studies involve data colle

tion which is mainly in form of words (Easterby-Smith et al., 2008, p.4). 

Smith et al. (2002) claim that quantitative data often leads to a focus on describing 

and counting the occurrence of a particular event and therefore neglects an in

standing and explanation why certain events are happening. They suggest that “qualitative 

methods might concentrate on exploring in much greater depth the nature and origins of 

people’s viewpoints” (Easterby-Smith 2002, p.3). Also Bryman and Bell (2007) argue that in 

case a researcher is interested in how respondents interpret their social world, a qualitative 

ore likely to generate the desired outcome. In addition a qualitative approach 

is more suitable when investigating a research area in which only little research has been 

conducted, as quantitative studies attempt to test and challenge prior literature with

same field of interest (Bryman & Bell, 2007).  

Considering the ontological and epistemological considerations of this study as well as the 

viewpoint regarding the relation between research and theory, the most appropriate r

study is a qualitative approach. Also in terms of the particular r

search problem of the study, a qualitative approach seems to lead best to the desired ou

come. The defined problem of this study, to explore underlying emotions when taking a pu

ion and consuming an eco-product, is a social construct about that the authors 

aim to obtain knowledge. The knowledge includes inner emotions which are evoked when 
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Considering the ontological and epistemological considerations of this study as well as the 

viewpoint regarding the relation between research and theory, the most appropriate re-

study is a qualitative approach. Also in terms of the particular re-

search problem of the study, a qualitative approach seems to lead best to the desired out-

come. The defined problem of this study, to explore underlying emotions when taking a pur-

product, is a social construct about that the authors 
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(a) evaluating alternative products in store and deciding for an eco

actually consuming the bought product. The researchers do not attempt to give information 

about the frequencies how often one kind of emotion is evoked or how many consumers 

show the same reaction habits, but rather to understand the interrelations of cognit

praisals, evoked emotions and the consequent behavior when considering to buy or consu

ing an eco-product.  

According to Bryman and Bell (2007) qualitative studies entail mostly inductive elements and 

emphasize the development of theories. They rejec

science and of positivism and thus concentrate on the ways in which individuals interpret 

their social world (ibid). In addition qualitative studies embody “a view of social reality as a 

constantly shifting emergent pro

In its appearance qualitative research focuses on context and is emergent rather than tightly 

predefined and is therefore fundamentally interpretive (Marshall & Rossman, 2006). A qu

litative researcher therefore views social phenomena holistically (ibid). A quantitative r

search portrays the opposite and seems consequently less likely to suit the given research 

settings (Bryman & Bell, 2007). 

Reviewing research designs of studies which follow a s

namely investigating emotions in a consumption context, has overall shown that most r

searchers considered a quantitative approach. Examples are Barrena and Sanchéz (2009) or 

Smith and Ellsworth (1985). It is assumed th

tive design, because of considerations in terms of data collections, which are in this report 

discussed later on. However, seeing the majority being quantitative approaches in this field 

has been another motivation to follow a qualitative approach in this study. A qualitative a

proach might be able to explain consumers’ emotions on a more detailed and circumsta

tiated way than a quantitative one is likely to do. 

 

  

(a) evaluating alternative products in store and deciding for an eco-product and (b) when 

tually consuming the bought product. The researchers do not attempt to give information 

about the frequencies how often one kind of emotion is evoked or how many consumers 

show the same reaction habits, but rather to understand the interrelations of cognit

praisals, evoked emotions and the consequent behavior when considering to buy or consu

According to Bryman and Bell (2007) qualitative studies entail mostly inductive elements and 

emphasize the development of theories. They reject the practices and norms of natural 

science and of positivism and thus concentrate on the ways in which individuals interpret 

their social world (ibid). In addition qualitative studies embody “a view of social reality as a 

constantly shifting emergent property of individuals’ creation” (Bryman & Bell, 2007, p.28). 

In its appearance qualitative research focuses on context and is emergent rather than tightly 

predefined and is therefore fundamentally interpretive (Marshall & Rossman, 2006). A qu

archer therefore views social phenomena holistically (ibid). A quantitative r

search portrays the opposite and seems consequently less likely to suit the given research 

settings (Bryman & Bell, 2007).  

Reviewing research designs of studies which follow a similar purpose in a comparable area, 

namely investigating emotions in a consumption context, has overall shown that most r

searchers considered a quantitative approach. Examples are Barrena and Sanchéz (2009) or 

Smith and Ellsworth (1985). It is assumed that those researchers have chosen the quantit

tive design, because of considerations in terms of data collections, which are in this report 

discussed later on. However, seeing the majority being quantitative approaches in this field 

ion to follow a qualitative approach in this study. A qualitative a

proach might be able to explain consumers’ emotions on a more detailed and circumsta

tiated way than a quantitative one is likely to do.  
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discussed later on. However, seeing the majority being quantitative approaches in this field 
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proach might be able to explain consumers’ emotions on a more detailed and circumstan-



 

3.1.4 Cross-Sectional Study

The research design provides “a framework for the data collection and analysis of data” 

(Bryman & Bell, 2007, p.40). It assures that the ways of methodology chosen are likely to 

lead to the predefined research aims (Easterby

taken decisions (Bryman & Bell, 2007). Philosophical considerations, particularly in terms of 

ontology and epistemology, have a major impact on the way research is conducted and ev

luated (Easterby-Smith et al., 2008). The decisions regarding research design 

method in particular base on the fundamental choices made in previous chapters

Based on the field of interest and the aim of the research, the chosen research design has to 

cope with several given characteristics. The underlying study investi

case. The aim is to investigate evoked emotions in general when buying and consuming eco

products. The focus of the study therefore does not lie on one particular object. The study 

rather attempts to study a variation of evoked emotions

gate similar patterns. Moreover the aim of the study does not include the exploration of any 

developments over time, thus valid empirics are collected at a single point in time and not in 

several sequences. In addition, as me

kinds and underlying appraisals of emotions and it is therefore not aimed at collecting qua

tifiable data. 

The research design which appears to be most suitable in order to obtain the data needed is 

the cross-sectional design. Bryman and Bell (2007, p.55) define this approach as “the colle

tion of data on more than one case […] at a single point in time”. Although the cross

sectional design is generally most often employed in quantitative research, qualit

search can also entail a form of cross

unstructured or semi-structured interviewing with a number of respondents (Bryman & Bell, 

2007). The various cases in this specific study are represented b

in the research. Each of these cases will be examined only once at a single point in time and 

will not pass through different stages over weeks or even months as would be the case for 

instance in an experimental design (ibid).

 

  

Sectional Study 

provides “a framework for the data collection and analysis of data” 

(Bryman & Bell, 2007, p.40). It assures that the ways of methodology chosen are likely to 

lead to the predefined research aims (Easterby-Smith et al., 2008) and reflects on previously 

en decisions (Bryman & Bell, 2007). Philosophical considerations, particularly in terms of 

ontology and epistemology, have a major impact on the way research is conducted and ev

Smith et al., 2008). The decisions regarding research design 

method in particular base on the fundamental choices made in previous chapters

Based on the field of interest and the aim of the research, the chosen research design has to 

cope with several given characteristics. The underlying study investigates more than one 

case. The aim is to investigate evoked emotions in general when buying and consuming eco

products. The focus of the study therefore does not lie on one particular object. The study 

rather attempts to study a variation of evoked emotions among consumers and to invest

gate similar patterns. Moreover the aim of the study does not include the exploration of any 

developments over time, thus valid empirics are collected at a single point in time and not in 

several sequences. In addition, as mentioned before the study attempts to investigate the 

kinds and underlying appraisals of emotions and it is therefore not aimed at collecting qua

The research design which appears to be most suitable in order to obtain the data needed is 

sectional design. Bryman and Bell (2007, p.55) define this approach as “the colle

tion of data on more than one case […] at a single point in time”. Although the cross

sectional design is generally most often employed in quantitative research, qualit

search can also entail a form of cross-sectional design, such as when the researcher employs 

structured interviewing with a number of respondents (Bryman & Bell, 

2007). The various cases in this specific study are represented by the individuals taking part 

in the research. Each of these cases will be examined only once at a single point in time and 

will not pass through different stages over weeks or even months as would be the case for 

instance in an experimental design (ibid). 
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case. The aim is to investigate evoked emotions in general when buying and consuming eco-
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gate similar patterns. Moreover the aim of the study does not include the exploration of any 

developments over time, thus valid empirics are collected at a single point in time and not in 

ntioned before the study attempts to investigate the 

kinds and underlying appraisals of emotions and it is therefore not aimed at collecting quan-

The research design which appears to be most suitable in order to obtain the data needed is 

sectional design. Bryman and Bell (2007, p.55) define this approach as “the collec-

tion of data on more than one case […] at a single point in time”. Although the cross-

sectional design is generally most often employed in quantitative research, qualitative re-

sectional design, such as when the researcher employs 

structured interviewing with a number of respondents (Bryman & Bell, 

y the individuals taking part 

in the research. Each of these cases will be examined only once at a single point in time and 

will not pass through different stages over weeks or even months as would be the case for 



 

3.2 Data Collection 

3.2.1 Choosing an Appropriate Research Method

Given the decision of implementing a cross

search strategy, two alternative research methods can be used for data collection; qualit

tive interviews and focus groups (Bryman & Bell, 2007). While focus groups include group 

discussions where participants’ responses typically build up on each other, a qualitative i

terview is more privately and therefore more likely to gain individual responses (

Bell, 2007). 

Within the field of qualitative interviews, researchers distinguish between unstructured and 

semi-structured interviews (Bryman & Bell, 2007). The unstructured interview is more a co

versation rather than an actual interview, as the r

notes about a broad range of topics which need to be discussed (ibid). As the researcher is 

only responding to aspects which seem worthy to be followed up, there is no guarantee that 

specific topics are covered in

comparable (ibid). 

In this study, empirical data has been obtained through semi

examining consumers’ emotions while purchasing and consuming eco

structured interviewing has been considered to be the most appropriate data collection m

thod. According to Sorenson (2008) a form of self

thod used when studying emotions. Moreover it is attempted to collect individual consumer 

insights about individual emotions which allow afterwards to reason about general co

sumption behavior patterns. Therefore focus groups and also unstructured interviews seem 

to be less appropriate.  

The advantage of semi-structured interviews is that they 

dually and freely about feelings and considerations. The respondent is guided very openly by 

a set of questions and stimulated spontaneously to provide appropriate insights (Bryman & 

Bell, 2007). 

By definition, semi-structured interviews give the researcher the possibility to be responsive 

to the interviewee, switch questions or ask additional ones, depending on if the convers

3.2.1 Choosing an Appropriate Research Method 

Given the decision of implementing a cross-sectional research design and a qualitative r

search strategy, two alternative research methods can be used for data collection; qualit

terviews and focus groups (Bryman & Bell, 2007). While focus groups include group 

discussions where participants’ responses typically build up on each other, a qualitative i

terview is more privately and therefore more likely to gain individual responses (

Within the field of qualitative interviews, researchers distinguish between unstructured and 

structured interviews (Bryman & Bell, 2007). The unstructured interview is more a co

versation rather than an actual interview, as the researcher is using nothing more than some 

notes about a broad range of topics which need to be discussed (ibid). As the researcher is 

only responding to aspects which seem worthy to be followed up, there is no guarantee that 

specific topics are covered in-depth and outcomes among several respondents are hardly 

In this study, empirical data has been obtained through semi-structured interviews. When 

examining consumers’ emotions while purchasing and consuming eco

nterviewing has been considered to be the most appropriate data collection m

thod. According to Sorenson (2008) a form of self-report is in general the most common m

thod used when studying emotions. Moreover it is attempted to collect individual consumer 

insights about individual emotions which allow afterwards to reason about general co

sumption behavior patterns. Therefore focus groups and also unstructured interviews seem 

structured interviews is that they allow interviewees to talk indiv

dually and freely about feelings and considerations. The respondent is guided very openly by 

a set of questions and stimulated spontaneously to provide appropriate insights (Bryman & 

red interviews give the researcher the possibility to be responsive 

to the interviewee, switch questions or ask additional ones, depending on if the convers
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search strategy, two alternative research methods can be used for data collection; qualita-

terviews and focus groups (Bryman & Bell, 2007). While focus groups include group 

discussions where participants’ responses typically build up on each other, a qualitative in-

terview is more privately and therefore more likely to gain individual responses (Bryman & 

Within the field of qualitative interviews, researchers distinguish between unstructured and 

structured interviews (Bryman & Bell, 2007). The unstructured interview is more a con-

esearcher is using nothing more than some 

notes about a broad range of topics which need to be discussed (ibid). As the researcher is 

only responding to aspects which seem worthy to be followed up, there is no guarantee that 

depth and outcomes among several respondents are hardly 

structured interviews. When 

examining consumers’ emotions while purchasing and consuming eco-products, semi-

nterviewing has been considered to be the most appropriate data collection me-

report is in general the most common me-

thod used when studying emotions. Moreover it is attempted to collect individual consumer 

insights about individual emotions which allow afterwards to reason about general con-

sumption behavior patterns. Therefore focus groups and also unstructured interviews seem 

allow interviewees to talk indivi-

dually and freely about feelings and considerations. The respondent is guided very openly by 

a set of questions and stimulated spontaneously to provide appropriate insights (Bryman & 

red interviews give the researcher the possibility to be responsive 

to the interviewee, switch questions or ask additional ones, depending on if the conversa-



 

tion is leading to the desired direction or not (Bryman & Bell, 2007). According to Flick (2002, 

p. 84) “a goal of semi-structured interviews in general is to reveal existing knowledge in a 

way that can be expressed in the form of answers and so become accessible to interpret

tion”. 

Typically the semi-structured interview functions as a guide only. This

interviews were conducted exactly in the same manner, but have been slightly adapted to 

each respondent during the ongoing interview. However the aim is that every interview co

ers the same main questions and remains comparable (Bryma

Due to the qualitative nature of this study, the interview guide contains open

tions which are supposed to be answered spontaneously by respondents (Flick, 2009). The 

questions were set up carefully and well thought through in o

manageable data, giving insights into the consumers´ emotions and appraisals when pu

chasing and consuming eco-

stage investigated in this study comprises not only the a

considers behavior after purchase but before consumption and repurchase behavior. As a 

consequence the interview questions also address appraisals and emotions experienced in 

those situations. 

The questions were phrased as neutral as possible in order not to lead the respondents to a 

specific direction, but to give them sufficient space to formulate their answers unaffectedly. 

In addition the authors followed McCracken´s (1988

terviews with a so called ‘grounded tour’. 

eral questions in the beginning as a warm

cure. (The interview guide can be reviewed in appendix number one.)

By conducting three pilot interviews, the questions were tested and adjusted before the u

timate data collection started.

misleading and as a result did not bring up the kind of answer

dingly some questions were rephrased before conducting the final interviews. 

able to actively listen to the respondents´ answers, to keep eye

teresting aspects mentioned by the interviewee, all interviews were recorded. 

lowed a more accurate data analysis. In addition field notes were collected. 

tion is leading to the desired direction or not (Bryman & Bell, 2007). According to Flick (2002, 

structured interviews in general is to reveal existing knowledge in a 

way that can be expressed in the form of answers and so become accessible to interpret

structured interview functions as a guide only. This implies that not all 

interviews were conducted exactly in the same manner, but have been slightly adapted to 

each respondent during the ongoing interview. However the aim is that every interview co

ers the same main questions and remains comparable (Bryman & Bell, 2007). 

Due to the qualitative nature of this study, the interview guide contains open

tions which are supposed to be answered spontaneously by respondents (Flick, 2009). The 

questions were set up carefully and well thought through in order to obtain relevant and 

manageable data, giving insights into the consumers´ emotions and appraisals when pu

-products. It is important to mention that the post

stage investigated in this study comprises not only the action of consumption itself. It also 

considers behavior after purchase but before consumption and repurchase behavior. As a 

consequence the interview questions also address appraisals and emotions experienced in 

as neutral as possible in order not to lead the respondents to a 

specific direction, but to give them sufficient space to formulate their answers unaffectedly. 

In addition the authors followed McCracken´s (1988 a) recommendation to start of the i

h a so called ‘grounded tour’. Therefore the respondents were asked some ge

eral questions in the beginning as a warm-up to make them feel more comfortable and s

guide can be reviewed in appendix number one.) 

lot interviews, the questions were tested and adjusted before the u

timate data collection started. The three pilot interviews showed that some questions w

misleading and as a result did not bring up the kind of answers aimed by the authors. Acco

some questions were rephrased before conducting the final interviews. 

able to actively listen to the respondents´ answers, to keep eye-contact and to react on i

teresting aspects mentioned by the interviewee, all interviews were recorded. 

lowed a more accurate data analysis. In addition field notes were collected. 
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showed that some questions were 

aimed by the authors. Accor-

some questions were rephrased before conducting the final interviews.  In order to be 

contact and to react on in-

teresting aspects mentioned by the interviewee, all interviews were recorded. This also al-

lowed a more accurate data analysis. In addition field notes were collected.  



 

Although the study aims to investigate the impact of consumers´ emotions in two different 

stages of the decision-making process (alternative evaluation and post

both stages are covered in the same interview. An alternative would have been to conduct 

two separate interviews; one in

store would have had the advantage of consumers being in 

very recently felt emotions when deciding for an eco

thors recognized an advantage of conducting only one interview on the two stages, as that 

offers the possibility to be conducted in a pr

to provide deeper insights and not be bothered by external noise in the store. Furthermore 

interviewing the same respondents in the pre

evaluation makes the two pro

between these stages for a single consumer can easier be investigated. 

pondents were interviewed once in a private setting, which was either the home of one of 

the authors or the home of the interviewee, about the two stages being in focused. 

 

3.2.2 Sampling Respondents

Miles and Huberman (2006) propose several typologies of sampling when conducting a qu

litative study, depending on its purpose. For the present study theoretical sa

derived from the grounded theory approach, will be the typology employed. It involves a 

data gathering process aimed for generating theory which allows the researchers to cont

nually collect, code and analyze the data and decide whether or

pose of the study. The research may go on until theoretical saturation has been reached 

(Bryman & Bell, 2007). One talks about theoretical saturation

impression that it is not worth collecting furth

or because the researcher has the feeling that enough data is collected to fulfill the study’s 

purpose (ibid). 

As the final stage of the interview preparation, a selection of interviewees has been made. 

When choosing specific suitable respondents the authors followed a non

pling design. Non-probability sampling is a process “where the probability of 

each sampling unit is unknown” (Lukas et al., 2004

to some extent based on some type of intuitive judgment, desire or knowledge of the r

Although the study aims to investigate the impact of consumers´ emotions in two different 

making process (alternative evaluation and post-purch

both stages are covered in the same interview. An alternative would have been to conduct 

two separate interviews; one in-store and one in a private setting. Conducting interviews in

store would have had the advantage of consumers being in a ready state of expressing their 

very recently felt emotions when deciding for an eco-product purchase. However, the a

thors recognized an advantage of conducting only one interview on the two stages, as that 

offers the possibility to be conducted in a private setting which would allow the respondent 

to provide deeper insights and not be bothered by external noise in the store. Furthermore 

interviewing the same respondents in the pre-purchase evaluation and in the post

evaluation makes the two process stages more comparable. A possible change in emotions 

between these stages for a single consumer can easier be investigated. 

pondents were interviewed once in a private setting, which was either the home of one of 

ome of the interviewee, about the two stages being in focused. 

3.2.2 Sampling Respondents 

Miles and Huberman (2006) propose several typologies of sampling when conducting a qu

litative study, depending on its purpose. For the present study theoretical sa

derived from the grounded theory approach, will be the typology employed. It involves a 

data gathering process aimed for generating theory which allows the researchers to cont

nually collect, code and analyze the data and decide whether or not the data fulfills the pu

pose of the study. The research may go on until theoretical saturation has been reached 

(Bryman & Bell, 2007). One talks about theoretical saturation when the researcher has the 

impression that it is not worth collecting further data, as only minor new insights are gained 

or because the researcher has the feeling that enough data is collected to fulfill the study’s 

As the final stage of the interview preparation, a selection of interviewees has been made. 

hoosing specific suitable respondents the authors followed a non

probability sampling is a process “where the probability of 

each sampling unit is unknown” (Lukas et al., 2004, p. 252). The selection of sam

to some extent based on some type of intuitive judgment, desire or knowledge of the r
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Although the study aims to investigate the impact of consumers´ emotions in two different 

purchase evaluation), 

both stages are covered in the same interview. An alternative would have been to conduct 

store and one in a private setting. Conducting interviews in-

a ready state of expressing their 

product purchase. However, the au-

thors recognized an advantage of conducting only one interview on the two stages, as that 

ivate setting which would allow the respondent 

to provide deeper insights and not be bothered by external noise in the store. Furthermore 

purchase evaluation and in the post-purchase 

cess stages more comparable. A possible change in emotions 

between these stages for a single consumer can easier be investigated. Therefore all res-

pondents were interviewed once in a private setting, which was either the home of one of 

ome of the interviewee, about the two stages being in focused.  

Miles and Huberman (2006) propose several typologies of sampling when conducting a qua-

litative study, depending on its purpose. For the present study theoretical sampling, which is 

derived from the grounded theory approach, will be the typology employed. It involves a 

data gathering process aimed for generating theory which allows the researchers to conti-

not the data fulfills the pur-

pose of the study. The research may go on until theoretical saturation has been reached 

when the researcher has the 

er data, as only minor new insights are gained 

or because the researcher has the feeling that enough data is collected to fulfill the study’s 

As the final stage of the interview preparation, a selection of interviewees has been made. 

hoosing specific suitable respondents the authors followed a non-probability sam-

probability sampling is a process “where the probability of the selection of 

). The selection of sampling units is 

to some extent based on some type of intuitive judgment, desire or knowledge of the re-



 

searchers (Lukas et al., 2004). When creating the sample of this study, the authors contacted 

persons in their surroundings, where they assumed that those 

wees. This selection process can be defined as convenience, where the authors assumed 

that the chosen individuals are similar to the overall target population with regard to the 

characteristics being studied (ibid). 

However before conducting the interviews, the concept of theoretical sampling has been 

considered and therefore the number of interviewees has been revised over time. The pr

mary condition which constitutes the basis for selection of an interviewee was whether he 

or she purchases grocery eco

to access the emotions elicited when evaluating to buy and the emotions experienced when 

consuming the product, consumers with recent experiences have been chosen since t

were assumed to best remember how they felt. 

conducted in English, the authors have taken the interviewees language abilities into consi

eration. As generally suggested for qualitative research, the sampli

overall been purposive rather than random (Miles & Huberman, 1994). 

McCracken (1988 a) suggests further guidelines for how to best put together a sample of 

respondents, which have been considered in this research. The respondents are

to one another and even if the interviewees where chosen out of the researchers surroun

ings, they have been interviewed by a researcher to whom he or she has no personal rel

tion (ibid). This way of maintaining a distance between the respondent

is beneficial for the outcome of the research as it reduces the risk of subjective interpret

tions of the respondents’ answers (Svensson, 2010). Furthermore, a rather small number of 

respondents has been chosen for this study consideri

depth knowledge of consumers’ emotions rather than understanding their reasons for bu

ing ecological products on a superficial level (Miles & Huberman, 1994). 

Taking all of these considerations into account, the base

respondents; five male and ten female. After conducting this amount of interviews the the

retical saturation was reached. Overall the age of the respondents ranges between 21 and 

68 years. The female students among the
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e conducting the interviews, the concept of theoretical sampling has been 

considered and therefore the number of interviewees has been revised over time. The pr

mary condition which constitutes the basis for selection of an interviewee was whether he 

eco-products on a regular basis. Considering that the authors aim 

to access the emotions elicited when evaluating to buy and the emotions experienced when 

consuming the product, consumers with recent experiences have been chosen since t

were assumed to best remember how they felt. In addition to that, since the interviews are 

conducted in English, the authors have taken the interviewees language abilities into consi
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ing ecological products on a superficial level (Miles & Huberman, 1994).  
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respondents; five male and ten female. After conducting this amount of interviews the the
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namely Anneli H., Sebastian L., Stefan H. and Ida B, who is however working part time since 

she has a 6 months old son. Elisabeth S. and Agnes B. are not working as they are housewife 

and retired, respectively. Professions as well as life situations differ throughout the respo

dents. While the students mostly live on their own and therefore only purchase for the

selves, the older respondents buy eco

wife and in Sebastian’s and Ida´s case also for their children. The diversity c

respondents´ age, gender and life situation supports the generalizability of the research fin

ings by preventing biased results. 

In order to increase trustworthiness in research, triangulation is considered in the 

research. According to Denzin (1978), possible measures to employ in order to achieve 

trustworthiness include for example various data sources, methods or researchers. Triang

lation is able to support a finding by showing that independent measures 

contradict it, which in this case is embodied by three individual researchers (Miles & Hube

man, 1994). Trustworthiness is argued to be increased when triangulation sources have di

ferent biases or strengths and can therefore complement eac

the researchers have cross-check their interpretations of the data collected and could ther

by obtain valuable insights for the study (ibid). 

 

Name

Agnes B.

Anneli H.

Britta L.

Cecilia L.

Christina B.

Elisabeth S.

Eva N.

Ida B.

Jenny A.

Johan P.

Julian F.

Marianne H.

Martin A.

Sebastian L.

Stefan H.

stian L., Stefan H. and Ida B, who is however working part time since 

she has a 6 months old son. Elisabeth S. and Agnes B. are not working as they are housewife 

and retired, respectively. Professions as well as life situations differ throughout the respo

dents. While the students mostly live on their own and therefore only purchase for the

selves, the older respondents buy eco-products for their whole family, including husband, 

wife and in Sebastian’s and Ida´s case also for their children. The diversity c

respondents´ age, gender and life situation supports the generalizability of the research fin

ings by preventing biased results.  

Table 1: Overview sample 

In order to increase trustworthiness in research, triangulation is considered in the 

research. According to Denzin (1978), possible measures to employ in order to achieve 

trustworthiness include for example various data sources, methods or researchers. Triang

lation is able to support a finding by showing that independent measures 

contradict it, which in this case is embodied by three individual researchers (Miles & Hube

man, 1994). Trustworthiness is argued to be increased when triangulation sources have di

ferent biases or strengths and can therefore complement each other. In the present study 

check their interpretations of the data collected and could ther

by obtain valuable insights for the study (ibid).  

Age Gender Occupation

68 Woman Retired

60 Woman Professional

26 Woman Student

24 Woman Student

Christina B. 23 Woman Student

Elisabeth S. 51 Woman Housewife

21 Woman Student

27 Woman On Maternal Leave

21 Woman Student

27 Man Student

23 Man Student

Marianne H. 24 Woman Student

24 Man Student

Sebastian L. 31 Man Professional

62 Man Professional
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research. According to Denzin (1978), possible measures to employ in order to achieve 

trustworthiness include for example various data sources, methods or researchers. Triangu-

lation is able to support a finding by showing that independent measures agree or do not 

contradict it, which in this case is embodied by three individual researchers (Miles & Huber-

man, 1994). Trustworthiness is argued to be increased when triangulation sources have dif-

h other. In the present study 

check their interpretations of the data collected and could there-



 

3.3 Data Analysis 

3.3.1 Grounded Theory 

The mayor difficulty when analyzing qualit

ed (Bryman & Bell, 2007). For this study 15 respondents have been interviewed, with an i

terview length of approximately 30 minutes eac

scribed. Interview transcripts 

otherwise written as exactly as possible and afterwards briefly summarized to keep the 

overview. Therefore overall a significant amount of empirics emerged. 

There are basically two different gen

tive data, analytic induction and grounded theory (Bryman & Bell, 2007). General strategies 

are frameworks which are supposed to guide the analysis (ibid). Both kinds of general stra

egies are often described to be of iterative nature. That is “a repetitive interplay between 

the collection and analysis of data” (Bryman & Bell, 2007, p. 582), meaning that the r

searcher is going back and forth between collecting empirics and analyzing them. 

Following an analytic induction means to test hypothetical explanations with the aim to find 

universal explanations (Bryman & Bell, 2007). The disadvantage of following an analytic i

duction approach when analyzing qualitative data is that it does provide outcomes in 

of tested hypothesis, but does not consider an explanation of why outcomes are the way 

they are (ibid). 

Grounded theory has become the most widely used approach for analyzing qualitative data 

(Bryman & Bell, 2007). It is the discovery of theory deriv

(Glaser & Strauss, 1967), systematically gathered and analyzed through the entire research 

process (Bryman & Bell, 2007). Therefore generating involves typically a process of research 

(Glaser & Strauss, 1967). Also typical f

ysis of data and the developed theory stand in close connection to each other (Bryman & 

Bell, 2007).  

In comparison to analytic induction the major advantage of grounded theory is that the r

searcher stays much closer to the data, since he or she is not led by hypotheses and is open 

to all kinds of explorations and explanations. In addition grounded theory aims to create 

The mayor difficulty when analyzing qualitative data is the amount of data which is genera

ed (Bryman & Bell, 2007). For this study 15 respondents have been interviewed, with an i

terview length of approximately 30 minutes each. They were recorded and thereafter tra

scribed. Interview transcripts were typed by skipping fillers like “ehm” and “mh”, but were 

otherwise written as exactly as possible and afterwards briefly summarized to keep the 

overview. Therefore overall a significant amount of empirics emerged.  

There are basically two different general strategies which are useful when analyzing qualit

tive data, analytic induction and grounded theory (Bryman & Bell, 2007). General strategies 

are frameworks which are supposed to guide the analysis (ibid). Both kinds of general stra

scribed to be of iterative nature. That is “a repetitive interplay between 

the collection and analysis of data” (Bryman & Bell, 2007, p. 582), meaning that the r

searcher is going back and forth between collecting empirics and analyzing them. 

analytic induction means to test hypothetical explanations with the aim to find 

universal explanations (Bryman & Bell, 2007). The disadvantage of following an analytic i

duction approach when analyzing qualitative data is that it does provide outcomes in 

of tested hypothesis, but does not consider an explanation of why outcomes are the way 

Grounded theory has become the most widely used approach for analyzing qualitative data 

(Bryman & Bell, 2007). It is the discovery of theory derived from data in social research 

(Glaser & Strauss, 1967), systematically gathered and analyzed through the entire research 

process (Bryman & Bell, 2007). Therefore generating involves typically a process of research 

(Glaser & Strauss, 1967). Also typical for this kind of analysis is that data collection, the ana

ysis of data and the developed theory stand in close connection to each other (Bryman & 

In comparison to analytic induction the major advantage of grounded theory is that the r

r stays much closer to the data, since he or she is not led by hypotheses and is open 

to all kinds of explorations and explanations. In addition grounded theory aims to create 
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scribed to be of iterative nature. That is “a repetitive interplay between 

the collection and analysis of data” (Bryman & Bell, 2007, p. 582), meaning that the re-

searcher is going back and forth between collecting empirics and analyzing them.  

analytic induction means to test hypothetical explanations with the aim to find 

universal explanations (Bryman & Bell, 2007). The disadvantage of following an analytic in-

duction approach when analyzing qualitative data is that it does provide outcomes in terms 

of tested hypothesis, but does not consider an explanation of why outcomes are the way 

Grounded theory has become the most widely used approach for analyzing qualitative data 

ed from data in social research 

(Glaser & Strauss, 1967), systematically gathered and analyzed through the entire research 

process (Bryman & Bell, 2007). Therefore generating involves typically a process of research 

or this kind of analysis is that data collection, the anal-

ysis of data and the developed theory stand in close connection to each other (Bryman & 

In comparison to analytic induction the major advantage of grounded theory is that the re-

r stays much closer to the data, since he or she is not led by hypotheses and is open 

to all kinds of explorations and explanations. In addition grounded theory aims to create 



 

holistic associations and is more inductive by nature than the analytic inductio

(Easterby-Smith, 2008).  

The grounded theory approach is described and developed by several authors who introduce 

different ways of analyzing qualitative data. Bryman and Bell (2007) suggest a couple of ch

racteristics which are typically consid

all, grounded theory is based on data collection which is conducted by doing theoretical 

sampling (ibid). Theoretical sampling and therefore also theoretical saturations has also 

been used for this study and is described in the previous sub

grounded theory includes coding, which illustrates a key process when developing grounded 

theory. Coding procedures attempt to break down data into component parts and are d

scribed in the following chapter in more detail (ibid). 

Theoretical saturation implies that data is collected until a researched category is saturated. 

As previously mentioned, this point is reached when the researcher has the impression that 

it is not worth collecting any f

enough data in one category can describe properties and demonstrates variations (Bryman 

& Bell, 2007). In this study both evaluations were made after conducting 15 interviews. The 

last interviews proved that most insights are repetitive and that no significant new aspects 

could be gained. Those aspects which were indicated as being new were perceived as exce

tional cases among the researchers. Therefore data collection was discontinued at this po

Furthermore relevant to grounded theory is the concept of constant comparison. It “refers 

to a process of maintaining a close connection between data and conceptualization” (Br

man & Bell, 2007, p. 586). This means that the researcher constantly comp

which have been coded among certain categories so that a theoretical elaboration of the 

concerned category can emerge (ibid).

Before constructing the interview guide, the authors considered how to analyze the g

thered data and which data the

contained questions aiming to investigate which emotions are evoked when buying and co

suming an eco-product and also to collect information about the dimensions of the cognitive 

appraisals approach (outcome desirability, agency, certainty and fairness).
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The grounded theory approach is described and developed by several authors who introduce 

different ways of analyzing qualitative data. Bryman and Bell (2007) suggest a couple of ch
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all, grounded theory is based on data collection which is conducted by doing theoretical 

sampling (ibid). Theoretical sampling and therefore also theoretical saturations has also 

udy and is described in the previous sub-chapter. Furthermore 

grounded theory includes coding, which illustrates a key process when developing grounded 

theory. Coding procedures attempt to break down data into component parts and are d

wing chapter in more detail (ibid).  

Theoretical saturation implies that data is collected until a researched category is saturated. 

As previously mentioned, this point is reached when the researcher has the impression that 

it is not worth collecting any further data, as only minor new insights are gained or because 

enough data in one category can describe properties and demonstrates variations (Bryman 

& Bell, 2007). In this study both evaluations were made after conducting 15 interviews. The 

s proved that most insights are repetitive and that no significant new aspects 

could be gained. Those aspects which were indicated as being new were perceived as exce

tional cases among the researchers. Therefore data collection was discontinued at this po

Furthermore relevant to grounded theory is the concept of constant comparison. It “refers 

to a process of maintaining a close connection between data and conceptualization” (Br

man & Bell, 2007, p. 586). This means that the researcher constantly comp

which have been coded among certain categories so that a theoretical elaboration of the 

concerned category can emerge (ibid). 

Before constructing the interview guide, the authors considered how to analyze the g

thered data and which data therefore had to be available. The interview guide consequently 

contained questions aiming to investigate which emotions are evoked when buying and co

product and also to collect information about the dimensions of the cognitive 

ach (outcome desirability, agency, certainty and fairness).
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could be gained. Those aspects which were indicated as being new were perceived as excep-

tional cases among the researchers. Therefore data collection was discontinued at this point.  

Furthermore relevant to grounded theory is the concept of constant comparison. It “refers 

to a process of maintaining a close connection between data and conceptualization” (Bry-

man & Bell, 2007, p. 586). This means that the researcher constantly compares phenomena 

which have been coded among certain categories so that a theoretical elaboration of the 

Before constructing the interview guide, the authors considered how to analyze the ga-

refore had to be available. The interview guide consequently 

contained questions aiming to investigate which emotions are evoked when buying and con-

product and also to collect information about the dimensions of the cognitive 

ach (outcome desirability, agency, certainty and fairness). 



 

The analysis consists of several systematic steps. First of all it aims to illustrate and later 

compare which emotions are evoked in the chosen decision

purchase alternative evaluation and post

to explore the underlying appraisals of the elicited emotions which seem to be most likely 

perceived when buying and consuming the products. These emotions are seen as concepts 

of the study (Bryman & Bell, 2007). “Concepts refer to labels given to discrete phenomena” 

and function as the fundamental building blocks of the developed theory (Bryman & Bell, 

2007, p. 587). Analyzing the underlying appraisals of these concepts allows a deta

nation of reasons for evoked emotions and the subsequent behavior. An investigation of 

appraisals also allows for gaining a better understanding of why emotions are likely to 

change in different stages of the decision

As already mentioned grounded theory aims to create new theory. Bryman and Bell (2007, p. 

587) define theory as “a set of well

through statements of relationships to form a theoretical framework that explains 

relevant social [..] or other phenomena.” With categories Bryman and Bell refer to well el

borated concepts (ibid).  

To create theory out of the data collected for this study, the authors aimed to develop and 

to elaborate emotional concepts, to find r

connections to different kinds of cognitive appraisals. To assure a systematic analysis, it is 

structured according to existing theory: the selected stages of the decision

and within the process and the cognitive appraisals approach on each of the individual sta

es. In other words the analysis investigates similarly on both stages which emotions are 

evoked and considers upon which cognitive appraisals they are based. Overall the analysis 

creates a theoretical framework that explains how emotions influence certain stages of the 

decision-making process. The overall result of the study is the development of a model to 

illustrate important components and concepts and to point out their impacts and

between each other. For developing this model the cognitive appraisal theory model by 

Watson and Spence was used as a base and adjusted significantly according to the aim of 

this study.  

The analysis consists of several systematic steps. First of all it aims to illustrate and later 

compare which emotions are evoked in the chosen decision-making process stages (pre

tive evaluation and post-purchase evaluation). A deeper analysis attempts 

to explore the underlying appraisals of the elicited emotions which seem to be most likely 

perceived when buying and consuming the products. These emotions are seen as concepts 

e study (Bryman & Bell, 2007). “Concepts refer to labels given to discrete phenomena” 

and function as the fundamental building blocks of the developed theory (Bryman & Bell, 

2007, p. 587). Analyzing the underlying appraisals of these concepts allows a deta

nation of reasons for evoked emotions and the subsequent behavior. An investigation of 

appraisals also allows for gaining a better understanding of why emotions are likely to 

change in different stages of the decision-making process.  

mentioned grounded theory aims to create new theory. Bryman and Bell (2007, p. 

587) define theory as “a set of well-developed categories [..] that are systematically related 

through statements of relationships to form a theoretical framework that explains 

relevant social [..] or other phenomena.” With categories Bryman and Bell refer to well el

To create theory out of the data collected for this study, the authors aimed to develop and 

to elaborate emotional concepts, to find relations among these concepts and also to identify 

connections to different kinds of cognitive appraisals. To assure a systematic analysis, it is 

structured according to existing theory: the selected stages of the decision

cess and the cognitive appraisals approach on each of the individual sta

es. In other words the analysis investigates similarly on both stages which emotions are 

evoked and considers upon which cognitive appraisals they are based. Overall the analysis 

tes a theoretical framework that explains how emotions influence certain stages of the 

making process. The overall result of the study is the development of a model to 

illustrate important components and concepts and to point out their impacts and

between each other. For developing this model the cognitive appraisal theory model by 

Watson and Spence was used as a base and adjusted significantly according to the aim of 
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The analysis consists of several systematic steps. First of all it aims to illustrate and later 

making process stages (pre-

purchase evaluation). A deeper analysis attempts 

to explore the underlying appraisals of the elicited emotions which seem to be most likely 

perceived when buying and consuming the products. These emotions are seen as concepts 

e study (Bryman & Bell, 2007). “Concepts refer to labels given to discrete phenomena” 

and function as the fundamental building blocks of the developed theory (Bryman & Bell, 

2007, p. 587). Analyzing the underlying appraisals of these concepts allows a detailed expla-
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To create theory out of the data collected for this study, the authors aimed to develop and 
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connections to different kinds of cognitive appraisals. To assure a systematic analysis, it is 

structured according to existing theory: the selected stages of the decision-making process 

cess and the cognitive appraisals approach on each of the individual stag-

es. In other words the analysis investigates similarly on both stages which emotions are 

evoked and considers upon which cognitive appraisals they are based. Overall the analysis 

tes a theoretical framework that explains how emotions influence certain stages of the 

making process. The overall result of the study is the development of a model to 

illustrate important components and concepts and to point out their impacts and relations 

between each other. For developing this model the cognitive appraisal theory model by 

Watson and Spence was used as a base and adjusted significantly according to the aim of 



 

3.3.2 The Usage of Coding as Main Analysis Tool 

When analysing the significant amount of data collected for this study, coding was used to 

structure the material and to gain information out of it. Coding is the starting point for most 

forms of qualitative data analysis and one of the most central processes in g

In general coding means reviewing transcripts and giving labels or names to components 

that seem to be particularly relevant for the outcome of the data analysis (Bryman & Bell, 

2003). The aim is to differentiate and combine the retrieved d

information (Miles & Huberman, 1994).

As aforementioned the data was transcribed and coded straight after its collection, rather 

than waiting until the whole data collection was finished. The transcripts have been read 

through many times in order to understand the context as good as possible and first notes 

were made as a starting point for further coding. During the process itself questions such as 

‘what is this item of data about?’, ‘of what topic is this item?’, ‘what is happe

do people say they are doing?’ have been taken into account to ensure an adequate and 

profound coding. 

According to Bryman and Bell (2003), three types of coding practices exist that refer to di

ferent levels of the elaboration of categorie

coding and refers to breaking down data, examining, comparing and conceptualizing it in 

order to group it into categories. All data gathered throughout the interviews has therefore 

been examined and compared to categorize it according to its emotional or appraisal nature. 

Miles and Huberman (1994) suggest to start coding by creating a provisional “start list” of 

codes prior to fieldwork. In this study coding emotional aspects was started by using Richins´ 

Consumption Emotions Set (CES) introduced in the previous chapter. Seeing that this scale 

was particularly developed for investigating consumption emotions and that it was already 

tested by other researchers, made this scale appear most suitable. However, 

(1997) suggests herself, the scale has been used as a starting point and was adapted signif

cantly to code the data most effectively. In the end of the coding process seven emotions of 

the original CES were used and extended with further 16 emot

directly from the available data. The need for so many additional emotions can be explained 

by the complexity of green consumerism in general as well as by the great variety of underl
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structure the material and to gain information out of it. Coding is the starting point for most 
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In general coding means reviewing transcripts and giving labels or names to components 

that seem to be particularly relevant for the outcome of the data analysis (Bryman & Bell, 

2003). The aim is to differentiate and combine the retrieved data and to reflect upon the 

information (Miles & Huberman, 1994). 

As aforementioned the data was transcribed and coded straight after its collection, rather 

than waiting until the whole data collection was finished. The transcripts have been read 

any times in order to understand the context as good as possible and first notes 

were made as a starting point for further coding. During the process itself questions such as 

‘what is this item of data about?’, ‘of what topic is this item?’, ‘what is happe

do people say they are doing?’ have been taken into account to ensure an adequate and 

According to Bryman and Bell (2003), three types of coding practices exist that refer to di

ferent levels of the elaboration of categories in grounded theory. The first one is called open 

coding and refers to breaking down data, examining, comparing and conceptualizing it in 

order to group it into categories. All data gathered throughout the interviews has therefore 

ed to categorize it according to its emotional or appraisal nature. 

Miles and Huberman (1994) suggest to start coding by creating a provisional “start list” of 

codes prior to fieldwork. In this study coding emotional aspects was started by using Richins´ 

Consumption Emotions Set (CES) introduced in the previous chapter. Seeing that this scale 

was particularly developed for investigating consumption emotions and that it was already 

tested by other researchers, made this scale appear most suitable. However, 

(1997) suggests herself, the scale has been used as a starting point and was adapted signif

cantly to code the data most effectively. In the end of the coding process seven emotions of 

the original CES were used and extended with further 16 emotions, which have been derived 

directly from the available data. The need for so many additional emotions can be explained 

by the complexity of green consumerism in general as well as by the great variety of underl
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lysing the significant amount of data collected for this study, coding was used to 

structure the material and to gain information out of it. Coding is the starting point for most 
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In general coding means reviewing transcripts and giving labels or names to components 

that seem to be particularly relevant for the outcome of the data analysis (Bryman & Bell, 

ata and to reflect upon the 

As aforementioned the data was transcribed and coded straight after its collection, rather 

than waiting until the whole data collection was finished. The transcripts have been read 

any times in order to understand the context as good as possible and first notes 

were made as a starting point for further coding. During the process itself questions such as 

‘what is this item of data about?’, ‘of what topic is this item?’, ‘what is happening?’ or ‘what 

do people say they are doing?’ have been taken into account to ensure an adequate and 

According to Bryman and Bell (2003), three types of coding practices exist that refer to dif-

s in grounded theory. The first one is called open 

coding and refers to breaking down data, examining, comparing and conceptualizing it in 

order to group it into categories. All data gathered throughout the interviews has therefore 

ed to categorize it according to its emotional or appraisal nature.  

Miles and Huberman (1994) suggest to start coding by creating a provisional “start list” of 

codes prior to fieldwork. In this study coding emotional aspects was started by using Richins´ 

Consumption Emotions Set (CES) introduced in the previous chapter. Seeing that this scale 

was particularly developed for investigating consumption emotions and that it was already 

tested by other researchers, made this scale appear most suitable. However, as Richins 

(1997) suggests herself, the scale has been used as a starting point and was adapted signifi-

cantly to code the data most effectively. In the end of the coding process seven emotions of 

ions, which have been derived 

directly from the available data. The need for so many additional emotions can be explained 

by the complexity of green consumerism in general as well as by the great variety of underly-



 

ing appraisals which inspirit to code the 

than using basic emotions only. Since the study was conducted by three researchers, all i

volved in the coding procedure, each code was defined accurately and further illustrate

with quotes from the interviews. 

interpreting emotions among the researchers. 

As suggested by theory, emotions are evoked by several different kinds of cognitive apprai

als. Therefore the first open coding also included the c

considerations when talking about their buying and consumption experiences. For this type 

of data used codes and their definitions were taken from existing theory. Therefore consu

ers’ considerations have been labelled 

by Watson and Spence.  

Overall it is important to consider that it is not the word, but the content that matters (Miles 

& Huberman, 1994). Sometimes during open coding and reviewing of interview transcr

was noted that different respondents stated sentences which included almost exactly the 

same words. However, in some cases these statements were considered with different 

codes, since seeing the given statement in its whole context led to different

of the sentences. Moreover the authors were aware of the risk to understand the respo

dents´ answers in another way than they were actually meant (McCrackeen, 1988). However 

by probing and asking additional questions to clarify the given a

mized and contributed to ensure adequate coding. 

Axial coding goes one step further by making connections between the different categories 

developed from open coding and links the used codes to contexts (Bryman & Bell, 2003). In

this coding step, created codes of emotions and appraisals were related to each other. As a 

result the authors were afterwards able to conclude which emotions are most likely to be 

evoked by which appraisals. According to Hernadez (2009) open coding and a

likely to occur partly at the same time and cannot be regarded as completely separate 

processes. It was also experienced in this study that both types of coding occurred in some 

stage simultaneously. 

By implementing the third type of coding

carved out to function as focus and all other categories are arranged around (Bryman & Bell, 

ing appraisals which inspirit to code the perception of different kinds of emotions, rather 

than using basic emotions only. Since the study was conducted by three researchers, all i

volved in the coding procedure, each code was defined accurately and further illustrate

iews. (See appendix number two.) This assured a similar way of 

interpreting emotions among the researchers.  

As suggested by theory, emotions are evoked by several different kinds of cognitive apprai

als. Therefore the first open coding also included the coding of the interviewees’ cognitive 

considerations when talking about their buying and consumption experiences. For this type 

of data used codes and their definitions were taken from existing theory. Therefore consu

ers’ considerations have been labelled according to the four appraisal categories introduced 

Overall it is important to consider that it is not the word, but the content that matters (Miles 

& Huberman, 1994). Sometimes during open coding and reviewing of interview transcr

was noted that different respondents stated sentences which included almost exactly the 

same words. However, in some cases these statements were considered with different 

codes, since seeing the given statement in its whole context led to different

of the sentences. Moreover the authors were aware of the risk to understand the respo

dents´ answers in another way than they were actually meant (McCrackeen, 1988). However 

by probing and asking additional questions to clarify the given answers, this issue was min

mized and contributed to ensure adequate coding.  

Axial coding goes one step further by making connections between the different categories 

developed from open coding and links the used codes to contexts (Bryman & Bell, 2003). In

this coding step, created codes of emotions and appraisals were related to each other. As a 

result the authors were afterwards able to conclude which emotions are most likely to be 

evoked by which appraisals. According to Hernadez (2009) open coding and a

likely to occur partly at the same time and cannot be regarded as completely separate 

processes. It was also experienced in this study that both types of coding occurred in some 

By implementing the third type of coding the so called selective coding, one core category is 

carved out to function as focus and all other categories are arranged around (Bryman & Bell, 

 

44 

perception of different kinds of emotions, rather 

than using basic emotions only. Since the study was conducted by three researchers, all in-

volved in the coding procedure, each code was defined accurately and further illustrated 

.) This assured a similar way of 

As suggested by theory, emotions are evoked by several different kinds of cognitive apprais-

oding of the interviewees’ cognitive 

considerations when talking about their buying and consumption experiences. For this type 

of data used codes and their definitions were taken from existing theory. Therefore consum-

according to the four appraisal categories introduced 

Overall it is important to consider that it is not the word, but the content that matters (Miles 

& Huberman, 1994). Sometimes during open coding and reviewing of interview transcripts it 

was noted that different respondents stated sentences which included almost exactly the 

same words. However, in some cases these statements were considered with different 

codes, since seeing the given statement in its whole context led to different interpretations 

of the sentences. Moreover the authors were aware of the risk to understand the respon-

dents´ answers in another way than they were actually meant (McCrackeen, 1988). However 

nswers, this issue was mini-

Axial coding goes one step further by making connections between the different categories 

developed from open coding and links the used codes to contexts (Bryman & Bell, 2003). In 

this coding step, created codes of emotions and appraisals were related to each other. As a 

result the authors were afterwards able to conclude which emotions are most likely to be 

evoked by which appraisals. According to Hernadez (2009) open coding and axial coding are 

likely to occur partly at the same time and cannot be regarded as completely separate 

processes. It was also experienced in this study that both types of coding occurred in some 

the so called selective coding, one core category is 

carved out to function as focus and all other categories are arranged around (Bryman & Bell, 



 

2003). Since the purpose of this study is twofold; to investigate emotions in the pre

purchase as well as in the post

core categories. The interview guide was structured according to these two stages and a

tempted to collect data for both of them. However, when reviewing the transcripts it was 

obvious that interviewees sometimes referred to the “wrong” stage and not to the one the 

question aimed for. Therefore, by seeing the pre

phase as core categories, other categories and their insights were shifted according to the 

stage they refer to.  

One of the main procedures of the grounded theory approach is to compare and to discover 

patterns of social behavior. Therefore the bulk of codes has to be organized and illustrated in 

a way that allows for patterns such as similaritie

For this purpose, Miles and Huberman (1994) recommend to create several clusters of cod

fied categories. Considering this recommendation, clusters were created according to the 

different core categories (pre

in direct relation to the respective appraisal. The result of this procedure was a set of tables 

which easily allowed to identify emotional patterns. The tables clearly illustrated which em

tions were most likely to occur in which core category and also which appraisals are most 

responsible for specific emotions. As this is a qualitative study, tables did not only consider 

the codes themselves, namely the names of the specific emotions, but also includ

background of the found emotion. To further deepen the analysis, another set of tables with 

frequencies of mentioned emotions on each stage and also in each appraisal dimension was 

created. This allowed for an overview of which emotions are more fre

others. All tables can be reviewed in appendix 

 

3.4 Ethical Considerations

According to Bryman and Bell (2007) there are four main areas of ethical principles which 

should be considered when conducting research. These include

lack of informed consent, the invasion of privacy and involved deception (Bryman & Bell, 

2007). Following paragraphs briefly discuss how these principles have been taken into co

sideration to ensure this study to be without s

2003). Since the purpose of this study is twofold; to investigate emotions in the pre

the post-purchase stage, the selective coding focused on these two 

core categories. The interview guide was structured according to these two stages and a

tempted to collect data for both of them. However, when reviewing the transcripts it was 

interviewees sometimes referred to the “wrong” stage and not to the one the 

question aimed for. Therefore, by seeing the pre-purchase phase and the post

phase as core categories, other categories and their insights were shifted according to the 

One of the main procedures of the grounded theory approach is to compare and to discover 

patterns of social behavior. Therefore the bulk of codes has to be organized and illustrated in 

a way that allows for patterns such as similarities and differences to be easily identifiable. 

For this purpose, Miles and Huberman (1994) recommend to create several clusters of cod

fied categories. Considering this recommendation, clusters were created according to the 

different core categories (pre-purchase and post-purchase), respondents and also emotions 

in direct relation to the respective appraisal. The result of this procedure was a set of tables 

which easily allowed to identify emotional patterns. The tables clearly illustrated which em

most likely to occur in which core category and also which appraisals are most 

responsible for specific emotions. As this is a qualitative study, tables did not only consider 

the codes themselves, namely the names of the specific emotions, but also includ

background of the found emotion. To further deepen the analysis, another set of tables with 

frequencies of mentioned emotions on each stage and also in each appraisal dimension was 

created. This allowed for an overview of which emotions are more frequently evoked than 

others. All tables can be reviewed in appendix number 3.  

onsiderations 

According to Bryman and Bell (2007) there are four main areas of ethical principles which 

should be considered when conducting research. These include the harm of participants, the 

lack of informed consent, the invasion of privacy and involved deception (Bryman & Bell, 

2007). Following paragraphs briefly discuss how these principles have been taken into co

sideration to ensure this study to be without serious ethical infringement.
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2003). Since the purpose of this study is twofold; to investigate emotions in the pre-

purchase stage, the selective coding focused on these two 

core categories. The interview guide was structured according to these two stages and at-

tempted to collect data for both of them. However, when reviewing the transcripts it was 

interviewees sometimes referred to the “wrong” stage and not to the one the 

purchase phase and the post-purchase 

phase as core categories, other categories and their insights were shifted according to the 

One of the main procedures of the grounded theory approach is to compare and to discover 

patterns of social behavior. Therefore the bulk of codes has to be organized and illustrated in 

s and differences to be easily identifiable. 

For this purpose, Miles and Huberman (1994) recommend to create several clusters of codi-

fied categories. Considering this recommendation, clusters were created according to the 

purchase), respondents and also emotions 

in direct relation to the respective appraisal. The result of this procedure was a set of tables 

which easily allowed to identify emotional patterns. The tables clearly illustrated which emo-

most likely to occur in which core category and also which appraisals are most 

responsible for specific emotions. As this is a qualitative study, tables did not only consider 

the codes themselves, namely the names of the specific emotions, but also included the 

background of the found emotion. To further deepen the analysis, another set of tables with 

frequencies of mentioned emotions on each stage and also in each appraisal dimension was 

quently evoked than 

According to Bryman and Bell (2007) there are four main areas of ethical principles which 

the harm of participants, the 

lack of informed consent, the invasion of privacy and involved deception (Bryman & Bell, 

2007). Following paragraphs briefly discuss how these principles have been taken into con-

 



 

To avoid any way of harming the well

data anonymous. Personal details other than those provided by the respondent in the inte

view itself are kept confidentially and partic

tion participants agreed on the publication of their inputs, which is only in form of written 

interview protocols and in the analysis. 

Harming participants also includes confronting them with a stressful situati

Bell, 2007). The interview guide includes questions which can be difficult to answer and 

therefore might set some interviewees under pressure. The interviewer therefore conce

trated on finding a balance between giving respondents enough time f

en questions, while providing the interviewee with further sub

the interviewer felt that he/she had difficulties to understand and to answer a certain que

tion. 

Informed consent is the most debated area withi

2007). The interviewees gave their consent to participate under the premise of anonymity to 

the later publication of the study. Furthermore, as a semi

was employed, participants had 

not want to participate any longer. 

As respondents were made anonymous in interview transcripts and in the thesis itself, no 

invasion of privacy has taken place. Even if the interview’s topic was ve

with a common day-to-day life situation. Furthermore respondents were allowed to refuse 

answering during the interview in case they felt an infringement in their privacy, however 

this never occurred.  

Bryman and Bell (2007) refer to d

thing different than it actually is. When conducting this study consumers were told that the 

study dealt with investigating consumer behavior on eco

were informed that the interview was going to be in

fact that the interview aims to access their personal emotions. The authors felt that letting 

them know too much about the core of the study might influence their responses. However 

the study attempted to keep the level of deception as low as possible. After conducting the 

To avoid any way of harming the well-being of participants the interviewers assured to keep 

data anonymous. Personal details other than those provided by the respondent in the inte

view itself are kept confidentially and participants’ surnames remain unpublished. In add

tion participants agreed on the publication of their inputs, which is only in form of written 

interview protocols and in the analysis.  

Harming participants also includes confronting them with a stressful situati

Bell, 2007). The interview guide includes questions which can be difficult to answer and 

therefore might set some interviewees under pressure. The interviewer therefore conce

trated on finding a balance between giving respondents enough time for thinking about gi

en questions, while providing the interviewee with further sub-questions at a stage where 

the interviewer felt that he/she had difficulties to understand and to answer a certain que

Informed consent is the most debated area within business research ethics (Bryman & Bell, 

2007). The interviewees gave their consent to participate under the premise of anonymity to 

the later publication of the study. Furthermore, as a semi-structured interview technique 

was employed, participants had the opportunity to refuse to cooperate whenever they did 

not want to participate any longer.  

As respondents were made anonymous in interview transcripts and in the thesis itself, no 

invasion of privacy has taken place. Even if the interview’s topic was very personal, it deals 

day life situation. Furthermore respondents were allowed to refuse 

answering during the interview in case they felt an infringement in their privacy, however 

Bryman and Bell (2007) refer to deception when researchers represent their study as som

thing different than it actually is. When conducting this study consumers were told that the 

study dealt with investigating consumer behavior on eco-products. Potential interviewees 

the interview was going to be in-depth, but they were not aware of the 

fact that the interview aims to access their personal emotions. The authors felt that letting 

them know too much about the core of the study might influence their responses. However 

study attempted to keep the level of deception as low as possible. After conducting the 
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being of participants the interviewers assured to keep 

data anonymous. Personal details other than those provided by the respondent in the inter-

ipants’ surnames remain unpublished. In addi-

tion participants agreed on the publication of their inputs, which is only in form of written 

Harming participants also includes confronting them with a stressful situation (Bryman & 

Bell, 2007). The interview guide includes questions which can be difficult to answer and 

therefore might set some interviewees under pressure. The interviewer therefore concen-

or thinking about giv-

questions at a stage where 

the interviewer felt that he/she had difficulties to understand and to answer a certain ques-

n business research ethics (Bryman & Bell, 

2007). The interviewees gave their consent to participate under the premise of anonymity to 

structured interview technique 

the opportunity to refuse to cooperate whenever they did 

As respondents were made anonymous in interview transcripts and in the thesis itself, no 

ry personal, it deals 

day life situation. Furthermore respondents were allowed to refuse 

answering during the interview in case they felt an infringement in their privacy, however 

eception when researchers represent their study as some-

thing different than it actually is. When conducting this study consumers were told that the 

products. Potential interviewees 

depth, but they were not aware of the 

fact that the interview aims to access their personal emotions. The authors felt that letting 

them know too much about the core of the study might influence their responses. However 

study attempted to keep the level of deception as low as possible. After conducting the 



 

interview the respondents got more insights about the study and information about how the 

authors are going to use and analyze the data. 

 

3.5 Critical Reflections of 

When establishing and assessing quantitative research, the concepts of reliability and valid

ty are typically considered. However, some qualitative researchers have argued that these 

criteria are not relevant for qualitative studies. Vali

the data concerned, is of minor significance to this study since words constitute the data and 

clearly are not measurable in any way (Bryman & Bell, 2007).

Guba and Lincoln (1994) propose an alternative for how to esta

of qualitative research, which provides an alternative to reliability and validity. They propose 

four criteria which have been taken into consideration throughout the present research; 

credibility, dependability, transferabilit

Credibility 

The present study investigates a social reality in which consumers attribute emotions to 

their ways of consuming eco

municate in their exact form, require more than one observer to interpret their nature co

rectly. Ensuring the credibility of the study, which sheds light on the necessity of multiple 

accounts to an isolated event, has been dealt with by triangulation (Bryman & Bell, 2007). 

The three authors of this study ensure the credibility of its findings, as they have been r

vised and discussed from three points of view.

All interviews were conducted in a language, which is second to both interviewers and re

pondents which proved to pose a 

was established in the previous paragraph, expressing emotions can be difficult. It was o

vious that this was further aggravated when being asked to express them in a second la

guage, where words may not come as easily and without reflection. Furthermore it became 

more difficult for the interviewers to support the respondents. However, all authors are fl

ent in English and are well aware of the vocabulary needed for this study, making the sele

tion of respondents and their language skills a very careful process. The results of this study 

might be slightly influenced by the fact that the study was conducted in a second language.

interview the respondents got more insights about the study and information about how the 

authors are going to use and analyze the data.  

3.5 Critical Reflections of Research Approach 

When establishing and assessing quantitative research, the concepts of reliability and valid

ty are typically considered. However, some qualitative researchers have argued that these 

criteria are not relevant for qualitative studies. Validity, which deals with measurement of 

the data concerned, is of minor significance to this study since words constitute the data and 

clearly are not measurable in any way (Bryman & Bell, 2007). 

Guba and Lincoln (1994) propose an alternative for how to establish and assess the quality 

of qualitative research, which provides an alternative to reliability and validity. They propose 

four criteria which have been taken into consideration throughout the present research; 

credibility, dependability, transferability and confirmability (Bryman & Bell, 2007).

The present study investigates a social reality in which consumers attribute emotions to 

their ways of consuming eco-products. Emotions, which by definition are difficult to co

form, require more than one observer to interpret their nature co

rectly. Ensuring the credibility of the study, which sheds light on the necessity of multiple 

accounts to an isolated event, has been dealt with by triangulation (Bryman & Bell, 2007). 

three authors of this study ensure the credibility of its findings, as they have been r

vised and discussed from three points of view. 

All interviews were conducted in a language, which is second to both interviewers and re

pondents which proved to pose a challenge for the present study in terms of credibility. As 

was established in the previous paragraph, expressing emotions can be difficult. It was o

vious that this was further aggravated when being asked to express them in a second la

may not come as easily and without reflection. Furthermore it became 

more difficult for the interviewers to support the respondents. However, all authors are fl

ent in English and are well aware of the vocabulary needed for this study, making the sele

of respondents and their language skills a very careful process. The results of this study 

might be slightly influenced by the fact that the study was conducted in a second language.
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interview the respondents got more insights about the study and information about how the 

When establishing and assessing quantitative research, the concepts of reliability and validi-

ty are typically considered. However, some qualitative researchers have argued that these 

dity, which deals with measurement of 

the data concerned, is of minor significance to this study since words constitute the data and 

blish and assess the quality 

of qualitative research, which provides an alternative to reliability and validity. They propose 

four criteria which have been taken into consideration throughout the present research; 

y and confirmability (Bryman & Bell, 2007). 

The present study investigates a social reality in which consumers attribute emotions to 

products. Emotions, which by definition are difficult to com-

form, require more than one observer to interpret their nature cor-

rectly. Ensuring the credibility of the study, which sheds light on the necessity of multiple 

accounts to an isolated event, has been dealt with by triangulation (Bryman & Bell, 2007). 

three authors of this study ensure the credibility of its findings, as they have been re-

All interviews were conducted in a language, which is second to both interviewers and res-

challenge for the present study in terms of credibility. As 

was established in the previous paragraph, expressing emotions can be difficult. It was ob-

vious that this was further aggravated when being asked to express them in a second lan-

may not come as easily and without reflection. Furthermore it became 

more difficult for the interviewers to support the respondents. However, all authors are flu-

ent in English and are well aware of the vocabulary needed for this study, making the selec-

of respondents and their language skills a very careful process. The results of this study 

might be slightly influenced by the fact that the study was conducted in a second language. 



 

Dependability 

It is argued that it is generally difficult in qualitative

dability, meaning that the research can be replicated (Bryman & Bell, 2007). Guba and Li

coln (1994) therefore argue that researchers should adopt a form of “auditing”, meaning 

keeping records of all phases of the r

for future researchers to replicate the study as accurately as possible. In this study however, 

careful measures have been taken to describe in detail which steps have been when collec

ing and analyzing the data.  

Transferability 

Generalizing the findings of qualitative research is argued to be an issue, as it deals with 

unique social settings in which individuals’ interpretations of their social worlds are being 

studied, which is difficult to ascribe

certain characteristics constitute the objects of study, allowing the researchers to investigate 

the topic in-depth rather than on a broad scale the topic in question (Bryman & Bell, 2007). 

To deal with the difficulty of generalizing the findings, the researchers of this study have a

tempted to generate what Guba and Lincoln (1994) refers to as 

rich accounts of the culture being studied. In this study such rich accounts cons

collections of interview transcrips and coding tables in which emotions are visualized. The 

findings in this study should be transferrable to other studies attempting to understand how 

emotions influence other types of products and/or consumer

Confirmability 

Being aware that a completely objective stand is difficult to ensure in qualitative research 

(Bryman & Bell, 2007) where a social constructionist point of view is employed, the r

searchers have tried to increase the confirmability o

primarily been achieved through discussions of how data has been interpreted by the r

searchers, ensuring as well as possible that conclusions drawn in the analysis of the data are 

not based on individual and subj

tions of all researchers involved.

  

It is argued that it is generally difficult in qualitative research to obtain a high level of depe

dability, meaning that the research can be replicated (Bryman & Bell, 2007). Guba and Li

coln (1994) therefore argue that researchers should adopt a form of “auditing”, meaning 

keeping records of all phases of the research process accessible. This ensures the possibility 

for future researchers to replicate the study as accurately as possible. In this study however, 

careful measures have been taken to describe in detail which steps have been when collec

Generalizing the findings of qualitative research is argued to be an issue, as it deals with 

unique social settings in which individuals’ interpretations of their social worlds are being 

studied, which is difficult to ascribe to a broader scale. Small groups or individuals sharing 

certain characteristics constitute the objects of study, allowing the researchers to investigate 

depth rather than on a broad scale the topic in question (Bryman & Bell, 2007). 

ith the difficulty of generalizing the findings, the researchers of this study have a

tempted to generate what Guba and Lincoln (1994) refers to as thick description

rich accounts of the culture being studied. In this study such rich accounts cons

collections of interview transcrips and coding tables in which emotions are visualized. The 

findings in this study should be transferrable to other studies attempting to understand how 

emotions influence other types of products and/or consumer groups. 

Being aware that a completely objective stand is difficult to ensure in qualitative research 

(Bryman & Bell, 2007) where a social constructionist point of view is employed, the r

searchers have tried to increase the confirmability of the study in the ways possible. This has 

primarily been achieved through discussions of how data has been interpreted by the r

searchers, ensuring as well as possible that conclusions drawn in the analysis of the data are 

not based on individual and subjective interpretations but rather on collective interpret

tions of all researchers involved. 
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research to obtain a high level of depen-

dability, meaning that the research can be replicated (Bryman & Bell, 2007). Guba and Lin-

coln (1994) therefore argue that researchers should adopt a form of “auditing”, meaning 

esearch process accessible. This ensures the possibility 

for future researchers to replicate the study as accurately as possible. In this study however, 

careful measures have been taken to describe in detail which steps have been when collect-

Generalizing the findings of qualitative research is argued to be an issue, as it deals with 

unique social settings in which individuals’ interpretations of their social worlds are being 

to a broader scale. Small groups or individuals sharing 

certain characteristics constitute the objects of study, allowing the researchers to investigate 

depth rather than on a broad scale the topic in question (Bryman & Bell, 2007). 

ith the difficulty of generalizing the findings, the researchers of this study have at-

thick description, meaning 

rich accounts of the culture being studied. In this study such rich accounts consist of large 

collections of interview transcrips and coding tables in which emotions are visualized. The 

findings in this study should be transferrable to other studies attempting to understand how 

Being aware that a completely objective stand is difficult to ensure in qualitative research 

(Bryman & Bell, 2007) where a social constructionist point of view is employed, the re-

f the study in the ways possible. This has 

primarily been achieved through discussions of how data has been interpreted by the re-

searchers, ensuring as well as possible that conclusions drawn in the analysis of the data are 

ective interpretations but rather on collective interpreta-



 

4 Empirics and Analysis 

Since the analysis of this study would be difficult to understand for an external reader wit

out the provision of empirical examp

simultaneously in this chapter. First

drivers when buying eco-products are briefly intro

findings about evoked emotions 

sion-making process. The analysis aims to provide insights into experienced emotions on a 

general but also on an individual level based on the buying drivers. The chapter finishes by 

pointing out major differences in evoked emotions when comparing the two stages of the 

decision-making process.  

 

4.1 Introduction of Consumer Groups

4.1.1 The Eco-Association and Different Buying Drivers 

When interviewing eco-product c

dents associate grocery eco-products at first place with food products. This association mai

ly bases on the fact that food eco

purchase. Therefore interviewee responses on questions which attempted to investigate 

emotions evoked by grocery products in general were actually targeted very much to food 

products. This fact shows a significant influence on the analysis, as evoked emotions are 

mainly related to cognitive appraisals considering food. 

This outstanding association of eco

viewing the three major drivers for buying eco

study. Namely these drivers are environmental concern, health aspects and/or better taste. 

Depending on the drivers for buying eco

consideration when buying and consuming eco

different kinds of emotions. The analysis of this study therefore aims not only to analyze 

evoked emotions on a general level, but also in terms of different consumer segments. 

However, next to finding that there are different underlying drivers for buying and consu

ing eco-products, it was also found that a single consumer can be driven by one or more 

4 Empirics and Analysis  

Since the analysis of this study would be difficult to understand for an external reader wit

out the provision of empirical examples, the empirical data and the analy

simultaneously in this chapter. Firstly, different consumer groups defined by their 

products are briefly introduced. A discussion follows regarding

motions in the pre-purchase and post-purchase stages of the dec

making process. The analysis aims to provide insights into experienced emotions on a 

general but also on an individual level based on the buying drivers. The chapter finishes by 

out major differences in evoked emotions when comparing the two stages of the 

4.1 Introduction of Consumer Groups 

Association and Different Buying Drivers – First Significant Findings

product consumers the first significant finding was that all respo

products at first place with food products. This association mai

ly bases on the fact that food eco-products are the most frequently grocery eco

ore interviewee responses on questions which attempted to investigate 

emotions evoked by grocery products in general were actually targeted very much to food 

products. This fact shows a significant influence on the analysis, as evoked emotions are 

elated to cognitive appraisals considering food.  

This outstanding association of eco-products with food products has to be considered when 

viewing the three major drivers for buying eco-products that have been identified in this 

s are environmental concern, health aspects and/or better taste. 

Depending on the drivers for buying eco-products, consumers take different aspects into 

consideration when buying and consuming eco-products. These aspects turned out to evoke 

of emotions. The analysis of this study therefore aims not only to analyze 

evoked emotions on a general level, but also in terms of different consumer segments. 

However, next to finding that there are different underlying drivers for buying and consu

products, it was also found that a single consumer can be driven by one or more 
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Since the analysis of this study would be difficult to understand for an external reader with-

empirical data and the analysis are presented 

, different consumer groups defined by their primary 

cussion follows regarding the 

purchase stages of the deci-

making process. The analysis aims to provide insights into experienced emotions on a 

general but also on an individual level based on the buying drivers. The chapter finishes by 

out major differences in evoked emotions when comparing the two stages of the 

First Significant Findings 

onsumers the first significant finding was that all respon-

products at first place with food products. This association main-

products are the most frequently grocery eco-products 

ore interviewee responses on questions which attempted to investigate 

emotions evoked by grocery products in general were actually targeted very much to food 

products. This fact shows a significant influence on the analysis, as evoked emotions are 

products with food products has to be considered when 

products that have been identified in this 

s are environmental concern, health aspects and/or better taste. 

products, consumers take different aspects into 

products. These aspects turned out to evoke 

of emotions. The analysis of this study therefore aims not only to analyze 

evoked emotions on a general level, but also in terms of different consumer segments.  

However, next to finding that there are different underlying drivers for buying and consum-

products, it was also found that a single consumer can be driven by one or more 



 

drivers. The following paragraphs briefly describe the three different consumer groups which 

are going to be analyzed in more detail later on. 

 

4.1.2 Consumers Driven by 

One group of respondents stated an environmental concern as the major reason for their 

ecological purchases. With 10 out of 15 respondents, environmental concern appeared to be 

the major driver for purchasing eco

quently bought by these respondents are dairy products, majorly milk and fresh food such as 

meat, eggs, fruit and vegetables. Also cleaning supplies and washing detergents have been 

mentioned several times, less often dry food 

other groceries such as toilet and kitchen paper.

Overall these respondents seem to be quite brand focused and demand in general a good 

product quality. Certainly also the price plays an important role when choos

This is especially the case among young consumers who refer to their limited budgets. Fu

thermore this group of respondents often pays attention to the packaging of the products in 

order to not create unnecessary waste. Especially concerning 

of production also influences their choices a lot. Most respondents stated that they prefer 

buying products from their home

ty is perceived to be higher. Some respond

tation, and that this in turn would impose less greenhouse effects on the environment. 

Moreover these consumers look for symbols such as KRAV and other labels that indicate 

good quality and ecological produc

The reasons for buying eco-products in particular are mainly twofold: contributing to better 

conditions for nature and also for the animals living in it. The consumers feel a high degree 

of responsibility which makes them buying eco

servation of the environment. They expect these products to be cultivated with fewer fert

lizers and therefore to contain fewer chemicals, which makes them harming the enviro

ment less. In addition several respon

and producers of eco-products and are willing to pay a higher price for that. Concerning eco

products such as eggs, milk and meat the consumers want to contribute to and support sp

drivers. The following paragraphs briefly describe the three different consumer groups which 

are going to be analyzed in more detail later on.  

4.1.2 Consumers Driven by Environmental Concern 

One group of respondents stated an environmental concern as the major reason for their 

ecological purchases. With 10 out of 15 respondents, environmental concern appeared to be 

the major driver for purchasing eco-products among participants. Eco-products most fr

quently bought by these respondents are dairy products, majorly milk and fresh food such as 

meat, eggs, fruit and vegetables. Also cleaning supplies and washing detergents have been 

mentioned several times, less often dry food products like rice, couscous and muesli and 

other groceries such as toilet and kitchen paper. 

Overall these respondents seem to be quite brand focused and demand in general a good 

product quality. Certainly also the price plays an important role when choos

This is especially the case among young consumers who refer to their limited budgets. Fu

thermore this group of respondents often pays attention to the packaging of the products in 

order to not create unnecessary waste. Especially concerning fruit and vegetables, the place 

of production also influences their choices a lot. Most respondents stated that they prefer 

buying products from their home-country or even locally produced products, since the qual

ty is perceived to be higher. Some respondents also referred to a shorter route of transpo

tation, and that this in turn would impose less greenhouse effects on the environment. 

Moreover these consumers look for symbols such as KRAV and other labels that indicate 

good quality and ecological production.  

products in particular are mainly twofold: contributing to better 

conditions for nature and also for the animals living in it. The consumers feel a high degree 

of responsibility which makes them buying eco-products in order to contribute to the pr

servation of the environment. They expect these products to be cultivated with fewer fert

lizers and therefore to contain fewer chemicals, which makes them harming the enviro

ment less. In addition several respondents claimed that they want to support the farmers 

products and are willing to pay a higher price for that. Concerning eco

products such as eggs, milk and meat the consumers want to contribute to and support sp
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drivers. The following paragraphs briefly describe the three different consumer groups which 

One group of respondents stated an environmental concern as the major reason for their 

ecological purchases. With 10 out of 15 respondents, environmental concern appeared to be 

products most fre-

quently bought by these respondents are dairy products, majorly milk and fresh food such as 

meat, eggs, fruit and vegetables. Also cleaning supplies and washing detergents have been 

products like rice, couscous and muesli and 

Overall these respondents seem to be quite brand focused and demand in general a good 

product quality. Certainly also the price plays an important role when choosing products. 

This is especially the case among young consumers who refer to their limited budgets. Fur-

thermore this group of respondents often pays attention to the packaging of the products in 

fruit and vegetables, the place 

of production also influences their choices a lot. Most respondents stated that they prefer 

country or even locally produced products, since the quali-

ents also referred to a shorter route of transpor-

tation, and that this in turn would impose less greenhouse effects on the environment. 

Moreover these consumers look for symbols such as KRAV and other labels that indicate 

products in particular are mainly twofold: contributing to better 

conditions for nature and also for the animals living in it. The consumers feel a high degree 

r to contribute to the pre-

servation of the environment. They expect these products to be cultivated with fewer ferti-

lizers and therefore to contain fewer chemicals, which makes them harming the environ-

they want to support the farmers 

products and are willing to pay a higher price for that. Concerning eco-

products such as eggs, milk and meat the consumers want to contribute to and support spe-



 

cies-appropriate husbandry and thus ensur

mals. 

 

4.1.3 Consumers Driven by Health 

Among other respondents a concern for health appeared as an important factor driving the 

purchase and the consumption of ecological products. Among the 15 participatin

wees, seven indicated health drivers when purchasing eco

oriented eco-consumers were female and in most cases referred to fresh, unprocessed gr

ceries as being the items most frequently purchased. Most health

regularly buy ecological fruit and vegetables. Also dairy products, muesli and pasta are 

common products which respondents tend to buy ecologically. One respondent, a woman 

who recently had a child claimed that she is very consistent when buy

food because of the benefits she perceives it bringing her new born baby.

In this study, the general buying behavior among health

pending on the respondents’ life stage. Due to a minor budget, there appears

mon trade-off taking place between price and quality for students when buying their groc

ries. Students tend to debate about which factor is the most prominent one depending on 

the situation. Also labels and origin of the products have been pro

However among middle-aged health

For them, the country of origin plays a major role and they also appear to favor environme

tally friendly products. Price seems to be a less imp

pondents.  

Buying and consuming ecologically are often acts of nurturing and taking care of oneself. 

Most health-conscious respondents claimed the absence of additional ingredients such as 

fertilizers, pesticides and flavor enhancers to be a major reason for favoring ecological pro

ucts. It is argued that ecological products usually have passed strict requirements to have 

the right to bear their names and this knowledge in turn enhances the consumers’ perce

tion of naturalness. Some consumers even claimed that these chemicals seriously harm their 

bodies and cause them getting ill.

appropriate husbandry and thus ensure a fair treatment and a better life for the an

4.1.3 Consumers Driven by Health  

Among other respondents a concern for health appeared as an important factor driving the 

purchase and the consumption of ecological products. Among the 15 participatin

wees, seven indicated health drivers when purchasing eco-products. Overall all health 

consumers were female and in most cases referred to fresh, unprocessed gr

ceries as being the items most frequently purchased. Most health-concerne

regularly buy ecological fruit and vegetables. Also dairy products, muesli and pasta are 

common products which respondents tend to buy ecologically. One respondent, a woman 

who recently had a child claimed that she is very consistent when buying ecological baby 

food because of the benefits she perceives it bringing her new born baby. 

In this study, the general buying behavior among health-conscious consumers differs d

pending on the respondents’ life stage. Due to a minor budget, there appears

off taking place between price and quality for students when buying their groc

ries. Students tend to debate about which factor is the most prominent one depending on 

the situation. Also labels and origin of the products have been proven to be of interest. 

aged health-conscious consumers the priorities are quite different. 

For them, the country of origin plays a major role and they also appear to favor environme

tally friendly products. Price seems to be a less important factor for these middle

Buying and consuming ecologically are often acts of nurturing and taking care of oneself. 

conscious respondents claimed the absence of additional ingredients such as 

flavor enhancers to be a major reason for favoring ecological pro

ucts. It is argued that ecological products usually have passed strict requirements to have 

the right to bear their names and this knowledge in turn enhances the consumers’ perce

uralness. Some consumers even claimed that these chemicals seriously harm their 

bodies and cause them getting ill. 
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conscious respondents claimed the absence of additional ingredients such as 
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ucts. It is argued that ecological products usually have passed strict requirements to have 

the right to bear their names and this knowledge in turn enhances the consumers’ percep-

uralness. Some consumers even claimed that these chemicals seriously harm their 



 

Although the health-oriented eco

when buying ecological products, they still believe

their own personal health. They therefore consider the protection of the environment for 

example in terms of clean groundwater also to be of importance.

 

4.1.4 Consumers Driven by Taste

The third group of interviewed consumers indicated taste to be the major driver for buying 

eco-products. With four out of 15 interviewees indicating taste as the driver for buying eco

products, taste proved to be a less frequent driver than environmental concern and caring 

about health. However some eco

taste. Those consumers, who indicated taste as being the major driver for buying eco

products, consume mostly eco

they also mentioned to buy dried foods like nuts and muesli, juice, meat, eggs and dairy 

products.  

When describing their general behavior when choosing products in the supermarket, taste 

oriented eco-consumers coincidentally described to watch out for quality aspect

ty of a product is majorly concluded on its visual appearance. In the case of fruit and veget

bles visual appearance is used to conclude on freshness. When browsing dry food, the qual

ty judgments are majorly based on packaging designs. However

be important quality indicators. Two respondents mentioned to look particularly for eco

labels when picking their products. Last but not least, the value

sidered by all interviewees of this consumer g

Taste oriented consumers buying eco

to taste in comparison to normal products. Some respondents describe for example the 

taste of eco-products to be more intensive. One respondent claimed that ec

more likely to taste like products from the garden. Especially when talking about fresh fruits 

and vegetables the interviewees claimed that eco

er and therefore taste significantly better. Overall resp

being more natural. One respondent pointed out particularly the better and more intensive 

taste of eco green salad. Another one mentioned the better consistency when cooking eco

products, which makes the eating experience m

oriented eco-consumers do not consider the environment at first place 

when buying ecological products, they still believe that an intact environment contributes to 

their own personal health. They therefore consider the protection of the environment for 

example in terms of clean groundwater also to be of importance. 

4.1.4 Consumers Driven by Taste 

wed consumers indicated taste to be the major driver for buying 

products. With four out of 15 interviewees indicating taste as the driver for buying eco

products, taste proved to be a less frequent driver than environmental concern and caring 

lth. However some eco-consumers perceived these products to have a better 

taste. Those consumers, who indicated taste as being the major driver for buying eco

products, consume mostly eco-products out of the vegetable and fruit section. However 

entioned to buy dried foods like nuts and muesli, juice, meat, eggs and dairy 

When describing their general behavior when choosing products in the supermarket, taste 

consumers coincidentally described to watch out for quality aspect

ty of a product is majorly concluded on its visual appearance. In the case of fruit and veget

bles visual appearance is used to conclude on freshness. When browsing dry food, the qual

ty judgments are majorly based on packaging designs. However, also brands were argued to 

be important quality indicators. Two respondents mentioned to look particularly for eco

labels when picking their products. Last but not least, the value-for-money ratio is also co

sidered by all interviewees of this consumer group.  

Taste oriented consumers buying eco-products perceive a distinct difference when it comes 

to taste in comparison to normal products. Some respondents describe for example the 

products to be more intensive. One respondent claimed that ec

more likely to taste like products from the garden. Especially when talking about fresh fruits 

and vegetables the interviewees claimed that eco-fruits and eco-vegetables are much fres

er and therefore taste significantly better. Overall respondents perceive eco

being more natural. One respondent pointed out particularly the better and more intensive 

taste of eco green salad. Another one mentioned the better consistency when cooking eco

products, which makes the eating experience much better. When talking to respondents one 
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consumers do not consider the environment at first place 

that an intact environment contributes to 

their own personal health. They therefore consider the protection of the environment for 

wed consumers indicated taste to be the major driver for buying 

products. With four out of 15 interviewees indicating taste as the driver for buying eco-

products, taste proved to be a less frequent driver than environmental concern and caring 

consumers perceived these products to have a better 

taste. Those consumers, who indicated taste as being the major driver for buying eco-

products out of the vegetable and fruit section. However 

entioned to buy dried foods like nuts and muesli, juice, meat, eggs and dairy 

When describing their general behavior when choosing products in the supermarket, taste 

consumers coincidentally described to watch out for quality aspects. The quali-

ty of a product is majorly concluded on its visual appearance. In the case of fruit and vegeta-

bles visual appearance is used to conclude on freshness. When browsing dry food, the quali-

, also brands were argued to 

be important quality indicators. Two respondents mentioned to look particularly for eco-

money ratio is also con-

products perceive a distinct difference when it comes 

to taste in comparison to normal products. Some respondents describe for example the 

products to be more intensive. One respondent claimed that eco-products are 

more likely to taste like products from the garden. Especially when talking about fresh fruits 

vegetables are much fresh-

ondents perceive eco-products as 

being more natural. One respondent pointed out particularly the better and more intensive 

taste of eco green salad. Another one mentioned the better consistency when cooking eco-

uch better. When talking to respondents one 



 

got the feeling that taste aspects were also based on the conscious awareness of better i

gredients in the products. In the respondents’ opinion eco

ecologically cultivated and th

chemicals. Conclusively, these reasons contribute to taste

that eco-products in general are of higher quality.

 

4.2 Presentation of the Major Findings

When investigating the underlying emotions while buying and consuming eco

authors found that they differ significantly depending on the stage concerned in the dec

sion-making process. Twenty-

decision-making process, out of which around nineteen emotions have been found to infl

ence each of the stages being in focus of this study. 

As discussed earlier in this thesis, emotions are evoked by appraisals; an individual´s evalu

tion of a specific situation. Therefore the identified emotions are not only named on a ge

eral basis and among different consumer groups, but are also ascribed to related appraisals. 

However, when analysing the collected data, the authors found that only a few statements’ 

of respondents refer particularly to an appraisal of fairness. Since Watson and Spence (2007) 

claim that the appraisal dimensions agency and fairness are closely connected and can 

therefore be combined, the authors followed this suggestion and considered for th

analysis only three different dimensions: outcome desirability, agency (including fairness) 

and certainty.  

However, when reading the findings of this study one has to consider that one appraisal is 

likely to evoke several kinds of emotions in a 

the other hand one appraisal is also likely to evoke different kinds of emotions among seve

al consumers. Last but not least, one has to take into account that emotions cannot be co

sidered as independent states; they influence and build up on each other.  

Following sub-chapters illustrate the analysis’ findings in the pre

purchase stages of the decision

 

  

got the feeling that taste aspects were also based on the conscious awareness of better i

gredients in the products. In the respondents’ opinion eco-products contain less sugar, are 

ecologically cultivated and therefore treated with fewer fertilizers, pesticides and other 

chemicals. Conclusively, these reasons contribute to taste-oriented consumers’ perception 

products in general are of higher quality. 

4.2 Presentation of the Major Findings 

ating the underlying emotions while buying and consuming eco

authors found that they differ significantly depending on the stage concerned in the dec

-three different emotions have been identified throughout the 

making process, out of which around nineteen emotions have been found to infl

ence each of the stages being in focus of this study.  

As discussed earlier in this thesis, emotions are evoked by appraisals; an individual´s evalu

ation. Therefore the identified emotions are not only named on a ge

eral basis and among different consumer groups, but are also ascribed to related appraisals. 

However, when analysing the collected data, the authors found that only a few statements’ 

spondents refer particularly to an appraisal of fairness. Since Watson and Spence (2007) 

claim that the appraisal dimensions agency and fairness are closely connected and can 

therefore be combined, the authors followed this suggestion and considered for th

analysis only three different dimensions: outcome desirability, agency (including fairness) 

However, when reading the findings of this study one has to consider that one appraisal is 

likely to evoke several kinds of emotions in a single consumer at the same point in time. On 

the other hand one appraisal is also likely to evoke different kinds of emotions among seve

al consumers. Last but not least, one has to take into account that emotions cannot be co

s; they influence and build up on each other.  

chapters illustrate the analysis’ findings in the pre-purchase and the post

purchase stages of the decision-making process.  
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oriented consumers’ perception 

ating the underlying emotions while buying and consuming eco-products, the 

authors found that they differ significantly depending on the stage concerned in the deci-

three different emotions have been identified throughout the 

making process, out of which around nineteen emotions have been found to influ-

As discussed earlier in this thesis, emotions are evoked by appraisals; an individual´s evalua-

ation. Therefore the identified emotions are not only named on a gen-

eral basis and among different consumer groups, but are also ascribed to related appraisals. 

However, when analysing the collected data, the authors found that only a few statements’ 

spondents refer particularly to an appraisal of fairness. Since Watson and Spence (2007) 

claim that the appraisal dimensions agency and fairness are closely connected and can 

therefore be combined, the authors followed this suggestion and considered for the study’s 

analysis only three different dimensions: outcome desirability, agency (including fairness) 

However, when reading the findings of this study one has to consider that one appraisal is 

single consumer at the same point in time. On 

the other hand one appraisal is also likely to evoke different kinds of emotions among sever-

al consumers. Last but not least, one has to take into account that emotions cannot be con-

s; they influence and build up on each other.   

purchase and the post-



 

4.2.1 Investigating the Pre-

4.2.1.1 Consumers’ Evoked Emotions

For this study fifteen consumers have been interviewed about their perceived emotions 

when evaluating and choosing products in

than twenty different emotions are perceived among consumers. Pe

evaluating normal products versus eco

pleasure, concern, confidence and hope appear to be the emotions which are most likely to 

influence the purchase decision of eco

Especially the feeling of pleasure

me feel better” states the 24 years old Cecilia L. The study’s findings show that pleasure is 

majorly evoked by the respondents’ appraisal of the outcome desirability of the p

Eco-consumers connect the purchase of an eco

of the outcome is dependent on the consumers’ driver for purchasing eco

elaborated in further detail in the following sub

positive feeling because of doing something good and making an active choice, which in turn 

results in a better shopping experience. In addition the feeling of pleasure is based on the 

general availability of eco-products. Next to the

appraisal of agency contributes to the feeling of pleasure. In general consumers claimed to 

feel responsible for example for the environment, 

cilia L.) or their personal health, 

me” (Agnes B.).  

Although the appraisal of agency creates a feeling of pleasure, being aware of the respons

bility and also about the opportunity to make a contribution, make consumers at th

time worry and therefore feel concerned. 

which has been found in-store. Concern mostly arose when consumers considered the i

pact they could have and their desire to change something. Christina, 23 years

student, regards herself contributing to the environment when buying eco. 

doing so, I can make a difference. [..] I just think I can contribute to the preservation of the 

environment by buying those products”

cerned when considering the outcome of their purchase. Julian for example buys eco

products partly because of the packaging size, which makes him throw less food away. 

-Purchase Stage 

ed Emotions 

For this study fifteen consumers have been interviewed about their perceived emotions 

when evaluating and choosing products in-store. Findings show that in this situation not less 

than twenty different emotions are perceived among consumers. Perceived emotions when 

evaluating normal products versus eco-products differ a lot among consumers. However 

pleasure, concern, confidence and hope appear to be the emotions which are most likely to 

influence the purchase decision of eco-products.  

pleasure made respondents decide to buy eco-products. 

states the 24 years old Cecilia L. The study’s findings show that pleasure is 

majorly evoked by the respondents’ appraisal of the outcome desirability of the p

consumers connect the purchase of an eco-product with a positive outcome. The nature 

of the outcome is dependent on the consumers’ driver for purchasing eco

elaborated in further detail in the following sub-chapters. In general consumers perceive a 

positive feeling because of doing something good and making an active choice, which in turn 

results in a better shopping experience. In addition the feeling of pleasure is based on the 

products. Next to the appraisal of the outcome desirability, the 

appraisal of agency contributes to the feeling of pleasure. In general consumers claimed to 

feel responsible for example for the environment, “It allows me to contribute in a way”

ealth, “I feel good. Because I know I am doing something good for 

Although the appraisal of agency creates a feeling of pleasure, being aware of the respons

bility and also about the opportunity to make a contribution, make consumers at th

time worry and therefore feel concerned. Concern is another significant evoked emotion 

store. Concern mostly arose when consumers considered the i

pact they could have and their desire to change something. Christina, 23 years

student, regards herself contributing to the environment when buying eco. 

doing so, I can make a difference. [..] I just think I can contribute to the preservation of the 

environment by buying those products”. On the other hand some respondents also felt co

cerned when considering the outcome of their purchase. Julian for example buys eco

products partly because of the packaging size, which makes him throw less food away. 
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For this study fifteen consumers have been interviewed about their perceived emotions 

store. Findings show that in this situation not less 

rceived emotions when 

products differ a lot among consumers. However 

pleasure, concern, confidence and hope appear to be the emotions which are most likely to 

products. “It makes 

states the 24 years old Cecilia L. The study’s findings show that pleasure is 

majorly evoked by the respondents’ appraisal of the outcome desirability of the purchase. 

product with a positive outcome. The nature 

of the outcome is dependent on the consumers’ driver for purchasing eco-products and is 

consumers perceive a 

positive feeling because of doing something good and making an active choice, which in turn 

results in a better shopping experience. In addition the feeling of pleasure is based on the 

appraisal of the outcome desirability, the 

appraisal of agency contributes to the feeling of pleasure. In general consumers claimed to 

“It allows me to contribute in a way” (Ce-

“I feel good. Because I know I am doing something good for 

Although the appraisal of agency creates a feeling of pleasure, being aware of the responsi-

bility and also about the opportunity to make a contribution, make consumers at the same 

is another significant evoked emotion 

store. Concern mostly arose when consumers considered the im-

pact they could have and their desire to change something. Christina, 23 years old medicine 

student, regards herself contributing to the environment when buying eco. “I think with 

doing so, I can make a difference. [..] I just think I can contribute to the preservation of the 

some respondents also felt con-

cerned when considering the outcome of their purchase. Julian for example buys eco-

products partly because of the packaging size, which makes him throw less food away. “Not 



 

throwing food away is still not giving the kids in Af

away” (Julian F.). 

Next to the previously mentioned emotions, interviewees stated to perceive the feeling of 

confidence and/or hope. Both feelings arose when considering the certainty of the outcome 

of their purchases. Dependent on how convinced and certain the consumers were about 

specific parts of their purchase, they either perceived hope or confidence. When discussing 

the concept of eco-products, Anneli argued to feel confident in

labels as “the control in Sweden is very good”

their promises as she is “not certain [about the trustworthiness of eco

you hear so many negative things in the media”

Even if less often mentioned, another emotion which arose when evaluating the certainty of 

their shopping good was trust

able, then you simply have to trust it”

when considering the trustworthiness of the entire eco

that they do more believe in it than being certain about its effectiveness. 

Very interesting was the finding of the feeling of 

in-store. Christina is for example aware of an “unbalance in the world” where some are e

ploiting others. She admits “Somehow I am on the side of the ones exploiting the others. So I 

want to contribute to ways and opportunities which lead at least a lit

this unbalance [..]”. Knowing she is doing something wrong makes her feel guilty, which in 

turn makes her consider eco-products to balance her conscience. 

Conclusively, prior presented results clearly illustrate that all emotions 

based on certain considerations and their evaluations, which in turn lead to the purchase of 

an eco-product. The evaluation of the purchases’ outcomes was most likely to evoke a fee

ing of pleasure, rather than any other emotion. Thi

regular eco-consumers have been interviewed. All of them expected to feel good and sati

fied after buying the product. The appraisal of agency which includes the perceived respo

sibility and control over the situati

on the certainty of the purchase and related determinants such as the trustworthiness of 

eco-labels, most consumers perceive either a feeling of hope or confidence. 

throwing food away is still not giving the kids in Africa food, but it just feels wrong to throw it 

Next to the previously mentioned emotions, interviewees stated to perceive the feeling of 

. Both feelings arose when considering the certainty of the outcome 

urchases. Dependent on how convinced and certain the consumers were about 

specific parts of their purchase, they either perceived hope or confidence. When discussing 

products, Anneli argued to feel confident in-store when checking for ec

“the control in Sweden is very good”. However, Christina hopes that labels live up to 

“not certain [about the trustworthiness of eco-

you hear so many negative things in the media”.  

mentioned, another emotion which arose when evaluating the certainty of 

trust. “You can’t be certain if it is eco when no information is avai

able, then you simply have to trust it” claims the 68 years old retired Agnes B. Particul

when considering the trustworthiness of the entire eco-concept, some consumers admitted 

that they do more believe in it than being certain about its effectiveness.  

Very interesting was the finding of the feeling of guilt among some consumers when bei

store. Christina is for example aware of an “unbalance in the world” where some are e

“Somehow I am on the side of the ones exploiting the others. So I 

want to contribute to ways and opportunities which lead at least a little bit to a recovery of 

. Knowing she is doing something wrong makes her feel guilty, which in 

products to balance her conscience.  

Conclusively, prior presented results clearly illustrate that all emotions perceived in

based on certain considerations and their evaluations, which in turn lead to the purchase of 

product. The evaluation of the purchases’ outcomes was most likely to evoke a fee

ing of pleasure, rather than any other emotion. This can be explained by the fact that only 

consumers have been interviewed. All of them expected to feel good and sati

fied after buying the product. The appraisal of agency which includes the perceived respo

sibility and control over the situation most often evoked the feeling of concern. Depending 

on the certainty of the purchase and related determinants such as the trustworthiness of 

labels, most consumers perceive either a feeling of hope or confidence. 
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tle bit to a recovery of 

. Knowing she is doing something wrong makes her feel guilty, which in 

perceived in-store are 

based on certain considerations and their evaluations, which in turn lead to the purchase of 

product. The evaluation of the purchases’ outcomes was most likely to evoke a feel-

s can be explained by the fact that only 

consumers have been interviewed. All of them expected to feel good and satis-

fied after buying the product. The appraisal of agency which includes the perceived respon-

on most often evoked the feeling of concern. Depending 

on the certainty of the purchase and related determinants such as the trustworthiness of 

labels, most consumers perceive either a feeling of hope or confidence.  



 

4.2.1.2 Emotions of Environmentally

Already in an early stage of conducting interviews it became clear that environmental co

cern is a major reason for taking an eco

out of 15 respondents stated this to be the primar

products. The emotions that were identified most often in the consumers´ responses to the 

interview questions are pleasure, concern, confidence, hope, trust and guilt. These emotions 

and their origins will be discussed in 

Especially regarding the expected outcome of the eco

show a high degree of pleasure

chase of eco-products and know that it will p

sumer group, two main concerns can be identified. First of all the respondents experience 

pleasure when knowing that they do something good for the environment, even if that r

quires a higher spending. “On th

on the other hand I am more than happy to pay something extra, if that helps to support the 

environment” states the Environmental Management and Policy student Martin A., who is 

involved in the topic by nature considering his studies. 

It is evident that the environmental concern of the respondents also includes a concern for 

the animals living in it. Ecological purchases of products such as meat, eggs and milk, is made 

especially in order to support ethical husbandry. Knowing that the bought product comes 

from fairly treated animals and that the purchase helps to ensure animals a better life in the 

future, make the consumers experience pleasure.

buying eco-meat whenever possible. 

around on the meadows freely and it’s nice if they can do that instead of being locked in a 

barn or something like that”.  

Although the experience of pleasure was mentioned most 

outcome of the purchase, this emotion is also evoked by another appraisal. Martin for i

stance feels good when picking the product, because he knows that he is actively supporting 

the environment with his action. “

because I am supporting a good cause”

Environmentally-Oriented Eco-Consumers 

Already in an early stage of conducting interviews it became clear that environmental co

cern is a major reason for taking an eco-product into consideration. As already mentioned 10 

out of 15 respondents stated this to be the primary driver for them when buying eco

products. The emotions that were identified most often in the consumers´ responses to the 

interview questions are pleasure, concern, confidence, hope, trust and guilt. These emotions 

and their origins will be discussed in detail in the following paragraphs.  

Especially regarding the expected outcome of the eco-product purchase, all respondents 

pleasure. Not surprisingly the consumers see a benefit in the pu

products and know that it will provide them with a positive feeling. In this co

sumer group, two main concerns can be identified. First of all the respondents experience 

pleasure when knowing that they do something good for the environment, even if that r

On the one hand I know it’s expensive to buy these products, but 

on the other hand I am more than happy to pay something extra, if that helps to support the 

states the Environmental Management and Policy student Martin A., who is 

pic by nature considering his studies.  

It is evident that the environmental concern of the respondents also includes a concern for 

the animals living in it. Ecological purchases of products such as meat, eggs and milk, is made 

rt ethical husbandry. Knowing that the bought product comes 

from fairly treated animals and that the purchase helps to ensure animals a better life in the 

future, make the consumers experience pleasure. IT specialist Stefan for instance prefers 

meat whenever possible. “I could picture this farmer with his animals walking 

around on the meadows freely and it’s nice if they can do that instead of being locked in a 

 

Although the experience of pleasure was mentioned most often regarding the perceived 

outcome of the purchase, this emotion is also evoked by another appraisal. Martin for i

stance feels good when picking the product, because he knows that he is actively supporting 

the environment with his action. “I feel good and satisfied at the same time. It feels good 

because I am supporting a good cause”. This statement indicates that he is in control of the 
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Already in an early stage of conducting interviews it became clear that environmental con-

product into consideration. As already mentioned 10 

y driver for them when buying eco-

products. The emotions that were identified most often in the consumers´ responses to the 

interview questions are pleasure, concern, confidence, hope, trust and guilt. These emotions 

product purchase, all respondents 

. Not surprisingly the consumers see a benefit in the pur-

rovide them with a positive feeling. In this con-

sumer group, two main concerns can be identified. First of all the respondents experience 

pleasure when knowing that they do something good for the environment, even if that re-

e one hand I know it’s expensive to buy these products, but 

on the other hand I am more than happy to pay something extra, if that helps to support the 

states the Environmental Management and Policy student Martin A., who is 

It is evident that the environmental concern of the respondents also includes a concern for 

the animals living in it. Ecological purchases of products such as meat, eggs and milk, is made 

rt ethical husbandry. Knowing that the bought product comes 

from fairly treated animals and that the purchase helps to ensure animals a better life in the 

IT specialist Stefan for instance prefers 

“I could picture this farmer with his animals walking 

around on the meadows freely and it’s nice if they can do that instead of being locked in a 

often regarding the perceived 

outcome of the purchase, this emotion is also evoked by another appraisal. Martin for in-

stance feels good when picking the product, because he knows that he is actively supporting 

and satisfied at the same time. It feels good 

. This statement indicates that he is in control of the 



 

situation as he feels able to influence the environment by his purchase. The fact that he is 

the one “supporting a good cause” leads to an experience of pleasure.

Another emotion that was identified in almost all interviews is 

emotion is perceived regarding the outcome of the purchase of an eco

the purchase Elisabeth is considering the negative effect that cleaning products may have on 

the environment. “When buying cleaning products I definitely make sure that it is eco b

cause [..] it is going through the drain”

bought product could harm the environment. Since Elisabeth generally feels very close to 

nature and tries to preserve it, she only takes ecological cleaning products into consider

tion.  

Related to this, the emotion concern is reflected majorly in the perceived respon

the environment. This becomes clear in the following statements of the respondents. “

sider it to be a responsibility to purchase ecologically. If there is going to be a change in our 

world we all have to play our part” 

sible and is therefore driven to buy eco

sponsibility which is affecting my choice. I am buying eco because of the environment and to 

contribute to keep it as clean as

the environment only, it is also a feeling of responsibility for the society as a whole. Most of 

the respondents within this consumer group regard it as their duty to contribute to the env

ronment and preserve it for future generations. One way of doing so is to purchase eco

products.  

This responsibility for the environment and its development in society also leads to another 

emotion – guilt. For four respondents the feeling of guilt is influenci

eco-products. They are conscious of how their own and others’ lifestyles harm the enviro

ment, and buying eco-products is seen as a kind of compensation for it, reducing their fee

ing of guilt. “I am of course aware of that I also 

environment, so I feel kind of guilty for that and want to do my part of contribution” 

L.). This leads to a perceived positive outcome of the purchase decision which becomes e

pecially visible in Elisabeth´s statement “

dent that the feeling of guilt is primarily induced by the appraisal of agency. When the re

situation as he feels able to influence the environment by his purchase. The fact that he is 

od cause” leads to an experience of pleasure. 

Another emotion that was identified in almost all interviews is concern. Several times this 

emotion is perceived regarding the outcome of the purchase of an eco-product. When doing 

sidering the negative effect that cleaning products may have on 

“When buying cleaning products I definitely make sure that it is eco b

cause [..] it is going through the drain”. The 51 years old housewife is concerned that the 

ct could harm the environment. Since Elisabeth generally feels very close to 

nature and tries to preserve it, she only takes ecological cleaning products into consider

Related to this, the emotion concern is reflected majorly in the perceived respon

the environment. This becomes clear in the following statements of the respondents. “

sider it to be a responsibility to purchase ecologically. If there is going to be a change in our 

world we all have to play our part” (Anneli H.). Also Cecilia perceives herself as being respo

sible and is therefore driven to buy eco-products. “It is mainly only the environmental r

sponsibility which is affecting my choice. I am buying eco because of the environment and to 

contribute to keep it as clean as possible”. However this responsibility is not shown towards 

the environment only, it is also a feeling of responsibility for the society as a whole. Most of 

the respondents within this consumer group regard it as their duty to contribute to the env

t and preserve it for future generations. One way of doing so is to purchase eco

This responsibility for the environment and its development in society also leads to another 

. For four respondents the feeling of guilt is influencing their decision to buy 

products. They are conscious of how their own and others’ lifestyles harm the enviro

products is seen as a kind of compensation for it, reducing their fee

I am of course aware of that I also consume in a way which is not good for the 

environment, so I feel kind of guilty for that and want to do my part of contribution” 

L.). This leads to a perceived positive outcome of the purchase decision which becomes e

h´s statement “I [..] actually also buy a better conscience”

dent that the feeling of guilt is primarily induced by the appraisal of agency. When the re
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situation as he feels able to influence the environment by his purchase. The fact that he is 

. Several times this 

product. When doing 

sidering the negative effect that cleaning products may have on 

“When buying cleaning products I definitely make sure that it is eco be-

The 51 years old housewife is concerned that the 

ct could harm the environment. Since Elisabeth generally feels very close to 

nature and tries to preserve it, she only takes ecological cleaning products into considera-

Related to this, the emotion concern is reflected majorly in the perceived responsibility for 

the environment. This becomes clear in the following statements of the respondents. “I con-

sider it to be a responsibility to purchase ecologically. If there is going to be a change in our 

ecilia perceives herself as being respon-

It is mainly only the environmental re-

sponsibility which is affecting my choice. I am buying eco because of the environment and to 

. However this responsibility is not shown towards 

the environment only, it is also a feeling of responsibility for the society as a whole. Most of 

the respondents within this consumer group regard it as their duty to contribute to the envi-

t and preserve it for future generations. One way of doing so is to purchase eco-

This responsibility for the environment and its development in society also leads to another 

ng their decision to buy 

products. They are conscious of how their own and others’ lifestyles harm the environ-

products is seen as a kind of compensation for it, reducing their feel-

consume in a way which is not good for the 

environment, so I feel kind of guilty for that and want to do my part of contribution” (Cecilia 

L.). This leads to a perceived positive outcome of the purchase decision which becomes es-

I [..] actually also buy a better conscience”. It is evi-

dent that the feeling of guilt is primarily induced by the appraisal of agency. When the res-



 

pondent perceives that he/she has taken responsibility of the former self

ecological behavior, guilt is experienced.

Almost all respondents are quite confident that their purchases of eco

contribute to the preservation of the environment. The feeling of 

to their perceived level of the apprais

his knowledge about eco-products which he has gained from his academic studies. “

what eco means. I know what the labels stand for, which criteria have to be matched to get 

such a label and so on. So I know why I buy eco and what I support with it”

prevents him from buying eco

dent. Also Stefan, who has experience from working with the KRAV symbol for several years, 

uses this knowledge as a basis for when buying ecological meat. “

things at a point in time, to get these certificates from abroad which accompanied the KRAV 

brand. Requirements which you needed to be “KRAV”. And they were quite hard restric

actually”. 

Also respondents who do not have in

labels are confident about their environmental contribution. In these cases there is a strong 

belief that buying eco-products makes a difference for the 

This is the case with the 21 years old Sociology student Jenny. She states “

products are better for the environment. If I have the ability to help, I think it’s the only right 

way to do so”. 

However some respondents are not always completely certain about the reliability of eco

labels. However they trust or at least 

They rely for instance on media telling them that they are doing the right thing and hope 

that less fertilized eco-products do not harm the environment. “

enough information about what you are actually contributing to. I actually don’t really know 

if it makes a difference for the environment. But I think it is worth to try a

(Cecilia L.).  

In summary it can be said that the respondents identified as environmentally

their alternative evaluation and their ultimate purchase decision on their concern and the 

perceived responsibility for the envi

pondent perceives that he/she has taken responsibility of the former self

al behavior, guilt is experienced. 

Almost all respondents are quite confident that their purchases of eco

contribute to the preservation of the environment. The feeling of confidence

to their perceived level of the appraisal certainty. Martin’s confidence can be explained by 

products which he has gained from his academic studies. “

what eco means. I know what the labels stand for, which criteria have to be matched to get 

So I know why I buy eco and what I support with it”

prevents him from buying eco-products which are not in fact eco and it makes him conf

dent. Also Stefan, who has experience from working with the KRAV symbol for several years, 

knowledge as a basis for when buying ecological meat. “I used to work with these 

things at a point in time, to get these certificates from abroad which accompanied the KRAV 

brand. Requirements which you needed to be “KRAV”. And they were quite hard restric

Also respondents who do not have in-depth knowledge about the requirements behind eco

labels are confident about their environmental contribution. In these cases there is a strong 

products makes a difference for the environment and the animals. 

This is the case with the 21 years old Sociology student Jenny. She states “

products are better for the environment. If I have the ability to help, I think it’s the only right 

ents are not always completely certain about the reliability of eco

or at least hope that their belief in eco-products is well

They rely for instance on media telling them that they are doing the right thing and hope 

products do not harm the environment. “Most often there is not 

enough information about what you are actually contributing to. I actually don’t really know 

if it makes a difference for the environment. But I think it is worth to try a

In summary it can be said that the respondents identified as environmentally

their alternative evaluation and their ultimate purchase decision on their concern and the 

perceived responsibility for the environment. Knowing that they are supporting a worthy 
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pondent perceives that he/she has taken responsibility of the former self-caused non-

Almost all respondents are quite confident that their purchases of eco-products will help 

confidence is traced back 

al certainty. Martin’s confidence can be explained by 

products which he has gained from his academic studies. “I know 

what eco means. I know what the labels stand for, which criteria have to be matched to get 

So I know why I buy eco and what I support with it”. This knowledge 

products which are not in fact eco and it makes him confi-

dent. Also Stefan, who has experience from working with the KRAV symbol for several years, 

I used to work with these 

things at a point in time, to get these certificates from abroad which accompanied the KRAV 

brand. Requirements which you needed to be “KRAV”. And they were quite hard restrictions 

depth knowledge about the requirements behind eco-

labels are confident about their environmental contribution. In these cases there is a strong 

environment and the animals. 

This is the case with the 21 years old Sociology student Jenny. She states “I know that eco-

products are better for the environment. If I have the ability to help, I think it’s the only right 

ents are not always completely certain about the reliability of eco-

products is well-founded. 

They rely for instance on media telling them that they are doing the right thing and hope 

Most often there is not 

enough information about what you are actually contributing to. I actually don’t really know 

if it makes a difference for the environment. But I think it is worth to try and to believe in it” 

In summary it can be said that the respondents identified as environmentally-oriented, base 

their alternative evaluation and their ultimate purchase decision on their concern and the 

ronment. Knowing that they are supporting a worthy 



 

cause by purchasing ecologically makes them feel good and therefore provides them with a 

feeling of pleasure. This is also a way of reducing their feeling of guilt which they perceive 

through their own and other people´s non

buying eco-products makes a difference for the environment, they experience confidence, 

trust or hope, depending on their individual degree of certainty regarding the effectiveness 

of their purchase. 

 

4.2.1.3 Emotions of Health

As already mentioned, next to the environmentally

sumer group is focusing on health aspects when buying eco

from buying eco-products is considered to be the one to their bodies. Health

consumers show a strong focus on their nutrition. 

claims Eva N., who is not aware of any advantage eco

healthy. Health-oriented consumers rarely consider a contribution to the environment. The 

example of Agnes shows that some health

ment slightly, but deduce that to their personal well

environment in general as clean as possible. I mean when you think about all this spraying 

and how much of this stuff gets into the ground water. [..] We are all drinking this water 

people should care a bit more and support the environment”

The product alternative evaluation of these consumers is therefore majorly based on poss

ble impacts on their bodies. Similar to environmentally

fluential emotions when it comes to alternative evaluation are pleasure, concern, h

confidence. In addition it has been found that trust and optimism play a role when health

oriented eco-consumers choose their products. 

Comparable to environmentally

evoked when considering the

claimed similar statements like 

good [when picking the product from the shelf], because I know I am doing something good 

for me” (Agnes B.). Doing something good for their bodies appears to be the key driver in 

buying eco-products. The aspect that eco

siderations about the general quality 

cause by purchasing ecologically makes them feel good and therefore provides them with a 

feeling of pleasure. This is also a way of reducing their feeling of guilt which they perceive 

other people´s non-eco-friendly behavior. Since they believe that 

products makes a difference for the environment, they experience confidence, 

trust or hope, depending on their individual degree of certainty regarding the effectiveness 

-Oriented Eco-Consumers 

As already mentioned, next to the environmentally-oriented consumers, one other big co

sumer group is focusing on health aspects when buying eco-products. The major benefit 

cts is considered to be the one to their bodies. Health

consumers show a strong focus on their nutrition. “I think it’s important to eat good food”

claims Eva N., who is not aware of any advantage eco-products could have other than being 

oriented consumers rarely consider a contribution to the environment. The 

example of Agnes shows that some health-oriented consumers might consider the enviro

ment slightly, but deduce that to their personal well-being. “It’s [..] my interest to

environment in general as clean as possible. I mean when you think about all this spraying 

and how much of this stuff gets into the ground water. [..] We are all drinking this water 

people should care a bit more and support the environment”. 

e product alternative evaluation of these consumers is therefore majorly based on poss

ble impacts on their bodies. Similar to environmentally-oriented consumers the most i

fluential emotions when it comes to alternative evaluation are pleasure, concern, h

confidence. In addition it has been found that trust and optimism play a role when health

consumers choose their products.  

Comparable to environmentally-oriented consumers, the feeling of pleasure

evoked when considering the outcome of the purchase. Most health-oriented respondents 

claimed similar statements like “I am doing something good for myself” 

good [when picking the product from the shelf], because I know I am doing something good 

B.). Doing something good for their bodies appears to be the key driver in 

products. The aspect that eco-products are good for the body is based on co

siderations about the general quality “I think the quality of the product is better”
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cause by purchasing ecologically makes them feel good and therefore provides them with a 

feeling of pleasure. This is also a way of reducing their feeling of guilt which they perceive 

friendly behavior. Since they believe that 

products makes a difference for the environment, they experience confidence, 

trust or hope, depending on their individual degree of certainty regarding the effectiveness 

oriented consumers, one other big con-

products. The major benefit 

cts is considered to be the one to their bodies. Health-oriented eco-

“I think it’s important to eat good food” 

products could have other than being 

oriented consumers rarely consider a contribution to the environment. The 

oriented consumers might consider the environ-

“It’s [..] my interest to keep the 

environment in general as clean as possible. I mean when you think about all this spraying 

and how much of this stuff gets into the ground water. [..] We are all drinking this water – 

e product alternative evaluation of these consumers is therefore majorly based on possi-

oriented consumers the most in-

fluential emotions when it comes to alternative evaluation are pleasure, concern, hope and 

confidence. In addition it has been found that trust and optimism play a role when health-

pleasure is mostly 

oriented respondents 

 (Britta L.) or “I feel 

good [when picking the product from the shelf], because I know I am doing something good 

B.). Doing something good for their bodies appears to be the key driver in 

products are good for the body is based on con-

“I think the quality of the product is better” (Ida B.) and 



 

about the ingredients “I think eco

[that is] better for my body and therefore healthier” 

pesticides” (Marianne H.). Consumers also perceive eco

adds to the thinking of a positive contribution to their bodies. Marianne claimed that one 

can see, smell and taste that eco

thinking about the cows on the fields and thin

these considerations cumulate to a feeling of pleasure. 

Next to pleasure the feeling of 

respondents consider their personal health status and their resp

positive way. They consider eco

personal well-being. Eva feels very responsible for her own body and thinks that it is impo

tant to eat good food. When being asked about 

buy [..] eco-eggs, [I think] that it is good for my body. [..] Buying eco

think I am buying something good”

non eco-products and base their

less harmful to the health. “When I buy this I feel like it is more natural and not so much su

ar in it” claims the 26 years old Marketing Research student Britta L. However, concern can 

also be evoked when considering the responsibility of the health of others. Especially Ida and 

Sebastian, both being responsible for a new

mitted “I presume that there are less preservatives and chemicals in the food and

son to have as natural food as possible”

health of his daughter Heidi and therefore buys eco. 

Depending on how certain health

their health, they are likely to perceive either 

products in-store. Eva for example is one of the consumers who perceive confidence when 

evaluating eco-products. “It’s better for my body and therefore healthier”.

claimed a feeling of confidence when picking the product. 

it’s good stuff in there”. On the other hand examples like Marianne show that a later pu

chase can also be based on hope. She believes that eco

them to be “good for [her] body in the long run”.

“I think eco-products don’t contain any artificial ingredients. I think 

[that is] better for my body and therefore healthier” (Eva N.) or “I try to buy products without 

(Marianne H.). Consumers also perceive eco-products to be more natural, which 

adds to the thinking of a positive contribution to their bodies. Marianne claimed that one 

can see, smell and taste that eco-products are more natural. Also Sebastian agrees 

thinking about the cows on the fields and think that the milk is handled more gently”

these considerations cumulate to a feeling of pleasure.  

Next to pleasure the feeling of concern arose when evaluating the products in

respondents consider their personal health status and their responsibility to support it in a 

positive way. They consider eco-products to provide means of being able to impact their 

being. Eva feels very responsible for her own body and thinks that it is impo

tant to eat good food. When being asked about her thoughts in-store she answered 

eggs, [I think] that it is good for my body. [..] Buying eco-products makes me 

think I am buying something good”. Other consumers are concerned about the ingredients in 

products and base their decision to buy the eco-product upon how they think it is 

. “When I buy this I feel like it is more natural and not so much su

claims the 26 years old Marketing Research student Britta L. However, concern can 

oked when considering the responsibility of the health of others. Especially Ida and 

Sebastian, both being responsible for a new-born child prefer ecological baby food. Ida a

“I presume that there are less preservatives and chemicals in the food and

son to have as natural food as possible”. Just the same Sebastian feels responsible for the 

health of his daughter Heidi and therefore buys eco.  

Depending on how certain health-oriented consumers are about the products’ impact on 

they are likely to perceive either hope or confidence when deciding for eco

store. Eva for example is one of the consumers who perceive confidence when 

“It’s better for my body and therefore healthier”.

med a feeling of confidence when picking the product. “I feel some sort of security, like 

. On the other hand examples like Marianne show that a later pu

chase can also be based on hope. She believes that eco-products are healthier

good for [her] body in the long run”.  
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products don’t contain any artificial ingredients. I think 

“I try to buy products without 

cts to be more natural, which 

adds to the thinking of a positive contribution to their bodies. Marianne claimed that one 

products are more natural. Also Sebastian agrees “I am 

k that the milk is handled more gently”. All 

arose when evaluating the products in-store. Most 

onsibility to support it in a 

products to provide means of being able to impact their 

being. Eva feels very responsible for her own body and thinks that it is impor-

store she answered “When I 

products makes me 

. Other consumers are concerned about the ingredients in 

product upon how they think it is 

. “When I buy this I feel like it is more natural and not so much sug-

claims the 26 years old Marketing Research student Britta L. However, concern can 

oked when considering the responsibility of the health of others. Especially Ida and 

born child prefer ecological baby food. Ida ad-

“I presume that there are less preservatives and chemicals in the food and I want my 

. Just the same Sebastian feels responsible for the 

oriented consumers are about the products’ impact on 

when deciding for eco-

store. Eva for example is one of the consumers who perceive confidence when 

“It’s better for my body and therefore healthier”. Also Britta 

“I feel some sort of security, like 

. On the other hand examples like Marianne show that a later pur-

products are healthier and hopes 



 

However, findings have shown that consumers can perceive hope and confidence simult

neously when appraising a single product. Even if Britta overall perceives confidence, she is 

less certain about some aspects of her purchase and therefore perceives a feeling of hope at 

the same time. “I thought it looked healthier, so not so many calories maybe”

perceives confidence when evaluating how eco

considering the eco-products’ content of chemicals she is less certain. 

tain so much flavor enhancer, glutamate and preservatives. [..] I hope it’s not in eco

products”. 

In this consumer group, it has been found that 

products in-store. Trust was identified when consumers expressed their belief in the concept 

of eco and how such products contribute to an improved well

tell me its eco, I suppose it has to be eco the

son trusts that eco-products contain less preservatives. 

Furthermore, respondent Eva perceived optimism when evaluating product alternatives. In 

the interview she claimed being able to cope with a situati

not available and being optimistic about it. This was noteworthy considering her determined 

attitude towards always buying eco

ferred eco-product, she would consider buy

doesn’t make such a difference to me”

would not be available for a longer period of time. 

In summary, health-oriented consumers perceive primarily the e

hope and confidence in the pre

ive the same emotions as the environmentally

lying appraisals have shown to differ significantly amon

very different aspects, such as ingredients and quality, and the emotions trust and optimism 

have been found of importance for the health

 

  

However, findings have shown that consumers can perceive hope and confidence simult

neously when appraising a single product. Even if Britta overall perceives confidence, she is 

ut some aspects of her purchase and therefore perceives a feeling of hope at 

“I thought it looked healthier, so not so many calories maybe”

perceives confidence when evaluating how eco-products contribute to her health, but when 

products’ content of chemicals she is less certain. “Normal products co

tain so much flavor enhancer, glutamate and preservatives. [..] I hope it’s not in eco

In this consumer group, it has been found that trust and optimism play a role when choosing 

store. Trust was identified when consumers expressed their belief in the concept 

of eco and how such products contribute to an improved well-being. Agnes claimed 

tell me its eco, I suppose it has to be eco then”. Also Ida, who is considering the health of her 

products contain less preservatives.  

Furthermore, respondent Eva perceived optimism when evaluating product alternatives. In 

the interview she claimed being able to cope with a situation in which her eco

not available and being optimistic about it. This was noteworthy considering her determined 

attitude towards always buying eco-products. Eva claimed that in the absence of her pr

product, she would consider buying a non-eco product; “buying normal eggs once 

doesn’t make such a difference to me”. However, the situation might be different if products 

would not be available for a longer period of time.  

oriented consumers perceive primarily the emotions pleasure, concern, 

hope and confidence in the pre-purchase stage of the decision-making process. They perc

ive the same emotions as the environmentally-oriented consumers do. However the unde

ing appraisals have shown to differ significantly among these groups. Both groups consider 

very different aspects, such as ingredients and quality, and the emotions trust and optimism 

have been found of importance for the health-oriented consumer group.  
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However, findings have shown that consumers can perceive hope and confidence simulta-

neously when appraising a single product. Even if Britta overall perceives confidence, she is 

ut some aspects of her purchase and therefore perceives a feeling of hope at 

“I thought it looked healthier, so not so many calories maybe”. Also Agnes 

products contribute to her health, but when 

“Normal products con-

tain so much flavor enhancer, glutamate and preservatives. [..] I hope it’s not in eco-

play a role when choosing 

store. Trust was identified when consumers expressed their belief in the concept 

being. Agnes claimed “If they 

. Also Ida, who is considering the health of her 

Furthermore, respondent Eva perceived optimism when evaluating product alternatives. In 

on in which her eco-alternative is 

not available and being optimistic about it. This was noteworthy considering her determined 

products. Eva claimed that in the absence of her pre-

“buying normal eggs once 

. However, the situation might be different if products 

motions pleasure, concern, 

making process. They perce-

oriented consumers do. However the under-

g these groups. Both groups consider 

very different aspects, such as ingredients and quality, and the emotions trust and optimism 

 



 

4.2.1.4 Emotions of Taste-Oriented Eco

The taste-oriented consumers constitute the third and smallest consumer group in this 

study. Although the driver for buying eco

groups, the most dominant emotions have proven to be similar. All of the respondents h

reported to perceive pleasure and concern. In addition the majority also experienced the 

emotions hope and confidence. However, even if similar emotions are evoked, they arose 

from different considerations as it is shown and elaborated below.

Pleasure is the most significant emotion that consumers feel when evaluating the future 

outcome of their purchase. Respondents claim to make their eco

on the perceived better taste of these products as compared to non

for instance the main reason making Stefan buying ecologically. “

which are ecological and most of all I do this because I think that they taste better”.

dent that the better taste of the eco

quality or an attractive appearance of the product. Christina, an eco

strongly driven by taste claimed “

pare them. I also have a look at the products th

ly. Which salad looks freshest”

terior and specifically refers to the better quality. “

ter. Carrots for example, eco-

factors, physical appearance and quality, form the basis upon which expectations and eco

purchases are made. 

Also taste-oriented consumers feel a certain level of 

the purchase of eco-products. Sebastian feels responsible for his daughter, wants to offer 

her tasty food of high quality and therefore often chooses to buy eco

[eco-milk] more than normal homogenized milk, we recog

ceived to be more natural because they are less chemically treated and contain fewer fert

lizers. This in turn makes them tastier and more enjoyable. 

because I’m not that into these overly s

In this consumer group the appraisal certainty induces most often the emotions 

confidence. The respondents are quite certain about the better taste of the eco

Oriented Eco-Consumers 

oriented consumers constitute the third and smallest consumer group in this 

study. Although the driver for buying eco-products differs from the other two consumer 

groups, the most dominant emotions have proven to be similar. All of the respondents h

reported to perceive pleasure and concern. In addition the majority also experienced the 

emotions hope and confidence. However, even if similar emotions are evoked, they arose 

from different considerations as it is shown and elaborated below. 

is the most significant emotion that consumers feel when evaluating the future 

outcome of their purchase. Respondents claim to make their eco-purchase decisions based 

on the perceived better taste of these products as compared to non-eco alternatives. This

for instance the main reason making Stefan buying ecologically. “I may choose vegetables 

which are ecological and most of all I do this because I think that they taste better”.

dent that the better taste of the eco-products is closely related to either a perceived higher 

quality or an attractive appearance of the product. Christina, an eco

ly driven by taste claimed “First of all I have a look how the salad looks like and co

pare them. I also have a look at the products that are not eco. I´ll see what I like most visua

ly. Which salad looks freshest”. Also Sebastian mentions the importance of an appealing e

terior and specifically refers to the better quality. “But you also notice that the quality is be

-carrots are different from normal ones”. It is clear that these 

factors, physical appearance and quality, form the basis upon which expectations and eco

oriented consumers feel a certain level of concern which makes

products. Sebastian feels responsible for his daughter, wants to offer 

her tasty food of high quality and therefore often chooses to buy eco-products. “

milk] more than normal homogenized milk, we recognized that”. Eco

ceived to be more natural because they are less chemically treated and contain fewer fert

lizers. This in turn makes them tastier and more enjoyable. “The natural things taste better 

because I’m not that into these overly sugar things” (Britta L.). 

In this consumer group the appraisal certainty induces most often the emotions 

. The respondents are quite certain about the better taste of the eco
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oriented consumers constitute the third and smallest consumer group in this 

products differs from the other two consumer 

groups, the most dominant emotions have proven to be similar. All of the respondents have 

reported to perceive pleasure and concern. In addition the majority also experienced the 

emotions hope and confidence. However, even if similar emotions are evoked, they arose 

is the most significant emotion that consumers feel when evaluating the future 

purchase decisions based 

eco alternatives. This is 

I may choose vegetables 

which are ecological and most of all I do this because I think that they taste better”. It is evi-

to either a perceived higher 

quality or an attractive appearance of the product. Christina, an eco-consumer who is 

First of all I have a look how the salad looks like and com-

at are not eco. I´ll see what I like most visual-

. Also Sebastian mentions the importance of an appealing ex-

But you also notice that the quality is bet-

. It is clear that these 

factors, physical appearance and quality, form the basis upon which expectations and eco-

which makes them consider 

products. Sebastian feels responsible for his daughter, wants to offer 

products. “Heidi likes it 

. Eco-products are per-

ceived to be more natural because they are less chemically treated and contain fewer ferti-

“The natural things taste better 

In this consumer group the appraisal certainty induces most often the emotions hope and 

. The respondents are quite certain about the better taste of the eco-products. 



 

When making the purchase they believe or at least ho

for themselves and/or their family by buying a good and tasty product. Christina, mainly bu

ing for herself and therefore only taking her own taste into consideration claimed “

hope that I will get something ta

This feeling of hope and confidence makes the respondents buying eco

the non-eco alternative.  

Regarding the level of appraised certainty, it becomes clear why the environmenta

is not the main driver behind the eco

environmentally concerned, the majority does not believe that the purchase of eco

has an impact on the environment. “

ing an eco-product. I don’t notice that”

curity concerning the reliability and trustworthiness of eco

take eco-products into consideration because

the insecurity about their environmental contribution. “

because it is eco, because I´m paying more for it and in the end it might contain as many co

taminants as the normal product. But when it just tastes better, then it´s worth it” 

B.). 

In conclusion taste-oriented eco

of the products will provide them with a better taste and therefore a more enjoyable

sumption experience. The experience already at the POS induces a high degree of pleasure 

among these respondents. The confidence that their expectations will be met outweighs 

their doubt about the reliability of eco

 

  

When making the purchase they believe or at least hope that they are doing something good 

for themselves and/or their family by buying a good and tasty product. Christina, mainly bu

ing for herself and therefore only taking her own taste into consideration claimed “

hope that I will get something tasty to eat and that I´m doing something good for my body”

This feeling of hope and confidence makes the respondents buying eco-products rather than 

Regarding the level of appraised certainty, it becomes clear why the environmenta

is not the main driver behind the eco-purchase in this consumer group. Although they are 

environmentally concerned, the majority does not believe that the purchase of eco

has an impact on the environment. “I don’t see that at the moment. That I contribute by bu

product. I don’t notice that” (Sebastian L.). This indicates a certain degree of 

concerning the reliability and trustworthiness of eco-labels. However the consumers 

products into consideration because the expectation of the better taste outweighs 

the insecurity about their environmental contribution. “And that’s why I avoid buying it only 

because it is eco, because I´m paying more for it and in the end it might contain as many co

l product. But when it just tastes better, then it´s worth it” 

oriented eco-consumers believe that the high quality and the naturalness 

of the products will provide them with a better taste and therefore a more enjoyable

sumption experience. The experience already at the POS induces a high degree of pleasure 

among these respondents. The confidence that their expectations will be met outweighs 

their doubt about the reliability of eco-labels and makes them purchasing eco
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pe that they are doing something good 

for themselves and/or their family by buying a good and tasty product. Christina, mainly buy-

ing for herself and therefore only taking her own taste into consideration claimed “I simply 

sty to eat and that I´m doing something good for my body”. 

products rather than 

Regarding the level of appraised certainty, it becomes clear why the environmental concern 

purchase in this consumer group. Although they are 

environmentally concerned, the majority does not believe that the purchase of eco-products 

That I contribute by buy-

(Sebastian L.). This indicates a certain degree of inse-

labels. However the consumers 

the expectation of the better taste outweighs 

And that’s why I avoid buying it only 

because it is eco, because I´m paying more for it and in the end it might contain as many con-

l product. But when it just tastes better, then it´s worth it” (Christina 

consumers believe that the high quality and the naturalness 

of the products will provide them with a better taste and therefore a more enjoyable con-

sumption experience. The experience already at the POS induces a high degree of pleasure 

among these respondents. The confidence that their expectations will be met outweighs 

labels and makes them purchasing eco-products. 



 

4.2.2 Investigating the Post

4.2.2.1 Consumers’ Evoked Emotions

After interviewing respondents about their experiences and emotions when evaluating a

ternative products in-store, they were asked to share their post

mentioned beforehand, for this study the post

clude the entire consumption of the product. In the case of food, which was the product 

category that respondents most often referred to, consumption does no

actually eat the products, but also to prepare them. In addition the post

siders the comparison of expected and perceived product performance, which in turn d

termines overall product satisfaction.

When talking about the post-purchase experiences findings show that a lot of different em

tions are evoked among consumers. Similar to the pre

evoked emotions do not only differ among consumers, but also that the single consumer 

copes with a set of different emotions at the same time. However it can be said that co

sumers are in general most likely to perceive contentment, pleasure, enjoyment, confidence 

and pride when consuming an eco

It is not surprising that the feeling of 

that all respondents are consumers who buy eco

has been mentioned by almost all respondents when talking about the consumption of eco

products. The feeling of content

objective and/or compare the outcome of the purchase towards non

expectations. In case of a positive experience for the consumer when having bought and 

consumed the product, he/she can evaluate the certainty of the outcome and perceive co

tentment.  

The feeling of contentment has been proven to base on two types of appraisals; some co

sumers experience contentment because they reconsider the buying objective, whereas 

others experience it due to a positive product evaluation. An example of someone recons

dering the buying objective is Christina. Christina buys eco

because of environment preservation. When using these products she claims to perceive 

contentment as she “likes to do something good”

4.2.2 Investigating the Post-Purchase Stage 

4.2.2.1 Consumers’ Evoked Emotions 

After interviewing respondents about their experiences and emotions when evaluating a

store, they were asked to share their post-purchase exp

mentioned beforehand, for this study the post-purchase stage has been considered to i

clude the entire consumption of the product. In the case of food, which was the product 

category that respondents most often referred to, consumption does no

actually eat the products, but also to prepare them. In addition the post-purchase stage co

siders the comparison of expected and perceived product performance, which in turn d

termines overall product satisfaction. 

purchase experiences findings show that a lot of different em

tions are evoked among consumers. Similar to the pre-purchase stage it has been found that 

evoked emotions do not only differ among consumers, but also that the single consumer 

a set of different emotions at the same time. However it can be said that co

sumers are in general most likely to perceive contentment, pleasure, enjoyment, confidence 

and pride when consuming an eco-product.  

It is not surprising that the feeling of contentment is so frequent in this study, considering 

that all respondents are consumers who buy eco-products on a regular basis. Contentment 

has been mentioned by almost all respondents when talking about the consumption of eco

products. The feeling of contentment mainly arises when consumers consider their buying 

objective and/or compare the outcome of the purchase towards non-eco products and held 

expectations. In case of a positive experience for the consumer when having bought and 

he can evaluate the certainty of the outcome and perceive co

The feeling of contentment has been proven to base on two types of appraisals; some co

sumers experience contentment because they reconsider the buying objective, whereas 

ence it due to a positive product evaluation. An example of someone recons

dering the buying objective is Christina. Christina buys eco-notebooks and kitchen paper 

because of environment preservation. When using these products she claims to perceive 

“likes to do something good”. Also Elisabeth perceives contentment 
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After interviewing respondents about their experiences and emotions when evaluating al-

purchase experiences. As 

purchase stage has been considered to in-

clude the entire consumption of the product. In the case of food, which was the product 

category that respondents most often referred to, consumption does not only include to 

purchase stage con-

siders the comparison of expected and perceived product performance, which in turn de-

purchase experiences findings show that a lot of different emo-

purchase stage it has been found that 

evoked emotions do not only differ among consumers, but also that the single consumer 

a set of different emotions at the same time. However it can be said that con-

sumers are in general most likely to perceive contentment, pleasure, enjoyment, confidence 

is so frequent in this study, considering 

products on a regular basis. Contentment 

has been mentioned by almost all respondents when talking about the consumption of eco-

ment mainly arises when consumers consider their buying 

eco products and held 

expectations. In case of a positive experience for the consumer when having bought and 

he can evaluate the certainty of the outcome and perceive con-

The feeling of contentment has been proven to base on two types of appraisals; some con-

sumers experience contentment because they reconsider the buying objective, whereas 

ence it due to a positive product evaluation. An example of someone reconsi-

notebooks and kitchen paper 

because of environment preservation. When using these products she claims to perceive 

. Also Elisabeth perceives contentment 



 

when consuming her eco-products. Even if the food

explains “that’s the price for going without all the chemicals

her buying behavior because 

the appraisal of outcome desirability is the 24 years old Political Science and Communication 

student Julian. He argued “the quality was at least like normal prod

restingly he also claimed that his feeling of contentment is directly influencing his likelihood 

to repurchase. “I mean you remember how you felt last time [when consuming the product] 

and I want to experience the same emotion aga

Pleasure is another emotion which has been perceived by almost all interviewees when co

suming eco-products. Pleasure arises in general because consumers are convinced about the 

benefits of their buying objects which in turn make them feel better. Ma

environmentally-oriented eco

I know that I bought a good product”

of eco-products and believe in their better quality. The

on the buying objective and can differ among respondents. It can be perceived in terms of 

eco-labels, ingredients, taste, freshness or in terms of the production process. However, all 

considerations regarding the product

pleasure, what gets visible in Marianne´s statement 

Yes, I think it is this feel-good factor”

Many consumers stated next to perceiving pleasure, a higher level

suming eco-products. The feelings of enjoyment and pleasure are based on similar aspects. 

Knowing you are doing something good for your body or experiencing a better taste leads 

consumers to perceive enjoyment. 

more than I would enjoy a normal product”

Another positive emotion which consumers are likely to experience is 

lief in being able to contribute with something makes consumers perceive confi

ings show that the perceived positive contribution differs depending on the underlying bu

ing driver, be it the personal well

for perceiving confidence are therefore elaborated upon in det

The findings suggest that the more knowledge consumers have about their consumption and 

products. Even if the food-products become addle quickly, she 

the price for going without all the chemicals” and she claims that she ada

her buying behavior because “it’s worth it”. An example for contentment which arises from 

the appraisal of outcome desirability is the 24 years old Political Science and Communication 

“the quality was at least like normal products, if not better”

restingly he also claimed that his feeling of contentment is directly influencing his likelihood 

“I mean you remember how you felt last time [when consuming the product] 

and I want to experience the same emotion again”.  

is another emotion which has been perceived by almost all interviewees when co

products. Pleasure arises in general because consumers are convinced about the 

benefits of their buying objects which in turn make them feel better. Ma

oriented eco-consumer states “Eco just feels better. It feels better, because 

I know that I bought a good product”. Consumers are convinced about the general concept 

products and believe in their better quality. The perception of good quality depends 

on the buying objective and can differ among respondents. It can be perceived in terms of 

labels, ingredients, taste, freshness or in terms of the production process. However, all 

considerations regarding the products’ quality contribute significantly to a perception of 

pleasure, what gets visible in Marianne´s statement “I always think that it is good for me. 

good factor”.  

Many consumers stated next to perceiving pleasure, a higher level of enjoyment

products. The feelings of enjoyment and pleasure are based on similar aspects. 

Knowing you are doing something good for your body or experiencing a better taste leads 

consumers to perceive enjoyment. “I think I am enjoying them [the eco-products] also a lot 

more than I would enjoy a normal product” (Agnes B.). 

Another positive emotion which consumers are likely to experience is confidence

lief in being able to contribute with something makes consumers perceive confi

ings show that the perceived positive contribution differs depending on the underlying bu

ing driver, be it the personal well-being or the external environment. The underlying causes 

for perceiving confidence are therefore elaborated upon in detail in following sub

The findings suggest that the more knowledge consumers have about their consumption and 
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products become addle quickly, she 

” and she claims that she adapts 

. An example for contentment which arises from 

the appraisal of outcome desirability is the 24 years old Political Science and Communication 

ucts, if not better”. Inte-

restingly he also claimed that his feeling of contentment is directly influencing his likelihood 

“I mean you remember how you felt last time [when consuming the product] 

is another emotion which has been perceived by almost all interviewees when con-

products. Pleasure arises in general because consumers are convinced about the 

benefits of their buying objects which in turn make them feel better. Martin, a convinced 

“Eco just feels better. It feels better, because 

. Consumers are convinced about the general concept 

perception of good quality depends 

on the buying objective and can differ among respondents. It can be perceived in terms of 

labels, ingredients, taste, freshness or in terms of the production process. However, all 

s’ quality contribute significantly to a perception of 

“I always think that it is good for me. 

enjoyment when con-

products. The feelings of enjoyment and pleasure are based on similar aspects. 

Knowing you are doing something good for your body or experiencing a better taste leads 

products] also a lot 

confidence. Their be-

lief in being able to contribute with something makes consumers perceive confidence. Find-

ings show that the perceived positive contribution differs depending on the underlying buy-

being or the external environment. The underlying causes 

ail in following sub-chapters. 

The findings suggest that the more knowledge consumers have about their consumption and 



 

the more they believe it to have the desired effect, the more likely are they to perceive a 

feeling of confidence.  

An emotion which proved to be significant when explaining the behavior of eco

pride. This emotion was recognized to be elicited when consumers themselves were respo

sible for the purchase of the eco

chase. Johan, who is convinced about the eco

claimed in his interview “When having people over for dinner, you can show that the meal is 

made out of ecological products 

about yourself, showing that you care or are a good person”

the existence of eco-products provides an opportunity to enhance the positive image of 

yourself, which will be elaborated upon in further sub

In conclusion, considering the post

erage eco-consumer is most likely to perceive the emotions contentment, pleasure, enjo

ment, confidence and pride. Enjoyment and pleasure mainly arose among consumers when

considering the positive outcomes of the eco

dence on the other hand were reported particularly in terms of being certain that the d

sired outcome is likely to occur. The feeling of pride occurred when consumers p

consumption as being self-caused and he/she was confident about its outcome. 

 

4.2.2.2 Emotions of Environmentally

In the post-purchase stage of the decision

sumers experience first and foremost the emotions pleasure, contentment, enjoyment, 

pride and confidence.  

It becomes clear that the respondents in this consumer group feel particularly 

when evaluating the outcome of their consumption. On the one hand this can be 

to the fact that they are contributing to the environment by consuming the eco

Cecilia experiences the feeling of pleasure primarily with long

for a very long time. It contains over 20 packages and all th

you get reminded that you did a good choice”

the environment anymore when consuming the eco

made in-store and now the perceived pleasure is induce

the more they believe it to have the desired effect, the more likely are they to perceive a 

ed to be significant when explaining the behavior of eco

. This emotion was recognized to be elicited when consumers themselves were respo

sible for the purchase of the eco-product and felt confident about the outcome of their pu

ohan, who is convinced about the eco-products’ positive contribution to his health 

“When having people over for dinner, you can show that the meal is 

made out of ecological products - that affects the self-esteem thing again. Feeli

about yourself, showing that you care or are a good person”. Respondents also claimed that 

products provides an opportunity to enhance the positive image of 

yourself, which will be elaborated upon in further sub-chapters.  

onclusion, considering the post-purchase phase of the decision-making process, the a

consumer is most likely to perceive the emotions contentment, pleasure, enjo

ment, confidence and pride. Enjoyment and pleasure mainly arose among consumers when

considering the positive outcomes of the eco-product consumption. Contentment and conf

dence on the other hand were reported particularly in terms of being certain that the d

sired outcome is likely to occur. The feeling of pride occurred when consumers p

caused and he/she was confident about its outcome. 

Environmentally-Oriented Eco-Consumers 

purchase stage of the decision-making process, environmentally concerned co

first and foremost the emotions pleasure, contentment, enjoyment, 

It becomes clear that the respondents in this consumer group feel particularly 

when evaluating the outcome of their consumption. On the one hand this can be 

to the fact that they are contributing to the environment by consuming the eco

Cecilia experiences the feeling of pleasure primarily with long-lasting products. “

for a very long time. It contains over 20 packages and all the time when you use one of them 

you get reminded that you did a good choice”. However, most consumers do not consider 

the environment anymore when consuming the eco-product. Their ecological choice was 

store and now the perceived pleasure is induced by other factors. The naturalness 
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the more they believe it to have the desired effect, the more likely are they to perceive a 

ed to be significant when explaining the behavior of eco-consumers is 

. This emotion was recognized to be elicited when consumers themselves were respon-

product and felt confident about the outcome of their pur-

products’ positive contribution to his health 

“When having people over for dinner, you can show that the meal is 

esteem thing again. Feeling good 

. Respondents also claimed that 

products provides an opportunity to enhance the positive image of 

making process, the av-

consumer is most likely to perceive the emotions contentment, pleasure, enjoy-

ment, confidence and pride. Enjoyment and pleasure mainly arose among consumers when 

product consumption. Contentment and confi-

dence on the other hand were reported particularly in terms of being certain that the de-

sired outcome is likely to occur. The feeling of pride occurred when consumers perceived the 

caused and he/she was confident about its outcome.  

making process, environmentally concerned con-

first and foremost the emotions pleasure, contentment, enjoyment, 

It becomes clear that the respondents in this consumer group feel particularly pleasure 

when evaluating the outcome of their consumption. On the one hand this can be traced back 

to the fact that they are contributing to the environment by consuming the eco-product. 

lasting products. “Tea you use 

e time when you use one of them 

. However, most consumers do not consider 

product. Their ecological choice was 

d by other factors. The naturalness 



 

of the products makes most environmentally

mother of two adult children, when consuming eco

my head I feel that the normal eggs are ty

feel more natural and genuine”

increasingly important. “But of course when consuming the taste is on priority” 

The good taste of the eco-products and the feeling that a good choice was made in

also tend to lead to another emotion 

pleasure, but derives directly from an action. In this case the action is majorly the consum

tion of the eco-product itself, but can also result out of the food preparation. Elisabeth is 

one of those respondents, who enjoy consuming ecologically, because it reduces the feeling 

of guilt. “And somehow I also eat my bad conscience then”

the feeling of naturalness which makes him enjoy the consumption experience. “

also say that the fact that you have something natural makes me enjoy the product more. It’s 

the taste which makes me think about nature”

reason why respondents enjoy consuming ecologically, whereas environmental concern b

comes a minor aspect in the post

“I think I am not considering the eco

pasta. I have taken the decision to go for eco in

Both emotions, pleasure and enjoyment are mainly induced by appraising the outcome of 

the post-purchase activities. As bot

ceived outcome desirability among environmentally

sure and enjoyment can be identified in all interviews within this specific consumer group 

and are major reasons for considering a repurchase of the eco

The willingness to repurchase is further based on the good experiences that the consumers 

have had with eco-products. Eight out of nine respondents experience a feeling of 

ment during the post-purcha

certainty that the consumed products have been of good quality like Christina´s statement 

shows “It was always a bit better than the normal products”.

naturalness of the products from her own garden, is furthermore quite certain about the 

better taste. “It tastes better, at least fresh food. In some situations maybe I just imagine 

that, but in general I think the taste is better”

of the products makes most environmentally-oriented consumers feel good, such as Anneli, 

mother of two adult children, when consuming eco-eggs. “I think somewhere in the back of 

my head I feel that the normal eggs are typical mass produced eggs whereas the eco

feel more natural and genuine”. Moreover it is evident that the taste of the products gets 

But of course when consuming the taste is on priority” 

products and the feeling that a good choice was made in

also tend to lead to another emotion – enjoyment. This is closely connected to the feeling of 

pleasure, but derives directly from an action. In this case the action is majorly the consum

product itself, but can also result out of the food preparation. Elisabeth is 

one of those respondents, who enjoy consuming ecologically, because it reduces the feeling 

And somehow I also eat my bad conscience then”. In Julian´s case i

the feeling of naturalness which makes him enjoy the consumption experience. “

also say that the fact that you have something natural makes me enjoy the product more. It’s 

the taste which makes me think about nature”. In this study taste seems to be the major 

reason why respondents enjoy consuming ecologically, whereas environmental concern b

comes a minor aspect in the post-purchase stage. This also got visible when Cecilia explained

I think I am not considering the eco-factor anymore when cooking for example my eco

pasta. I have taken the decision to go for eco in-store and I think that’s it pretty much”

Both emotions, pleasure and enjoyment are mainly induced by appraising the outcome of 

purchase activities. As both emotions are very positive, it is obvious that the pe

ceived outcome desirability among environmentally-oriented consumers is very high. Ple

sure and enjoyment can be identified in all interviews within this specific consumer group 

for considering a repurchase of the eco-product.  

The willingness to repurchase is further based on the good experiences that the consumers 

products. Eight out of nine respondents experience a feeling of 

se stage. This emotion can be traced back to a high degree of 

certainty that the consumed products have been of good quality like Christina´s statement 

It was always a bit better than the normal products”. Elisabeth, who is used to the 

f the products from her own garden, is furthermore quite certain about the 

It tastes better, at least fresh food. In some situations maybe I just imagine 

that, but in general I think the taste is better”. Both factors lead to the potential r
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oriented consumers feel good, such as Anneli, 

I think somewhere in the back of 

pical mass produced eggs whereas the eco-eggs 

. Moreover it is evident that the taste of the products gets 

But of course when consuming the taste is on priority” (Martin A.).  

products and the feeling that a good choice was made in-store 

. This is closely connected to the feeling of 

pleasure, but derives directly from an action. In this case the action is majorly the consump-

product itself, but can also result out of the food preparation. Elisabeth is 

one of those respondents, who enjoy consuming ecologically, because it reduces the feeling 

. In Julian´s case it is the taste and 

the feeling of naturalness which makes him enjoy the consumption experience. “But I would 

also say that the fact that you have something natural makes me enjoy the product more. It’s 

study taste seems to be the major 

reason why respondents enjoy consuming ecologically, whereas environmental concern be-

so got visible when Cecilia explained 

r anymore when cooking for example my eco-

store and I think that’s it pretty much”. 

Both emotions, pleasure and enjoyment are mainly induced by appraising the outcome of 

h emotions are very positive, it is obvious that the per-

oriented consumers is very high. Plea-

sure and enjoyment can be identified in all interviews within this specific consumer group 

The willingness to repurchase is further based on the good experiences that the consumers 

products. Eight out of nine respondents experience a feeling of content-

se stage. This emotion can be traced back to a high degree of 

certainty that the consumed products have been of good quality like Christina´s statement 

Elisabeth, who is used to the 

f the products from her own garden, is furthermore quite certain about the 

It tastes better, at least fresh food. In some situations maybe I just imagine 

. Both factors lead to the potential repurchase. 



 

However contentment also results from the feeling that the consumption or usage of the 

eco-products makes a difference for the environment. Christina, who always uses ecological 

toilet paper and notebooks, is convinced that by doing so she is in

in a positive way. That makes her feel contented and increases her willingness to buy the 

products again.  

Another emotion that could be identified several times within the group of environmentally

oriented consumers is pride. Thi

of the action. The respondents perceive themselves as the ones doing a good deed which 

makes them feel proud. This good deed is primarily related to the contribution to the env

ronment by their eco-consumption. If other people in their social environment perceive 

them as being environmentally concerned and therefore “good persons” they experience 

pride. Cecilia even considers this feeling as a reward for her ecological purchase. “

want to show that I did something good and get a tap on my shoulder. And therefore I am 

more than happy to show I am buying eco

proud about having an image of being an environmentally conscious person. Consuming eco

products helps them to build this image like in Julian´s case. “

idea about fairness and justice, then you use these products for creating your image and 

showing your concerns”. Since pride is a very positive feeling and some re

a compensation for their investment, this emotion is likely to influence the desire to repu

chase the product. “I mean you remember how you felt last time and I want to experience 

the same emotions again” (Julian F.).

Also confidence is an emotion experienced by environmentally

the post-purchase stage. Stefan for example is confident that by consuming eco

is supporting ethical husbandry. He believes that his consumption helps ensuring the animals 

a better treatment. “However I can support the idea that the animals can walk around freely 

and have a good life”. Also Jenny feels confident about the consumption of eco

She perceives eco-rice to be cleaner than non

“For some reason I don’t do this [rinsing the rice] when I buy eco

clean and therefore I am certain that I can eat it without cleaning it that much”

case the confidence about the cleanliness of eco

convenient, which is another positive factor influencing her willingness to repurchase.

However contentment also results from the feeling that the consumption or usage of the 

products makes a difference for the environment. Christina, who always uses ecological 

toilet paper and notebooks, is convinced that by doing so she is influencing the environment 

in a positive way. That makes her feel contented and increases her willingness to buy the 

Another emotion that could be identified several times within the group of environmentally

. This feeling is experienced most often with regards to the agent 

of the action. The respondents perceive themselves as the ones doing a good deed which 

makes them feel proud. This good deed is primarily related to the contribution to the env

consumption. If other people in their social environment perceive 

them as being environmentally concerned and therefore “good persons” they experience 

pride. Cecilia even considers this feeling as a reward for her ecological purchase. “

o show that I did something good and get a tap on my shoulder. And therefore I am 

more than happy to show I am buying eco-products”. Furthermore some consumers feel 

proud about having an image of being an environmentally conscious person. Consuming eco

ducts helps them to build this image like in Julian´s case. “I think when you have a certain 

idea about fairness and justice, then you use these products for creating your image and 

. Since pride is a very positive feeling and some re

a compensation for their investment, this emotion is likely to influence the desire to repu

I mean you remember how you felt last time and I want to experience 

(Julian F.). 

an emotion experienced by environmentally-oriented eco

purchase stage. Stefan for example is confident that by consuming eco

is supporting ethical husbandry. He believes that his consumption helps ensuring the animals 

However I can support the idea that the animals can walk around freely 

. Also Jenny feels confident about the consumption of eco

rice to be cleaner than non-eco rice because it is not chemi

“For some reason I don’t do this [rinsing the rice] when I buy eco-products as I feel they are 

clean and therefore I am certain that I can eat it without cleaning it that much”

case the confidence about the cleanliness of eco-products further makes her cooking more 

convenient, which is another positive factor influencing her willingness to repurchase.

 

68 

However contentment also results from the feeling that the consumption or usage of the 

products makes a difference for the environment. Christina, who always uses ecological 

fluencing the environment 

in a positive way. That makes her feel contented and increases her willingness to buy the 

Another emotion that could be identified several times within the group of environmentally-

s feeling is experienced most often with regards to the agent 

of the action. The respondents perceive themselves as the ones doing a good deed which 

makes them feel proud. This good deed is primarily related to the contribution to the envi-

consumption. If other people in their social environment perceive 

them as being environmentally concerned and therefore “good persons” they experience 

pride. Cecilia even considers this feeling as a reward for her ecological purchase. “But now I 

o show that I did something good and get a tap on my shoulder. And therefore I am 

. Furthermore some consumers feel 

proud about having an image of being an environmentally conscious person. Consuming eco-

I think when you have a certain 

idea about fairness and justice, then you use these products for creating your image and 

. Since pride is a very positive feeling and some respondents see it as 

a compensation for their investment, this emotion is likely to influence the desire to repur-

I mean you remember how you felt last time and I want to experience 

oriented eco-consumers in 

purchase stage. Stefan for example is confident that by consuming eco-products he 

is supporting ethical husbandry. He believes that his consumption helps ensuring the animals 

However I can support the idea that the animals can walk around freely 

. Also Jenny feels confident about the consumption of eco-products. 

eco rice because it is not chemically treated. 

products as I feel they are 

clean and therefore I am certain that I can eat it without cleaning it that much”. In Jenny´s 

ducts further makes her cooking more 

convenient, which is another positive factor influencing her willingness to repurchase. 



 

In conclusion it can be said that consumers stating an environmental concern as their main 

driver for buying eco-products are most 

their environmental contribution and a better taste of the products. If the experiences r

garding those expectations are met, they perceive a certain degree of contentment. Fu

thermore the majority of resp

and conscious consumers. 

 

4.2.2.3 Emotions of Health

The emotions influencing the consumption stage of health

out to be very similar to the ones 

mentally-oriented and health

tentment, pleasure, enjoyment, confidence and pride when consuming eco

dition health-oriented consume

of concern.  

The most frequently described emotion turned out to be 

certain that the outcomes of the consumption are beneficial for their bodies and their health 

and thus experience the feeling of contentment when consuming eco

that she has always been satisfied with eco

because it contains so much good stuff”

thier, not at last because she has been educated like that, and agued in addition 

products] have always been good, [..] therefore I will buy them again.” 

the contribution to their personal health and perceiving conte

products seem to have a significant impact on the likelihood to repurchase. 

Confidence is another common feeling which arises among respondents in this consumer 

group when being certain about a positive contribution to the person

instance truly believes that eco

ucts] are also creating more energy for me and do not provide my body with any artificial 

ingredients”. This is how Eva argues regarding how eco

confidence. Furthermore Sebastian perceives confidence when watching his daughter eat 

eco-products, because he believes eco

daughter.  

In conclusion it can be said that consumers stating an environmental concern as their main 

products are most likely to experience pleasure and enjoyment due to 

their environmental contribution and a better taste of the products. If the experiences r

garding those expectations are met, they perceive a certain degree of contentment. Fu

thermore the majority of respondents perceive pride about being considered responsible 

-Oriented Eco-Consumers 

The emotions influencing the consumption stage of health-oriented eco

out to be very similar to the ones found for environmentally-oriented consumers. Enviro

oriented and health-oriented consumers are likely to perceive the emotions co

tentment, pleasure, enjoyment, confidence and pride when consuming eco

oriented consumers’ consumption has proven to be influenced by the emotion 

The most frequently described emotion turned out to be contentment. The consumers are 

certain that the outcomes of the consumption are beneficial for their bodies and their health 

thus experience the feeling of contentment when consuming eco-products. Eva argued 

that she has always been satisfied with eco-products and stated “I know it’s healthier for me 

because it contains so much good stuff”. Marianne also considers eco-products t

thier, not at last because she has been educated like that, and agued in addition 

products] have always been good, [..] therefore I will buy them again.” Being certain about 

the contribution to their personal health and perceiving contentment when consuming eco

products seem to have a significant impact on the likelihood to repurchase. 

is another common feeling which arises among respondents in this consumer 

group when being certain about a positive contribution to the personal well

instance truly believes that eco-products have a positive impact on her body.  

ucts] are also creating more energy for me and do not provide my body with any artificial 

. This is how Eva argues regarding how eco-products contribute to a feeling of 

confidence. Furthermore Sebastian perceives confidence when watching his daughter eat 

products, because he believes eco-products to be healthier and therefore better for his 
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In conclusion it can be said that consumers stating an environmental concern as their main 

likely to experience pleasure and enjoyment due to 

their environmental contribution and a better taste of the products. If the experiences re-

garding those expectations are met, they perceive a certain degree of contentment. Fur-

ondents perceive pride about being considered responsible 

oriented eco-consumers turned 

oriented consumers. Environ-

oriented consumers are likely to perceive the emotions con-

tentment, pleasure, enjoyment, confidence and pride when consuming eco-products. In ad-

rs’ consumption has proven to be influenced by the emotion 

. The consumers are 

certain that the outcomes of the consumption are beneficial for their bodies and their health 

products. Eva argued 

“I know it’s healthier for me 

products to be heal-

thier, not at last because she has been educated like that, and agued in addition “they [the 

Being certain about 

ntment when consuming eco-

products seem to have a significant impact on the likelihood to repurchase.  

is another common feeling which arises among respondents in this consumer 

al well-being. Eva for 

products have a positive impact on her body.  “[The prod-

ucts] are also creating more energy for me and do not provide my body with any artificial 

products contribute to a feeling of 

confidence. Furthermore Sebastian perceives confidence when watching his daughter eat 

products to be healthier and therefore better for his 



 

Many consumers perceive a feel

shows that it is an emotion which is particularly evoked when the consumer considers the 

desired outcome of consumption 

argue for example “I always think it is good for me”

reassured that I am doing something really good for my body.

Also watching someone else consume the eco

pleasure; in this case parents have communicated such a positive feeling. Both, Ida and S

bastian claimed feeling good when seeing their children eat eco

it is good and healthy food. “It looks like he enjoys the food and that makes me feel good in 

turn.” (Ida B.).  

Knowing they contribute to personal health, consumers are also likely to perceive a higher 

level of enjoyment when consuming the products. A feeling of confidence is induced kno

ing that they support their bodies, which increases the consumption 

joying an eco-product a lot more. It is so much healthier”

health-factor in general, one respondent also considers the health aspect when it comes to 

an increased consumption. Britta considered the he

sponsibility point of view and then claimed 

still ok.” 

The feeling of concern was most often found in relation to agency. The consumers felt r

sponsible or in control of their personal or other people’s health status and perceived in turn 

concern. In this study it has been found that concern majorly arose when caring about the 

health status of other people, for example children. Ida claimed that 

my son eat a product that I have picked out and that has been certificated as [being] 

healthy.” Also Agnes who is looking after her grandchild from time to time described a fee

ing of concern when watching her eating eco

important to support your growing body with healthy food. It makes me feel good, seeing 

that she is eating it.” 

What distinguishes health-oriented consumers from environmentally

that pride is less often evoked when con

health-oriented consumers consider their consumption to be more of a private matter, 

Many consumers perceive a feeling of pleasure when consuming eco-

shows that it is an emotion which is particularly evoked when the consumer considers the 

desired outcome of consumption – a positive contribution to personal health. Respondents 

ays think it is good for me” (Marianne H.) or “I feel comfortable and 

reassured that I am doing something really good for my body.”(Agnes B.). 

Also watching someone else consume the eco-product has proven to induce a feeling of 

ts have communicated such a positive feeling. Both, Ida and S

bastian claimed feeling good when seeing their children eat eco-products while knowing that 

“It looks like he enjoys the food and that makes me feel good in 

Knowing they contribute to personal health, consumers are also likely to perceive a higher 

when consuming the products. A feeling of confidence is induced kno

ing that they support their bodies, which increases the consumption experience

product a lot more. It is so much healthier” (Agnes B.). Next to considering the 

factor in general, one respondent also considers the health aspect when it comes to 

an increased consumption. Britta considered the health aspect of eco-products from a r

sponsibility point of view and then claimed “I feel maybe less guilty, if I eat a huge bowl, it’s 

was most often found in relation to agency. The consumers felt r

l of their personal or other people’s health status and perceived in turn 

concern. In this study it has been found that concern majorly arose when caring about the 

health status of other people, for example children. Ida claimed that “It feels safe watchin

my son eat a product that I have picked out and that has been certificated as [being] 

” Also Agnes who is looking after her grandchild from time to time described a fee

ing of concern when watching her eating eco-product. “I think especially for 

important to support your growing body with healthy food. It makes me feel good, seeing 

oriented consumers from environmentally-oriented consumers is 

is less often evoked when consuming an eco-product. It is therefore assumed that 

oriented consumers consider their consumption to be more of a private matter, 
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-products. Analysis 

shows that it is an emotion which is particularly evoked when the consumer considers the 

a positive contribution to personal health. Respondents 

“I feel comfortable and 

 

product has proven to induce a feeling of 

ts have communicated such a positive feeling. Both, Ida and Se-

products while knowing that 

“It looks like he enjoys the food and that makes me feel good in 

Knowing they contribute to personal health, consumers are also likely to perceive a higher 

when consuming the products. A feeling of confidence is induced know-

experience. “I am en-

(Agnes B.). Next to considering the 

factor in general, one respondent also considers the health aspect when it comes to 

products from a re-

“I feel maybe less guilty, if I eat a huge bowl, it’s 

was most often found in relation to agency. The consumers felt re-

l of their personal or other people’s health status and perceived in turn 

concern. In this study it has been found that concern majorly arose when caring about the 

“It feels safe watching 

my son eat a product that I have picked out and that has been certificated as [being] 

” Also Agnes who is looking after her grandchild from time to time described a feel-

“I think especially for a child it’s so 

important to support your growing body with healthy food. It makes me feel good, seeing 

oriented consumers is 

product. It is therefore assumed that 

oriented consumers consider their consumption to be more of a private matter, 



 

which is not of interest for other parties. In addition it can be assumed that some consumers 

might not regard it as special to consider the personal well

portance to show off with their eco

bastian. Sebastian perceives pride when seeing his daughter eat eco

proud for being able to offer his daughter good and healthy food. Eva reported in her inte

view that she would not consider herself feeling proud about her eco

However, after the interview she presented the contents of her kitchen cupboard to the i

terviewer. After showing one eco

she felt, whereupon she admitted feeling proud for consuming in this healthy way. This e

ample shows that consumers may not always be aware of that this consumption indu

feeling of pride.  

In conclusion health-oriented eco

enjoyment, confidence and concern during consumption. These emotions are evoked by 

three different appraisals. Contentment and confidence are

respondents appraise a level of certainty about the eco

health. Furthermore pleasure and enjoyment are mainly perceived because of the desired 

outcome from consuming eco

es mainly when consumers feel responsible for the health situation of other people and par

ly when they are concerned about their own health what makes them consume eco

products.   

 

4.2.2.4 Emotions of Taste-Oriente

When analyzing the taste-oriented consumer group within the post

decision-making process one can identify the same dominant emotions as the ones being 

present in the other two consumer groups 

confidence. Concerning pleasure and enjoyment there are certain similarities to the env

ronmentally concerned consumers since those respondents also state the taste of the pro

ucts as a major factor in the post

cussed below. 

When appraising the outcome of the post

experience pleasure. The expected good taste and the high quality of the eco

which is not of interest for other parties. In addition it can be assumed that some consumers 

ecial to consider the personal well-being and therefore not the i

portance to show off with their eco-consumption. Exceptions in this study are Eva and S

bastian. Sebastian perceives pride when seeing his daughter eat eco-

able to offer his daughter good and healthy food. Eva reported in her inte

view that she would not consider herself feeling proud about her eco-product consumption. 

However, after the interview she presented the contents of her kitchen cupboard to the i

erviewer. After showing one eco-product after the other, she was asked to describe how 

she felt, whereupon she admitted feeling proud for consuming in this healthy way. This e

ample shows that consumers may not always be aware of that this consumption indu

oriented eco-consumers are likely to perceive contentment, pleasure, 

enjoyment, confidence and concern during consumption. These emotions are evoked by 

three different appraisals. Contentment and confidence are mainly perceived because the 

respondents appraise a level of certainty about the eco-products’ contribution to personal 

health. Furthermore pleasure and enjoyment are mainly perceived because of the desired 

outcome from consuming eco-products – a better health status. The feeling of concern ari

es mainly when consumers feel responsible for the health situation of other people and par

ly when they are concerned about their own health what makes them consume eco

Oriented Eco-Consumers 

oriented consumer group within the post-purchase stage of the 

making process one can identify the same dominant emotions as the ones being 

present in the other two consumer groups – pleasure, enjoyment, pride, contentment and 

confidence. Concerning pleasure and enjoyment there are certain similarities to the env

ronmentally concerned consumers since those respondents also state the taste of the pro

ucts as a major factor in the post-purchase stage. Similarities as well as differences are di

When appraising the outcome of the post-purchase activities respondents are most likely to 

. The expected good taste and the high quality of the eco
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which is not of interest for other parties. In addition it can be assumed that some consumers 

being and therefore not the im-

consumption. Exceptions in this study are Eva and Se-

-products. He feels 

able to offer his daughter good and healthy food. Eva reported in her inter-

product consumption. 

However, after the interview she presented the contents of her kitchen cupboard to the in-

product after the other, she was asked to describe how 

she felt, whereupon she admitted feeling proud for consuming in this healthy way. This ex-

ample shows that consumers may not always be aware of that this consumption induced a 

consumers are likely to perceive contentment, pleasure, 

enjoyment, confidence and concern during consumption. These emotions are evoked by 

mainly perceived because the 

products’ contribution to personal 

health. Furthermore pleasure and enjoyment are mainly perceived because of the desired 

ealth status. The feeling of concern aris-

es mainly when consumers feel responsible for the health situation of other people and part-

ly when they are concerned about their own health what makes them consume eco-

purchase stage of the 

making process one can identify the same dominant emotions as the ones being 

de, contentment and 

confidence. Concerning pleasure and enjoyment there are certain similarities to the envi-

ronmentally concerned consumers since those respondents also state the taste of the prod-

ies as well as differences are dis-

purchase activities respondents are most likely to 

. The expected good taste and the high quality of the eco-products pro-



 

vide them with a positive feeling. Sebastian feels pleasure when watching his daughter co

suming ecologically, “I like it when Heidi finishes the whole banana. When I see that she likes 

it”. Also the closely related emotion 

ers. “I also perceive enjoyment when consuming eco

tastier” (Christina B.). Eco-products being perceived as more enjoyable also leads to a higher 

possibility of considering a repurchase. “

ty and the taste. And then of course you want to have it again” 

Also contentment is experienced by all respondents in this consumer group. In Sebastian´s 

case his daughter is the major cause for that. Being certain that she likes

enjoys the food makes him feel contented. In general it can be said that the respondents´ 

expectations concerning the taste of eco

purchase. This can also be supported by the feeling of 

eco-products. “I think we wouldn’t have eco

fan believes in eco-products, which is based on his knowledge about the reliability of eco

labels. Confidence is induced, knowing t

ter.  

Pride is another emotion that can be identified among taste

feels proud that he can afford to offer his daughter tasty high quality food. Furthermore his 

colleagues´ rather negative attitude towards eco

tain degree of pride. He perceives himself as much more aware of the higher quality and the 

better choice of consuming ecologically. “

this awareness like I have it, and many don’t even know anything about eco

emotion is closely related to confidence. Only if the respondents are certain about the good 

taste and high quality of eco-products they are likely to experience p

Conclusively, all taste-oriented consumers in this study experience pleasure and enjoyment 

because of the good taste and high quality of the products consumed. Their expectations 

concerning these factors are met which provides them with a feeling of

leads to a high probability of repurchase. Moreover pride is experienced by the respondents 

based on their confidence that they are consuming valuable products.

eling. Sebastian feels pleasure when watching his daughter co

I like it when Heidi finishes the whole banana. When I see that she likes 

. Also the closely related emotion enjoyment is dominant among taste

o perceive enjoyment when consuming eco-products even more, because they are 

products being perceived as more enjoyable also leads to a higher 

possibility of considering a repurchase. “And I mean you get used to it so easily, t

ty and the taste. And then of course you want to have it again” (Sebastian L.).

is experienced by all respondents in this consumer group. In Sebastian´s 

case his daughter is the major cause for that. Being certain that she likes

enjoys the food makes him feel contented. In general it can be said that the respondents´ 

expectations concerning the taste of eco-products are met which make them consider a r

purchase. This can also be supported by the feeling of confidence about the better quality of 

I think we wouldn’t have eco-products if they weren’t better”

products, which is based on his knowledge about the reliability of eco

labels. Confidence is induced, knowing that the quality of the products he consumes is be

is another emotion that can be identified among taste-oriented consumers. Sebastian 

feels proud that he can afford to offer his daughter tasty high quality food. Furthermore his 

er negative attitude towards eco-products also makes him experience a ce

tain degree of pride. He perceives himself as much more aware of the higher quality and the 

better choice of consuming ecologically. “But some of my colleagues, I think they don’t hav

this awareness like I have it, and many don’t even know anything about eco

emotion is closely related to confidence. Only if the respondents are certain about the good 

products they are likely to experience pride.  

oriented consumers in this study experience pleasure and enjoyment 

because of the good taste and high quality of the products consumed. Their expectations 

concerning these factors are met which provides them with a feeling of

leads to a high probability of repurchase. Moreover pride is experienced by the respondents 

based on their confidence that they are consuming valuable products. 
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eling. Sebastian feels pleasure when watching his daughter con-

I like it when Heidi finishes the whole banana. When I see that she likes 

is dominant among taste-oriented consum-

products even more, because they are 

products being perceived as more enjoyable also leads to a higher 

And I mean you get used to it so easily, to the quali-

(Sebastian L.). 

is experienced by all respondents in this consumer group. In Sebastian´s 

case his daughter is the major cause for that. Being certain that she likes the product and 

enjoys the food makes him feel contented. In general it can be said that the respondents´ 

products are met which make them consider a re-

about the better quality of 

products if they weren’t better” (Stefan H.). Ste-

products, which is based on his knowledge about the reliability of eco-

hat the quality of the products he consumes is bet-

oriented consumers. Sebastian 

feels proud that he can afford to offer his daughter tasty high quality food. Furthermore his 

products also makes him experience a cer-

tain degree of pride. He perceives himself as much more aware of the higher quality and the 

But some of my colleagues, I think they don’t have 

this awareness like I have it, and many don’t even know anything about eco-products”. This 

emotion is closely related to confidence. Only if the respondents are certain about the good 

 

oriented consumers in this study experience pleasure and enjoyment 

because of the good taste and high quality of the products consumed. Their expectations 

concerning these factors are met which provides them with a feeling of contentment and 

leads to a high probability of repurchase. Moreover pride is experienced by the respondents 



 

4.2.3 Differences between Pre

After analyzing the dominant emotions within the pre

and the post-purchase stage of the decision

tions and therefore also partially the appraisals change during the process. In the pre

purchase stage pleasure, concern

by the respondents in this study. These feelings are based particularly on the responsibility 

for the environment or for one´s body. Consumers want to contribute to the 

try to live healthy or simply perceive eco

feeling of pleasure. The hope or even the confidence that these expectations will be met 

result in the ecological purchase.

In the post-purchase stage of the decision

the situation differently and other emotions arise. Consumers majorly experience 

ment, pleasure, enjoyment, confidence

felt by environmentally and taste

stating health as their main objective for purchasing ecologically. The consumption of eco

products gives the respondents a feeling of pleasure. This emotion is either the resul

higher enjoyment of tasty, high quality products or the feeling of doing something good for 

one´s body.  

As previously discussed, consumers are driven by different aspects when buying eco

products and are therefore part of three consumer groups. In 

stage it has been recognized that consumers’ priorities can change also within one objective. 

This change is most significant among environmentally

their main driver at the point

bute to the environment, taste was the most important factor when consuming the product 

and the decisive factor for considering a repurchase. The environmental concern on the ot

er hand is reduced to be of se

an eco-product is more in-store. I think I am not considering the eco

cooking for example my eco-pasta. I have taken the decision to go for eco in

that’s it pretty much” (Cecilia L.). The statement reveals that although pleasure is a dominant 

emotion in both stages of the decision

come desirability in both cases, this emotion is experienced based on two differ

4.2.3 Differences between Pre-Purchase and Post-Purchase Emotions

ing the dominant emotions within the pre-purchase alternative evaluation stage 

purchase stage of the decision-making process, it is evident that these em

tions and therefore also partially the appraisals change during the process. In the pre

concern, confidence and hope are the main emotions experienced 

by the respondents in this study. These feelings are based particularly on the responsibility 

for the environment or for one´s body. Consumers want to contribute to the 

try to live healthy or simply perceive eco-products as tastier. All these objectives lead to the 

feeling of pleasure. The hope or even the confidence that these expectations will be met 

result in the ecological purchase. 

tage of the decision-making process the respondents mainly appraise 

the situation differently and other emotions arise. Consumers majorly experience 

confidence and pride. Pride however is much more likely to be 

ironmentally and taste-oriented consumers than within the group of respondents 

stating health as their main objective for purchasing ecologically. The consumption of eco

products gives the respondents a feeling of pleasure. This emotion is either the resul

higher enjoyment of tasty, high quality products or the feeling of doing something good for 

As previously discussed, consumers are driven by different aspects when buying eco

products and are therefore part of three consumer groups. In the post-purchase evaluation 

stage it has been recognized that consumers’ priorities can change also within one objective. 

This change is most significant among environmentally-oriented consumers. While generally 

their main driver at the point-of-sale was their concern and their perceived need to contr

bute to the environment, taste was the most important factor when consuming the product 

and the decisive factor for considering a repurchase. The environmental concern on the ot

er hand is reduced to be of secondary importance. “I think the awareness that it is actually 

store. I think I am not considering the eco-factor anymore when 

pasta. I have taken the decision to go for eco in

(Cecilia L.). The statement reveals that although pleasure is a dominant 

emotion in both stages of the decision-making process and arises from appraising the ou

come desirability in both cases, this emotion is experienced based on two differ
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Purchase Emotions 

purchase alternative evaluation stage 

making process, it is evident that these emo-

tions and therefore also partially the appraisals change during the process. In the pre-

are the main emotions experienced 

by the respondents in this study. These feelings are based particularly on the responsibility 

for the environment or for one´s body. Consumers want to contribute to the environment, 

products as tastier. All these objectives lead to the 

feeling of pleasure. The hope or even the confidence that these expectations will be met 

making process the respondents mainly appraise 

the situation differently and other emotions arise. Consumers majorly experience content-

. Pride however is much more likely to be 

oriented consumers than within the group of respondents 

stating health as their main objective for purchasing ecologically. The consumption of eco-

products gives the respondents a feeling of pleasure. This emotion is either the result of a 

higher enjoyment of tasty, high quality products or the feeling of doing something good for 

As previously discussed, consumers are driven by different aspects when buying eco-

purchase evaluation 

stage it has been recognized that consumers’ priorities can change also within one objective. 

oriented consumers. While generally 

their concern and their perceived need to contri-

bute to the environment, taste was the most important factor when consuming the product 

and the decisive factor for considering a repurchase. The environmental concern on the oth-

I think the awareness that it is actually 

factor anymore when 

pasta. I have taken the decision to go for eco in-store and I think 

(Cecilia L.). The statement reveals that although pleasure is a dominant 

making process and arises from appraising the out-

come desirability in both cases, this emotion is experienced based on two different desired 



 

outcomes; environmental contribution in the pre

purchase stage. 

Moreover the taste is reported to always be of interest to the consumers, even if their main 

driver is environmental concern or health. A precon

products is that they need to have an acceptable taste. Overall good taste can be identified 

as the major reason for experiencing pleasure and enjoyment among the majority of co

sumers in the post-purchase stage, which i

The appraisal of the situation and the arising emotion of pleasure are therefore much more 

similar among objectives within the post

in which appraisals can be clearly distinguished.

In summary it can be said that respondents show significant changes between their exp

rienced emotions within the pre

stage. However it can be identified that these emotions bui

extent. If for instance one consumer is confident concerning the good taste of the eco

product when doing the purchase, it can be expected that this person feels contented in the 

post-purchase stage when his/her expectations 

sure. The feeling of guilt in the pre

chase and leads to experiencing pleasure in the post

that the emotions within the two

viewed separately.  

  

outcomes; environmental contribution in the pre-purchase and good taste in the post

Moreover the taste is reported to always be of interest to the consumers, even if their main 

driver is environmental concern or health. A precondition for buying and consuming eco

products is that they need to have an acceptable taste. Overall good taste can be identified 

as the major reason for experiencing pleasure and enjoyment among the majority of co

purchase stage, which is independent from the actual driver for buying. 

The appraisal of the situation and the arising emotion of pleasure are therefore much more 

similar among objectives within the post-purchase stage than within the pre

e clearly distinguished. 

In summary it can be said that respondents show significant changes between their exp

rienced emotions within the pre-purchase alternative evaluation and the post

stage. However it can be identified that these emotions build up on each other to a large 

extent. If for instance one consumer is confident concerning the good taste of the eco

product when doing the purchase, it can be expected that this person feels contented in the 

purchase stage when his/her expectations are met. The same is valid for guilt and ple

sure. The feeling of guilt in the pre-purchase stage is decreased through the ultimate pu

chase and leads to experiencing pleasure in the post-purchase stage. These examples show 

that the emotions within the two stages are closely related to each other and cannot be 
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purchase and good taste in the post-

Moreover the taste is reported to always be of interest to the consumers, even if their main 

dition for buying and consuming eco-

products is that they need to have an acceptable taste. Overall good taste can be identified 

as the major reason for experiencing pleasure and enjoyment among the majority of con-

s independent from the actual driver for buying. 

The appraisal of the situation and the arising emotion of pleasure are therefore much more 

purchase stage than within the pre-purchase stage 

In summary it can be said that respondents show significant changes between their expe-

purchase alternative evaluation and the post-purchase 

ld up on each other to a large 

extent. If for instance one consumer is confident concerning the good taste of the eco-

product when doing the purchase, it can be expected that this person feels contented in the 

are met. The same is valid for guilt and plea-

purchase stage is decreased through the ultimate pur-

purchase stage. These examples show 

stages are closely related to each other and cannot be 



 

5 Conclusion  

The final chapter of this thesis aims to summarize the major findings of the study. The the

retical contribution is illustrated 

proach model by Watson and Spence

the practical as well as methodological contributions of the study are outlined and di

in order to emphasize its relevance. Finally the cha

for future research. 

 

5.1 Outcomes and Implications of the

The study attempted to investigate how emotions influence the decision

consumers buying grocery eco

to investigate which emotions are evoked and to explore their cognitive backgrounds within 

the pre-purchase and the post

With regards to the purpose and the aims of the study, the analysis revealed several in

esting insights. First of all specific emotion sets for both process stages have been identified 

and their underlying cognitive appraisals have been explained. In addition it has been found 

that the stages in focus of this study are influenced by differ

sure and confidence have been found in both stages and can therefore be considered as the 

major emotions being involved in a grocery eco

study is that pre-purchase emotions show an infl

Another interesting finding of this study is that consumers do not connect eco

tomatically to a positive contribution for the environment, but also see additional motiv

tions for buying eco-products. The analysis has

sumer groups with different drivers for buying eco

taste-oriented and health-oriented consumers. Explanations in the analysis clearly illustrate 

that these consumer groups base th

praisals. Interestingly it has been found that the different cognitive appraisals of these co

sumer groups tend to evoke almost the same emotions. The study illustrates slightly diffe

ent emotion sets for each buying driver group, but overall it can be concluded that even 

when having different considerations and appraisals, the same emotions are evoked. 

The final chapter of this thesis aims to summarize the major findings of the study. The the

retical contribution is illustrated in a model which is based on the Cognitive A

proach model by Watson and Spence (2007), specifically adapted to eco-products. More

the practical as well as methodological contributions of the study are outlined and di

in order to emphasize its relevance. Finally the chapter provides the reader with su

mplications of the Study 

The study attempted to investigate how emotions influence the decision

consumers buying grocery eco-products on a regular basis. The focus attempted specifically 

to investigate which emotions are evoked and to explore their cognitive backgrounds within 

purchase and the post-purchase stage.  

With regards to the purpose and the aims of the study, the analysis revealed several in

pecific emotion sets for both process stages have been identified 

and their underlying cognitive appraisals have been explained. In addition it has been found 

that the stages in focus of this study are influenced by different emotions. However, ple

sure and confidence have been found in both stages and can therefore be considered as the 

major emotions being involved in a grocery eco-product experience. Another finding of this 

purchase emotions show an influence on post-purchase ones.

Another interesting finding of this study is that consumers do not connect eco

tomatically to a positive contribution for the environment, but also see additional motiv

products. The analysis has therefore considered three different co

sumer groups with different drivers for buying eco-products; environmentally

oriented consumers. Explanations in the analysis clearly illustrate 

that these consumer groups base their buying decisions on different kinds of cognitive a

praisals. Interestingly it has been found that the different cognitive appraisals of these co

sumer groups tend to evoke almost the same emotions. The study illustrates slightly diffe

for each buying driver group, but overall it can be concluded that even 

when having different considerations and appraisals, the same emotions are evoked. 

 

75 

The final chapter of this thesis aims to summarize the major findings of the study. The theo-

gnitive Appraisals Ap-

products. Moreover 

the practical as well as methodological contributions of the study are outlined and discussed 

pter provides the reader with suggestions 

The study attempted to investigate how emotions influence the decision-making process of 

e focus attempted specifically 

to investigate which emotions are evoked and to explore their cognitive backgrounds within 

With regards to the purpose and the aims of the study, the analysis revealed several inter-

pecific emotion sets for both process stages have been identified 

and their underlying cognitive appraisals have been explained. In addition it has been found 

ent emotions. However, plea-

sure and confidence have been found in both stages and can therefore be considered as the 

product experience. Another finding of this 

purchase ones. 

Another interesting finding of this study is that consumers do not connect eco-products au-

tomatically to a positive contribution for the environment, but also see additional motiva-

therefore considered three different con-

products; environmentally-oriented, 

oriented consumers. Explanations in the analysis clearly illustrate 

eir buying decisions on different kinds of cognitive ap-

praisals. Interestingly it has been found that the different cognitive appraisals of these con-

sumer groups tend to evoke almost the same emotions. The study illustrates slightly differ-

for each buying driver group, but overall it can be concluded that even 

when having different considerations and appraisals, the same emotions are evoked.  



 

An additional interesting finding from conducting interviews is that consumers tend to relate 

grocery eco-products mainly to food items. Only few consumers associated the term 

eco-products to other items such as washing detergents or paper products, and therefore 

the findings from interviews stem mainly from experiences that consumers have had wi

food products. This had a significant influence on the process of the analysis, which can eas

ly be seen when considering the consumer groups which have been identified. For example 

only because interviewees were mainly relating given questions to food

sumer group driven by taste was created. However, because of the strong association to 

food, it can be assumed that consumers being in

most likely to consider food products, rather than any other typ

less, this finding limits the scope of the study and the results are thus most important and 

relevant for ecological food items. Even so, it can be assumed that the appraisals of the env

ronmentally-oriented consumer group, which

ment and therefore acknowledges the actual sense of eco

when discussing grocery eco-products in general.

Overall it can be concluded that the concept of eco

research, which is a lot more complex than it seems at a first glimpse. 

 

  

An additional interesting finding from conducting interviews is that consumers tend to relate 

products mainly to food items. Only few consumers associated the term 

to other items such as washing detergents or paper products, and therefore 

the findings from interviews stem mainly from experiences that consumers have had wi

food products. This had a significant influence on the process of the analysis, which can eas

ly be seen when considering the consumer groups which have been identified. For example 

only because interviewees were mainly relating given questions to food

sumer group driven by taste was created. However, because of the strong association to 

food, it can be assumed that consumers being in-store and willing to buy eco

most likely to consider food products, rather than any other type of eco-products. Neverth

less, this finding limits the scope of the study and the results are thus most important and 

relevant for ecological food items. Even so, it can be assumed that the appraisals of the env

oriented consumer group, which represents a general concern for the enviro

ment and therefore acknowledges the actual sense of eco-products, are also important 

products in general.  

Overall it can be concluded that the concept of eco-products is a very inter

research, which is a lot more complex than it seems at a first glimpse.  
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An additional interesting finding from conducting interviews is that consumers tend to relate 

products mainly to food items. Only few consumers associated the term grocery 

to other items such as washing detergents or paper products, and therefore 

the findings from interviews stem mainly from experiences that consumers have had with 

food products. This had a significant influence on the process of the analysis, which can easi-

ly be seen when considering the consumer groups which have been identified. For example 

only because interviewees were mainly relating given questions to food-products, a con-

sumer group driven by taste was created. However, because of the strong association to 

store and willing to buy eco-products are 

products. Neverthe-

less, this finding limits the scope of the study and the results are thus most important and 

relevant for ecological food items. Even so, it can be assumed that the appraisals of the envi-

represents a general concern for the environ-

products, are also important 

products is a very interesting field of 



 

5.2 Theoretical Contribution

The theoretical contribution of this thesis can be visualized in the model below. It is an ada

tation of the model depicting the cognit

adjusted specifically for ecological purchase and consumption. This model therefore pr

vides knowledge particularly suitable for consumer behavior concerning eco

Figure 3: Model depicting grocery eco

cognitive appraisal theory (on basis of Watson & Spence, 2007, p. 503)

 

The stimulus that serves as the basis for this model is the grocery eco

is evaluated or in other words appraised by the consumers according to outcome desirabil

ty, agency and certainty. In contrast to the original model by Watson and Spence, this a

justed model contains only three different appraisals. The fourth appraisal, fairness, is co

sciously neglected as it is considered to be neither of particular relevance nor adding add

tional value when investigating consumer behavior concerning grocery eco

As discussed in the theory part of this thesis, the appraisal of a specific situ

experiencing specific emotions. In the case of grocery eco

different emotions are evoked when appraising the pre

Theoretical Contribution 

The theoretical contribution of this thesis can be visualized in the model below. It is an ada

tation of the model depicting the cognitive appraisal theory by Watson and Spence (2007), 

adjusted specifically for ecological purchase and consumption. This model therefore pr

vides knowledge particularly suitable for consumer behavior concerning eco

y eco-consumers’ emotions in the decision-making process in context of the 

cognitive appraisal theory (on basis of Watson & Spence, 2007, p. 503) 

The stimulus that serves as the basis for this model is the grocery eco-product. This product 

in other words appraised by the consumers according to outcome desirabil

ty, agency and certainty. In contrast to the original model by Watson and Spence, this a

justed model contains only three different appraisals. The fourth appraisal, fairness, is co

sciously neglected as it is considered to be neither of particular relevance nor adding add

tional value when investigating consumer behavior concerning grocery eco

As discussed in the theory part of this thesis, the appraisal of a specific situ

experiencing specific emotions. In the case of grocery eco-products the study shows that 

different emotions are evoked when appraising the pre-purchase situation and the post
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The theoretical contribution of this thesis can be visualized in the model below. It is an adap-

ive appraisal theory by Watson and Spence (2007), 

adjusted specifically for ecological purchase and consumption. This model therefore pro-

vides knowledge particularly suitable for consumer behavior concerning eco-products. 

 

making process in context of the 

product. This product 

in other words appraised by the consumers according to outcome desirabili-

ty, agency and certainty. In contrast to the original model by Watson and Spence, this ad-

justed model contains only three different appraisals. The fourth appraisal, fairness, is con-

sciously neglected as it is considered to be neither of particular relevance nor adding addi-

tional value when investigating consumer behavior concerning grocery eco-products.  

As discussed in the theory part of this thesis, the appraisal of a specific situation leads to 

products the study shows that 

purchase situation and the post-



 

purchase situation. Regarding the pre

emotions are pleasure, concern, confidence and hope. Within the post

consumer decision-making process contentment, pleasure, enjoyment, confidence and pride 

have been found to be most significant. As already

two emotions are overlapping and represent therefore the dominant emotions among both 

stages. This leads to the result that these emotions can be overall regarded as the most i

portant ones. The model also shows that 

influenced by and build up on the ones experienced in the pre

Finally the emotions lead to a specific consumer behavior. This behavior can be implemen

ing the purchase or not and repurchasing

stage of the decision-making process. However the more of the identified emotions are e

perienced and the higher their intensity, the more likely is the consumer to pu

chase/repurchase the eco-product. 

In comparison to the original model another important factor has been integrated 

ing driver. The study has been able to identify three consumer groups with different drivers 

to buy ecologically; namely environmental concern, health aspects and bett

previously discussed appraisals and these different objectives interact and influence each 

other. On the one hand a buying driver leads the appraisals in a specific direction. The driver 

health for example makes a consumer appraise the impact

sonal health. On the other hand, when being certain about one´s environmental contribution 

when buying an eco-product, consumers are more likely to regard the environment as their 

main driver. 

Furthermore the interaction betwe

tions depending on the specific buying driver. This factor is therefore of particular impo

tance and has an indirect influence on the ultimate consumer behavior of the pre

as well as the post-purchase stage of the decision

 

  

purchase situation. Regarding the pre-purchase alternative evaluation stage the main arising 

emotions are pleasure, concern, confidence and hope. Within the post-purchase stage of the 

making process contentment, pleasure, enjoyment, confidence and pride 

have been found to be most significant. As already mentioned it becomes conspicuous that 

two emotions are overlapping and represent therefore the dominant emotions among both 

stages. This leads to the result that these emotions can be overall regarded as the most i

portant ones. The model also shows that the emotions within the post-

influenced by and build up on the ones experienced in the pre-purchase stage. 

Finally the emotions lead to a specific consumer behavior. This behavior can be implemen

ing the purchase or not and repurchasing the product or not, respectively, depending on the 

making process. However the more of the identified emotions are e

perienced and the higher their intensity, the more likely is the consumer to pu

product.  

n comparison to the original model another important factor has been integrated 

ing driver. The study has been able to identify three consumer groups with different drivers 

to buy ecologically; namely environmental concern, health aspects and bett

previously discussed appraisals and these different objectives interact and influence each 

other. On the one hand a buying driver leads the appraisals in a specific direction. The driver 

health for example makes a consumer appraise the impact of the product on his/her pe

sonal health. On the other hand, when being certain about one´s environmental contribution 

product, consumers are more likely to regard the environment as their 

Furthermore the interaction between drivers and appraisals result in slightly different em

tions depending on the specific buying driver. This factor is therefore of particular impo

tance and has an indirect influence on the ultimate consumer behavior of the pre

purchase stage of the decision-making process. 
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ion stage the main arising 

purchase stage of the 

making process contentment, pleasure, enjoyment, confidence and pride 

mentioned it becomes conspicuous that 

two emotions are overlapping and represent therefore the dominant emotions among both 

stages. This leads to the result that these emotions can be overall regarded as the most im-

purchase stage are 

purchase stage.  

Finally the emotions lead to a specific consumer behavior. This behavior can be implement-

the product or not, respectively, depending on the 

making process. However the more of the identified emotions are ex-

perienced and the higher their intensity, the more likely is the consumer to pur-

n comparison to the original model another important factor has been integrated – the buy-

ing driver. The study has been able to identify three consumer groups with different drivers 

to buy ecologically; namely environmental concern, health aspects and better taste. The 

previously discussed appraisals and these different objectives interact and influence each 

other. On the one hand a buying driver leads the appraisals in a specific direction. The driver 

of the product on his/her per-

sonal health. On the other hand, when being certain about one´s environmental contribution 

product, consumers are more likely to regard the environment as their 

en drivers and appraisals result in slightly different emo-

tions depending on the specific buying driver. This factor is therefore of particular impor-

tance and has an indirect influence on the ultimate consumer behavior of the pre-purchase 



 

5.3 Practical Contribution and Managerial Recommendations

Findings of this study are not only useful for academics, but also for practitioners in the fields 

of marketing and general management. 

In general, the study’s findings show that consumers often indicate a lack of information. 

Many consumers show to some extent uncertainty regarding the contribution of grocery 

eco-products to their particular buying driver. Does an eco

environment? Is it really healthier? How come it tastes better? Several respondents in this 

study claimed to be more hopeful than really informed about the effectiveness of grocery 

eco-products. A few respondents even reported feelings of doubt or mis

fore be concluded that the grocery eco

more information about the additional benefits of the products. This would probably e

hance consumers’ feeling of confidence, decrease negative feeling

and in turn contribute to an increase in sales. 

When segmenting the respondents into consumer groups in accordance to their buying dri

ers, it was recognized that all of them claimed at some stage that a protection of the env

ronment is important for them. However, it is not always reflected on their buying behavior 

as a driver for buying eco-products. Some consumers did not at all consider the environment 

when buying these products, which is partly due to the aforementioned lack of

Since some consumers are not at all aware of that eco

environment, additional information would help to clarify the positive impact for the env

ronment and because of the existing interest 

show in turn a positive effect on sales. 

The segmentation into different consumer groups took place, since the study clearly ind

cated that there are different 

This finding clarifies on the one hand, the need for considering consumers’ motivations 

different types of eco-products among marketing managers. This in turn, would on the other 

hand open new opportunities for differentiation strategies. Knowing that grocery

product consumers are not only driven by an environmental concern, but also by taste or 

health aspects, offers the possibility to position an eco

friendly, but also as being healthier

Practical Contribution and Managerial Recommendations

Findings of this study are not only useful for academics, but also for practitioners in the fields 

of marketing and general management.  

al, the study’s findings show that consumers often indicate a lack of information. 

Many consumers show to some extent uncertainty regarding the contribution of grocery 

products to their particular buying driver. Does an eco-product really contribute to

environment? Is it really healthier? How come it tastes better? Several respondents in this 

study claimed to be more hopeful than really informed about the effectiveness of grocery 

products. A few respondents even reported feelings of doubt or mis

fore be concluded that the grocery eco-product industry should provide consumers with 

more information about the additional benefits of the products. This would probably e

hance consumers’ feeling of confidence, decrease negative feelings of doubt and mistrust 

and in turn contribute to an increase in sales.  

When segmenting the respondents into consumer groups in accordance to their buying dri

ers, it was recognized that all of them claimed at some stage that a protection of the env

nt is important for them. However, it is not always reflected on their buying behavior 

products. Some consumers did not at all consider the environment 

when buying these products, which is partly due to the aforementioned lack of

Since some consumers are not at all aware of that eco-products in general contribute to the 

environment, additional information would help to clarify the positive impact for the env

ronment and because of the existing interest among consumers for the later, would possibly 

show in turn a positive effect on sales.  

The segmentation into different consumer groups took place, since the study clearly ind

cated that there are different underlying motivations when buying grocery eco

on the one hand, the need for considering consumers’ motivations 

products among marketing managers. This in turn, would on the other 

hand open new opportunities for differentiation strategies. Knowing that grocery

product consumers are not only driven by an environmental concern, but also by taste or 

health aspects, offers the possibility to position an eco-product not only as environmentally 

healthier and/or tastier.   
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Practical Contribution and Managerial Recommendations 

Findings of this study are not only useful for academics, but also for practitioners in the fields 

al, the study’s findings show that consumers often indicate a lack of information. 

Many consumers show to some extent uncertainty regarding the contribution of grocery 

product really contribute to the 

environment? Is it really healthier? How come it tastes better? Several respondents in this 

study claimed to be more hopeful than really informed about the effectiveness of grocery 

products. A few respondents even reported feelings of doubt or mistrust. It can there-

product industry should provide consumers with 

more information about the additional benefits of the products. This would probably en-

s of doubt and mistrust 

When segmenting the respondents into consumer groups in accordance to their buying driv-

ers, it was recognized that all of them claimed at some stage that a protection of the envi-

nt is important for them. However, it is not always reflected on their buying behavior 

products. Some consumers did not at all consider the environment 

when buying these products, which is partly due to the aforementioned lack of information. 

products in general contribute to the 

environment, additional information would help to clarify the positive impact for the envi-

for the later, would possibly 

The segmentation into different consumer groups took place, since the study clearly indi-

motivations when buying grocery eco-products. 

on the one hand, the need for considering consumers’ motivations for 

products among marketing managers. This in turn, would on the other 

hand open new opportunities for differentiation strategies. Knowing that grocery eco-

product consumers are not only driven by an environmental concern, but also by taste or 

product not only as environmentally 



 

The description of the theoretical contribution of this study illustrates that there are two 

sets of emotions which are most likely to be evoked either when buying or when consuming 

eco-products. However, overall there are seven different emotions which have been claim

to be important in the decision

ing and communication of eco

the emotions of pleasure and confidence. As the model illustrates, pleasur

are the only two emotions which appear in the pre

stage. Evoking pleasure and confidence by the use of marketing instruments would affect 

consumers on both stages at the same time which might not on

of the resources employed, but also make the consumer’s experience with eco

store and at home more consistent. Exploiting the emotions pleasure and confidence has 

also been proven by theory to be very suitable for 

2007). The findings of this study support this conclusion and the authors therefore believe 

that these emotional states could influence the entire eco

way.  

Particularly in terms of marketing communications it is recommended to focus on evoking 

pleasure and confidence. By providing more facts about the eco concept, consumers can 

learn and make use of this knowledge in cognitive appraisal of products. By doing so, ma

keting communications would be able to evoke a feeling of confidence among consumers. 

The findings of this study show that consumers who perceive confidence are likely to feel 

pleasure at the same time. The relation of these two emotions is therefore obvious. Howe

er efforts should also be made by marketing practitioners to induce a feeling of pleasure. 

Evoking pleasure by emphasizing the taste of a product should prove to be effective, as all 

consumer groups in this study to some extent reported taste to be a pursued benefit o

ing eco-products. 

Though pleasure and confidence have proven to be particularly important in this study, one 

cannot completely neglect other emotions evoked in the two stages. While it might be most 

efficient to focus on pleasure and confidence in mar

of emotions illustrated in the model should be considered when trying to understand eco

consumers’ behavior and when aiming to understand the importance of confidence and 

pleasure. It might not be useful to evoke hop

on of the theoretical contribution of this study illustrates that there are two 

sets of emotions which are most likely to be evoked either when buying or when consuming 

products. However, overall there are seven different emotions which have been claim

to be important in the decision-making process. Exploiting all of them might make positio

ing and communication of eco-products too heavy. It is therefore recommended to focus on 

the emotions of pleasure and confidence. As the model illustrates, pleasur

are the only two emotions which appear in the pre-purchase as well as in the post

. Evoking pleasure and confidence by the use of marketing instruments would affect 

consumers on both stages at the same time which might not only increase the effectiveness 

of the resources employed, but also make the consumer’s experience with eco

store and at home more consistent. Exploiting the emotions pleasure and confidence has 

also been proven by theory to be very suitable for marketing communications (Wim et al., 

2007). The findings of this study support this conclusion and the authors therefore believe 

that these emotional states could influence the entire eco-product experience in a positive 

keting communications it is recommended to focus on evoking 

pleasure and confidence. By providing more facts about the eco concept, consumers can 

learn and make use of this knowledge in cognitive appraisal of products. By doing so, ma

would be able to evoke a feeling of confidence among consumers. 

The findings of this study show that consumers who perceive confidence are likely to feel 

pleasure at the same time. The relation of these two emotions is therefore obvious. Howe

hould also be made by marketing practitioners to induce a feeling of pleasure. 

Evoking pleasure by emphasizing the taste of a product should prove to be effective, as all 

consumer groups in this study to some extent reported taste to be a pursued benefit o

Though pleasure and confidence have proven to be particularly important in this study, one 

cannot completely neglect other emotions evoked in the two stages. While it might be most 

efficient to focus on pleasure and confidence in marketing communications, the entire range 

of emotions illustrated in the model should be considered when trying to understand eco

consumers’ behavior and when aiming to understand the importance of confidence and 

pleasure. It might not be useful to evoke hope by use of marketing communications, but it is 
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on of the theoretical contribution of this study illustrates that there are two 

sets of emotions which are most likely to be evoked either when buying or when consuming 

products. However, overall there are seven different emotions which have been claimed 

making process. Exploiting all of them might make position-

products too heavy. It is therefore recommended to focus on 

the emotions of pleasure and confidence. As the model illustrates, pleasure and confidence 

l as in the post-purchase 

. Evoking pleasure and confidence by the use of marketing instruments would affect 

ly increase the effectiveness 

of the resources employed, but also make the consumer’s experience with eco-products in-

store and at home more consistent. Exploiting the emotions pleasure and confidence has 

marketing communications (Wim et al., 

2007). The findings of this study support this conclusion and the authors therefore believe 

product experience in a positive 

keting communications it is recommended to focus on evoking 

pleasure and confidence. By providing more facts about the eco concept, consumers can 

learn and make use of this knowledge in cognitive appraisal of products. By doing so, mar-

would be able to evoke a feeling of confidence among consumers. 

The findings of this study show that consumers who perceive confidence are likely to feel 

pleasure at the same time. The relation of these two emotions is therefore obvious. Howev-

hould also be made by marketing practitioners to induce a feeling of pleasure. 

Evoking pleasure by emphasizing the taste of a product should prove to be effective, as all 

consumer groups in this study to some extent reported taste to be a pursued benefit of buy-

Though pleasure and confidence have proven to be particularly important in this study, one 

cannot completely neglect other emotions evoked in the two stages. While it might be most 

keting communications, the entire range 

of emotions illustrated in the model should be considered when trying to understand eco-

consumers’ behavior and when aiming to understand the importance of confidence and 

e by use of marketing communications, but it is 



 

very useful to know that by evoking confidence in marketing communications a feeling of 

hope among consumers can be decreased. 

A final recommendation for marketing practitioners who aim to target one specifi

er group is to consider the particularly identified 

portance in this study. This could be of great assistance in better understanding consumers 

and target them more precisely. 

 

5.4 Methodological Contribution

In previous research where emotions have been studied, authors have mainly relied on 

quantitative measures and self report to access the emotions experienced in various co

sumption situations (e.g Tiedens & Linton, 2001; Yi & Baumgarter, 2004; Soscia, 20

ever, despite the authors’ concerns that emotions might be difficult for interviewees to 

communicate and even more difficult for the researchers to interpret and make sense of, 

the data obtained from the interviews in this study were surprisingly s

benefits obtained from having a semi

wees were able to express their emotions towards ecological consumption very freely and it 

allowed the authors to easily ask follow

cognitive processes and to understand what emotions actually steer the favoring of ecolog

cal products. Though this is not a unique technique, qualitative methods have to a certain 

extent previously been used, the study p

ing self-report, is indeed useful and that it can generate accurate and straightforward data. 

Furthermore, using the cognitive appraisals approach, proved to be beneficial as a theoret

cal framework for understanding the cause

and evoked emotions. The integration of the appraisals approach into the decision

process made it in particular possible to understand that consumers are driven by different 

buying objectives. In turn the authors were able to explain that similar evoked emotions can 

have very different backgrounds. 

 

very useful to know that by evoking confidence in marketing communications a feeling of 

hope among consumers can be decreased.  

A final recommendation for marketing practitioners who aim to target one specifi

er group is to consider the particularly identified emotion set which was found to be of i

portance in this study. This could be of great assistance in better understanding consumers 

and target them more precisely.  

Methodological Contributions 

In previous research where emotions have been studied, authors have mainly relied on 

quantitative measures and self report to access the emotions experienced in various co

sumption situations (e.g Tiedens & Linton, 2001; Yi & Baumgarter, 2004; Soscia, 20

ever, despite the authors’ concerns that emotions might be difficult for interviewees to 

communicate and even more difficult for the researchers to interpret and make sense of, 

the data obtained from the interviews in this study were surprisingly straightforward. The 

benefits obtained from having a semi-structured interview design were obvious; intervi

wees were able to express their emotions towards ecological consumption very freely and it 

allowed the authors to easily ask follow-up questions in order to “dig deeper”, to go beyond 

cognitive processes and to understand what emotions actually steer the favoring of ecolog

cal products. Though this is not a unique technique, qualitative methods have to a certain 

extent previously been used, the study provides evidence that a qualitative research inclu

report, is indeed useful and that it can generate accurate and straightforward data. 

Furthermore, using the cognitive appraisals approach, proved to be beneficial as a theoret

nderstanding the cause-and-effect pattern of ecological consumption 

and evoked emotions. The integration of the appraisals approach into the decision

process made it in particular possible to understand that consumers are driven by different 

objectives. In turn the authors were able to explain that similar evoked emotions can 

have very different backgrounds.  
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very useful to know that by evoking confidence in marketing communications a feeling of 

A final recommendation for marketing practitioners who aim to target one specific consum-

which was found to be of im-

portance in this study. This could be of great assistance in better understanding consumers 

In previous research where emotions have been studied, authors have mainly relied on 

quantitative measures and self report to access the emotions experienced in various con-

sumption situations (e.g Tiedens & Linton, 2001; Yi & Baumgarter, 2004; Soscia, 2007). How-

ever, despite the authors’ concerns that emotions might be difficult for interviewees to 

communicate and even more difficult for the researchers to interpret and make sense of, 

traightforward. The 

structured interview design were obvious; intervie-

wees were able to express their emotions towards ecological consumption very freely and it 

rder to “dig deeper”, to go beyond 

cognitive processes and to understand what emotions actually steer the favoring of ecologi-

cal products. Though this is not a unique technique, qualitative methods have to a certain 

rovides evidence that a qualitative research includ-

report, is indeed useful and that it can generate accurate and straightforward data.  

Furthermore, using the cognitive appraisals approach, proved to be beneficial as a theoreti-

effect pattern of ecological consumption 

and evoked emotions. The integration of the appraisals approach into the decision-making 

process made it in particular possible to understand that consumers are driven by different 

objectives. In turn the authors were able to explain that similar evoked emotions can 



 

5.5 Future Research 

Previous sections have clarified the study’s cont

has been constructed and considering its practical relevance, different areas which need 

additional investigation have been identified.

The present qualitative study resulted in theoretical contribution in form of a model, derived 

from the cognitive appraisals theory and adapted fo

therefore suggested that future research tests the findings and interrelations among diffe

ent components, in order to ensure its validity. The model is based on a relatively small 

number of interviews and has not ye

Testing the model with a quantitative approach and therefore with a greater number of re

pondents could also lead to an identification of possible differences among age

gender and social backgrounds

Furthermore the study provides evidence about emotional influences on two stages of the 

decision-making process. As described in the theory chapter, the entire decision

process contains five stages. Even if the authors assume that most significant

cur within the pre-purchase alternative evaluation and the post

it could also be interesting to investigate emotional influences and their interrelations on 

other stages.  

This study illustrates and provides eviden

purchase ones. It can be assumed that post

the consumer’s next pre-purchase phase. Future research could therefore investigate how 

perceived emotions in consumption

Moreover as clarified in the beginning of this chapter, the findings of this study are most 

relevant for food eco-products, since consumers where most likely to associate the term 

grocery eco-products with eatable items. The authors therefore suggest conducting another 

similar study on eco-products, by excluding food products. This would provide additional 

interesting insights for other product categories. 

In addition, considering the post

tions such as pleasure and contentment lead to repurchase. Perceiving these positive em

Previous sections have clarified the study’s contributions. Based on the framework which 

onsidering its practical relevance, different areas which need 

additional investigation have been identified. 

The present qualitative study resulted in theoretical contribution in form of a model, derived 

from the cognitive appraisals theory and adapted for the purpose of eco

therefore suggested that future research tests the findings and interrelations among diffe

ent components, in order to ensure its validity. The model is based on a relatively small 

number of interviews and has not yet been tested on larger amounts of eco

Testing the model with a quantitative approach and therefore with a greater number of re

pondents could also lead to an identification of possible differences among age

gender and social backgrounds. 

Furthermore the study provides evidence about emotional influences on two stages of the 

making process. As described in the theory chapter, the entire decision

process contains five stages. Even if the authors assume that most significant

purchase alternative evaluation and the post-purchase evaluation phases, 

it could also be interesting to investigate emotional influences and their interrelations on 

This study illustrates and provides evidence that pre-purchase emotions influence post

purchase ones. It can be assumed that post-purchase emotions are also likely to influence 

purchase phase. Future research could therefore investigate how 

perceived emotions in consumption are likely to influence the next shopping experience. 

Moreover as clarified in the beginning of this chapter, the findings of this study are most 

products, since consumers where most likely to associate the term 

with eatable items. The authors therefore suggest conducting another 

products, by excluding food products. This would provide additional 

interesting insights for other product categories.  

In addition, considering the post-purchase evaluation, it has been found that positive em

tions such as pleasure and contentment lead to repurchase. Perceiving these positive em
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on the framework which 

onsidering its practical relevance, different areas which need 

The present qualitative study resulted in theoretical contribution in form of a model, derived 

r the purpose of eco-consumption. It is 

therefore suggested that future research tests the findings and interrelations among differ-

ent components, in order to ensure its validity. The model is based on a relatively small 

t been tested on larger amounts of eco-consumers. 

Testing the model with a quantitative approach and therefore with a greater number of res-

pondents could also lead to an identification of possible differences among age-groups, 

Furthermore the study provides evidence about emotional influences on two stages of the 

making process. As described in the theory chapter, the entire decision-making 

process contains five stages. Even if the authors assume that most significant influences oc-

purchase evaluation phases, 

it could also be interesting to investigate emotional influences and their interrelations on 

purchase emotions influence post-

purchase emotions are also likely to influence 

purchase phase. Future research could therefore investigate how 

are likely to influence the next shopping experience.  

Moreover as clarified in the beginning of this chapter, the findings of this study are most 

products, since consumers where most likely to associate the term 

with eatable items. The authors therefore suggest conducting another 

products, by excluding food products. This would provide additional 

aluation, it has been found that positive emo-

tions such as pleasure and contentment lead to repurchase. Perceiving these positive emo-



 

tions lead consumers to easier decide in

study does not take positive in

positive experiences with one eco

attribute other eco-products with positive emotions, leading them to repurchase new items 

labeled eco. Testing such a hypothesis could also be an interesting topic for future research. 

  

tions lead consumers to easier decide in-store to pick the same product again. However this 

study does not take positive influences on other products into account. One can argue that 

positive experiences with one eco-product enhance the likelihood for the consumer to 

products with positive emotions, leading them to repurchase new items 

such a hypothesis could also be an interesting topic for future research. 
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store to pick the same product again. However this 

fluences on other products into account. One can argue that 

product enhance the likelihood for the consumer to 

products with positive emotions, leading them to repurchase new items 

such a hypothesis could also be an interesting topic for future research.  
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Appendix No. 1: The Interview Guide

 

Interview Guide 

General 

• For whom are you doing the 

• When choosing products, which factors influence your decision?

• Which eco-products do you buy/have you bought?

Pre-purchase evaluation 

Purpose of this section is to make the respondent recall a situation in which he/she deci

for an eco-product and against a non

• Why do you buy this eco-

� Describe why this product is a better choice (for yourself/your family).

• How do you feel when picking the product from the shelf?

� What are your thoughts and what did 

• How does your environmental responsibility affect your choice?

• How do you think buying an eco

• Is there a product category where you only take eco

� If yes, why? (what do y

� What would you do if all eco

• For whom are you purchasing ecologically 

logical purchase?  

• Why do you want to protect the environment?

Post-purchase evaluation 

Purpose of this section is to make the respondent evaluate the eco

chase, meaning during and after the consumption

• What do you like about consuming an eco

• When consuming the product, how doe

products? 

• How do you perceive the outcome of your purchase? (expectations 

• How do you evaluate your environmental contribution when consuming the eco

product? 

• How do you think your social environment

• Think about a situation where you repurchased an eco

buy this product again? What did you think, what did you feel?

Appendix No. 1: The Interview Guide 

For whom are you doing the grocery shopping? (family, yourself, kids etc.)

When choosing products, which factors influence your decision? 

products do you buy/have you bought? 

Purpose of this section is to make the respondent recall a situation in which he/she deci

product and against a non-eco alternative 

-product? 

Describe why this product is a better choice (for yourself/your family).

How do you feel when picking the product from the shelf? 

What are your thoughts and what did you feel? 

How does your environmental responsibility affect your choice? 

How do you think buying an eco-product makes a difference for the environment?

Is there a product category where you only take eco-products into consideration?

If yes, why? (what do you think/feel about it) 

What would you do if all eco-product in this category are sold out?

For whom are you purchasing ecologically - who do you think will benefit from your ec

Why do you want to protect the environment? 

Purpose of this section is to make the respondent evaluate the eco-product after the pu

chase, meaning during and after the consumption 

What do you like about consuming an eco-product? What does it mean to you?

When consuming the product, how does it feel in comparison to normal non

How do you perceive the outcome of your purchase? (expectations vs.

How do you evaluate your environmental contribution when consuming the eco

How do you think your social environment perceives your ecological consumption?

Think about a situation where you repurchased an eco-product. What convinced you to 

? What did you think, what did you feel? 
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g? (family, yourself, kids etc.) 

Purpose of this section is to make the respondent recall a situation in which he/she decided 

Describe why this product is a better choice (for yourself/your family). 

product makes a difference for the environment? 

products into consideration? 

product in this category are sold out? 

who do you think will benefit from your eco-

product after the pur-

What does it mean to you? 

s it feel in comparison to normal non-eco-

vs. experience) 

How do you evaluate your environmental contribution when consuming the eco-

perceives your ecological consumption? 

product. What convinced you to 

 



 

Appendix No. 2: Codebook for Coding 

 

Code Usage when Interpreting 

 

 Used Emotions:  Emotion description: 

1 Anger The strong

when something 

that you think is bad and unfair

2 Belonging A feeling of being comfortable and 

happy in a particular situation or 

with a particular group of people

3 Concern A feeling of worry and the desire 

to protect and help s

/something.

4 Confidence The feeling that you can trust, 

believe in and be sure about the 

abilities or good qualities of som

body/something. T

you are ce

5 Contentment A feeling of happiness or satisfa

tion. 

6 Disappointment Sadness because something

not happened or been as good, 

successful, etc. as you expected or 

hoped. 

7 Discontentment A feeling of being unhappy b

cause you are not satisfied with a 

particular situation

8 Distrust A feeling of not being able to trust 

somebody/something.

9 Doubt A feeling of being uncertain about 

something 

something.

10 Empathy A feeling of association or identif

cation wit

11 Enjoyment A feeling of the pleasure that you 

get from 

Appendix No. 2: Codebook for Coding Consumer Emotions 

nterpreting Emotional Statements:  

Emotion description:  Coding example out of respondent 
quotes: 

The strong feeling that you have 

when something has happened 

that you think is bad and unfair. 

And you always hear about how mu

is wasted in our Western society and how 

many parts of Africa could be saved from 

hunger if they would receive this food. They 

just don’t care and are too arrogant, b

cause they have everything.

A feeling of being comfortable and 

in a particular situation or 

with a particular group of people. 

It also gives me the feeling we have som

thing in common. So the product is actually 

connecting me with my friend.

A feeling of worry and the desire 

to protect and help somebody 

omething. 

It allows me to contribute in some way. It’s 

a way to support the environment and so 

on. 

The feeling that you can trust, 

believe in and be sure about the 

bilities or good qualities of some-

body/something. The feeling that 

you are certain about something. 

I truly believe that eco

much better for your body

A feeling of happiness or satisfac- Yeah, it’s [the experience] pretty good. I 

mean I have hardly ever made bad exp

riences. 

ness because something has 

not happened or been as good, 

successful, etc. as you expected or 

 

But concerning food I made the experiences 

that they get mouldy much faster, because 

they are not conserved so much. And then I 

was a bit disappointed. 

A feeling of being unhappy be-

cause you are not satisfied with a 

particular situation. 

You know, you want to shop in a store 

which is providing the products you want 

and you are used to. If that`s not the case, I 

simply visit another one

A feeling of not being able to trust 

somebody/something. 

There are so many eco

and you don’t have a clue what is behind 

them.  Some of them are just inventions by 

manufacturers to make them able to sell 

products for a higher price. 

ing of being uncertain about 

something or not believing in 

something. 

Although I would like to believe that all eco

labeled products are eco

that this is the case. 

A feeling of association or identifi-

cation with an object or person. 

And I have a good feeling when doing so, 

because I know that the people who are 

cultivating and picking the coffee get a fair 

salary.  

A feeling of the pleasure that you 

get from something.  

I mean in general I eat to s

and normally I also enjoy eating. I also 

perceive this enjoyment when consuming 

eco-products, even more, because they are 

tastier. 
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Coding example out of respondent 

And you always hear about how much food 

is wasted in our Western society and how 

many parts of Africa could be saved from 

hunger if they would receive this food. They 

just don’t care and are too arrogant, be-

cause they have everything. 

It also gives me the feeling we have some-

thing in common. So the product is actually 

connecting me with my friend. 

It allows me to contribute in some way. It’s 

a way to support the environment and so 

I truly believe that eco-products are so 

much better for your body. 

Yeah, it’s [the experience] pretty good. I 

mean I have hardly ever made bad expe-

But concerning food I made the experiences 

that they get mouldy much faster, because 

they are not conserved so much. And then I 

was a bit disappointed.  

You know, you want to shop in a store 

which is providing the products you want 

and you are used to. If that`s not the case, I 

simply visit another one 

There are so many eco-labels nowadays 

and you don’t have a clue what is behind 

them.  Some of them are just inventions by 

manufacturers to make them able to sell 

products for a higher price.  

ke to believe that all eco-

led products are eco-friendly, I doubt 

ve a good feeling when doing so, 

because I know that the people who are 

cultivating and picking the coffee get a fair 

I mean in general I eat to satisfy my hunger 

and normally I also enjoy eating. I also 

perceive this enjoyment when consuming 

products, even more, because they are 



 

12 Fear The bad feeling that you have 

when you are in danger, when 

s.th. bad might happen, or when a 

particular thing frightens you

13 Fulfillment The feeling of being happy or sati

fied with what you are doing or 

have done

14 Guilt The unhappy feelings caused by 

knowing or

done something

15 Happiness A feeling of giving or causing ple

sure. 

16 Hope A feeling of wanting something to 

happen and think that it is poss

ble. 

17 Indifference A feeling of a lack of int

ing or reaction towards som

thing/somebody.

18 Insecurity A feeling of not being confident 

about something/somebody.

19 Optimism A feeling that good

happen and that something

successful

20 Peer-pressure A feeling resulting from the act of 

trying to persuade or to force 

somebody to do something.

21 Pleasure A state of feeling or be

satisfied

22 Pride The feeling of respect that you 

have for yourself

you are better or more important 

than other people

23 Trust The feeling of

thing/somebody

honest, etc. and will not try to 

harm or trick you

 

  

The bad feeling that you have 

hen you are in danger, when 

bad might happen, or when a 

ular thing frightens you. 

I am afraid of all this rotten meat. Yes

actually it is the fear that I´m eating som

thing that is not good for my health. 

The feeling of being happy or satis-

fied with what you are doing or 

have done. 

I guess it boosts my self

feel better about myself after having co

sumed it. 

The unhappy feelings caused by 

knowing or thinking that you have 

done something wrong. 

I am of course aware of that I do consum

tion which are not good for the e

ment, so I feel kind of guilty for that and 

want to do my part of contribution. 

A feeling of giving or causing plea- So buying eco-products makes me thinking 

I am buying something good and that 

makes me feel happy and good. 

A feeling of wanting something to 

happen and think that it is possi-

I think in a way, when you buy these pro

ucts with eco-friendly stamps on it, you 

hope in a way that are contributing to 

something good.  

A feeling of a lack of interest, feel-

ing or reaction towards some-

thing/somebody. 

I would say [the consumption] is completely 

the same. 

I mean after leaving the store it’s a normal 

product for me. 

A feeling of not being confident 

something/somebody. 

Concerning all these eco

certain, because you hear so many negative 

things in the media. So you can´t rely on an 

eco-label, because you can never be sure if 

it is really eco only because it says so on the 

packaging. 

A feeling that good things will 

happen and that something will be 

successful. 

It certainly happens that I buy eco without 

knowing exactly if it is eco or not. Then I 

simply hope so, I am a trustful person and 

optimistic. 

A feeling resulting from the act of 

ng to persuade or to force 

somebody to do something. 

You know she is really considering the env

ronment and made me more aware of the 

importance to support eco

she kind of forced me to buy them as well. 

A state of feeling or being happy or 

satisfied. 

Well, I guess I feel it’s a good choice. It’s a 

good feeling, when I am thinking about it. 

The feeling of respect that you 

have for yourself / the feeling that 

you are better or more important 

than other people 

I think when I see my entire eco

also feel kind of proud that I was so consi

tent in buying good tea

I think I am definitely feeling kind of proud. 

It looks good – and I don’t need to feel 

ashamed of the products I have bought. 

eeling of belief that some-

thing/somebody is good, sincere, 

honest, etc. and will not try to 

harm or trick you. 

I think I trust the content and it makes the 

meal more enjoyable.
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I am afraid of all this rotten meat. Yes, 

actually it is the fear that I´m eating some-

thing that is not good for my health.  

boosts my self-esteem, I probably 

feel better about myself after having con-

I am of course aware of that I do consump-

tion which are not good for the environ-

ment, so I feel kind of guilty for that and 

want to do my part of contribution.  

products makes me thinking 

I am buying something good and that 

makes me feel happy and good.  

I think in a way, when you buy these prod-

friendly stamps on it, you 

hope in a way that are contributing to 

I would say [the consumption] is completely 

I mean after leaving the store it’s a normal 

ll these eco-labels I am not 

certain, because you hear so many negative 

things in the media. So you can´t rely on an 

label, because you can never be sure if 

it is really eco only because it says so on the 

It certainly happens that I buy eco without 

knowing exactly if it is eco or not. Then I 

simply hope so, I am a trustful person and 

she is really considering the envi-

ronment and made me more aware of the 

importance to support eco-product. Yeah, 

she kind of forced me to buy them as well.  

Well, I guess I feel it’s a good choice. It’s a 

good feeling, when I am thinking about it.  

en I see my entire eco-tea shelf, I 

also feel kind of proud that I was so consis-

tent in buying good tea 

I think I am definitely feeling kind of proud. 

and I don’t need to feel 

ashamed of the products I have bought.  

I think I trust the content and it makes the 

meal more enjoyable. 
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b
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c
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c
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 c
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 b
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 d
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l b
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 o
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c
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 f
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e

 g
ra

n
d
c
h
ild

, 

w
h
e

n
 s

h
e
 i
s
 o

ve
r.
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c
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 b
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c
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 p
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 b
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 p
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c
ts

. 
S

h
e

 i
s
 

b
u
yi

n
g
 t
h
e

 m
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c
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c
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c
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 d
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c
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 b
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h
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p
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l b
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c
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 b
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h
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n
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c
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 b
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c
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c
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p
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b
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h
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p
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n
 b

e
in

g
s
' f

a
u
lt.

 S
h
e

 

w
a

n
ts

 a
 c

le
a

n
 e

n
vi

ro
n
m

e
n
t 
fo

r 
h
e

r 

c
h
ild

re
n
s
' k

id
s
. 
 

s
h
e

 t
h
in

k
s
 t
h
a

t 
yo

u
 c

a
n
 a

c
tu

a
lly

 

o
n
ly

 c
a

ll 
a

 e
c
o

-p
ro

d
u
c
t 
e

c
o

, 
if
 i
ts

 

a
 1

0
0

%
 e

c
o

. 
S

h
e

 f
in

d
s
 t
h
a

t 

p
a

c
k
a

g
in

g
 a

re
 m

o
s
tly

 n
o

t 
e

c
o

-

fr
ie

n
d

ly
.

C
o
n
fi
d
e
n
c
e
: 

R
e

ta
ile

rs
 h

a
ve

 t
h
e

 

p
o

w
e

r 
to

 m
a

k
e

 a
 d

if
fe

re
n
c
e

.

D
o
u
b
t:
 S

h
e

 i
s
 n

o
t 
s
u
re

 a
b

o
u
t 

h
e

r 
o

w
n
 c

o
n
tr

ib
u
ti
o

n
 t
o

 t
h
e

 

e
n
vi

ro
n
m

e
n
t.
 S

h
e

 d
o

e
s
n
't 

k
n
o

w
 i
f 

s
h
e

 h
a

s
 a

n
y 

d
ir

e
c
t 
im

p
a

c
t 
o

n
 i
t.

P
le
a
s
u
re
: 

T
h
e

 p
ro

d
u
c
ts

 t
a

s
te

 

g
o

o
d

.

E
n
jo
y
m
e
n
t:

 D
u
e

 t
o

 a
 b

e
tt
e

r 

ta
s
te

 a
n
d

 b
e

c
a

u
s
e

 i
t 
h
a

s
 b

e
e

n
 

a
 c

o
n
c
io

u
s
 c

h
o

ic
e

. 
It 

a
ls

o
 f
e

e
ls

 

m
o

re
 n

a
tu

ra
l a

n
d

 g
e

n
u
in

e
.

C
o
n
c
e
rn
: 

E
ve

n
 i
n
 c

o
n
s
u
m

p
ti
o

n
 

s
h
e

 i
s
 c

o
n
s
id

e
ri

n
g

 t
h
e

 e
n
vi

ro
n
m

e
n
t 

a
n
d

 a
ls

o
 t
h
e

 f
a

c
t 
th

a
t 
s
h
e

 i
s
 d

o
in

g
 

s
o

m
e

th
in

g
 g

o
o

d
.

P
ri
d
e
: 

S
h
e

 d
o

e
s
n
't 

s
e

e
 a

 w
a

y 
in

 

s
h
o

w
in

g
 o

ff
 w

it
h
 e

c
o

-p
ro

d
u
c
ts

, 
b

u
t 

s
ti
ll 

b
e

lie
ve

s
 t
h
a

t 
e

c
o

-p
ro

d
u
c
ts

 a
re

 

a
 w

a
y 

to
 s

h
o

w
 w

h
o

 y
o

u
 a

re
. 

T
ru
s
t:
 S

h
e

 t
ru

s
ts

 t
h
e

 c
o

n
te

n
t 
o

f 

e
c
o

-p
ro

d
u
c
ts

, 
w

h
ic

h
 m

a
k
e

s
 

th
e

m
 i
n
 t
u
rn

 m
o

re
 e

n
jo

ya
b

le
. 

C
o
n
fi
d
e
n
c
e
: 

S
h
e

 i
s
 c

o
n
vi

n
c
e

d
 

b
y 

th
e

 i
d

e
a

 o
f 
a

n
 e

c
o

-p
ro

d
u
c
t 

w
h
ic

h
 m

a
k
e

s
 h

e
r 

re
p

u
rc

h
a

s
e

. 

D
o
u
b
t:
 H

o
w

e
ve

r 
s
h
e

 b
e

c
o

m
e

 

s
c
e

p
ti
c
a

l a
s
 s

h
e

 h
e

a
rd

 t
h
a

t 
th

e
re

 

is
 f
ra

u
d

 i
n
 t
e

rm
s
 o

f 
la

b
e

lin
g

.

H
o

w
e

ve
r 

I a
m

 a
w

a
re

 t
h
a

t 
th

is
 h

a
s
 

b
e

c
o

m
e

 a
 lu

c
ra

ti
ve

 b
u
s
in

e
s
s
 i
d

e
a

 

s
o

 I 
a

m
 s

o
m

e
w

h
a

t 
s
c
e

p
ti
c
a

l o
f 

e
ve

ry
th

in
g

. 

m
o

s
tly

 f
o

r 
h
e

rs
e

lf 

a
n
d

 h
e

r 
h
u
s
b

a
n
d

.

In
 t
e

rm
s
 o

f 
fr

u
it
 s

h
e

 m
a

k
e

s
 s

u
re

 

th
e

y 
a

re
 p

ro
d

u
c
e

d
 lo

c
a

lly
.

P
o
s
tp
u
rc
h
a
s
e

P
le

a
s
u
re

E
n
jo

ym
e

n
t

C
o

n
c
e

rn

P
ri

d
e

T
ru

s
t

C
o

n
fi
d

e
n
c
e

D
o

u
b

t
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is
 f
ra

u
d

 i
n
 t
e

rm
s
 o

f 
la

b
e

lin
g

.

T
ru
s
t:
 S

h
e

 t
ru

s
ts

 i
n
 a

c
c
u
ra

te
 

c
o

n
tr

o
ls

 t
a

k
in

g
 p

la
c
e

 i
n
 S

w
e

d
e

n
. 



      

B
a
c
k
g
ro
u
n
d

G
e
n
e
ra
l 
s
h
o
p
p
in
g
 b
e
h
a
v
io
r
P
ro
c
e
s
s
 s
ta
g
e

E
m
o
ti
o
n
s

O
u
tc
o
m
e
 D
e
s
ir
a
b
il
it
y

A
g
e
n
c
y
/F
a
ir
n
e
s
s

C
e
rt
a
in
ty

Q
u
o
te
s

P
re
p
u
rc
h
a
s
e

H
o

p
e

P
le

a
s
u
re

C
o

n
fi
d

e
n
c
e

In
s
e

c
u
ri

ty

C
o

n
c
e

rn

P
ri

d
e

P
le
a
s
u
re
: 

B
e

c
a

u
s
e

 t
h
e

 

p
a

c
k
a

g
in

g
 lo

o
k
s
 n

ic
e

r,
 f
a

n
c
ie

r 

a
n
d

 f
re

s
h
e

r.
 T

h
e

 p
e

rc
e

iv
e

d
 

q
u
a

lit
y 

is
 t
h
e

re
fo

re
 h

ig
h
e

r.

P
le
a
s
u
re
: 

D
o

in
g

 s
o

m
e

th
in

g
 

g
o

o
d

 f
o

r 
m

ys
e

lf.
 It

 f
e

e
ls

 m
o

re
 

n
a

tu
ra

l. 

C
o
n
c
e
rn
: 

C
o

n
s
id

e
rs

 h
e

r 
h
e

a
lth

 

a
n
d

 t
h
in

k
s
 t
h
a

t 
e

c
o

-p
ro

d
u
c
ts

 a
re

 

c
o

n
ta

in
in

g
 le

s
s
 s

u
g

g
a

r,
 a

re
 m

o
re

 

n
a

tu
ra

l a
n
d

 t
h
e

re
fo

re
 c

o
n
tr

ib
u
te

 t
o

 

h
e

r 
h
e

a
lth

P
ri
d
e
: 

B
e

c
a

u
s
e

 s
h
e

 b
u
ys

 e
c
o

-

p
ro

d
u
c
ts

 a
n
d

 t
h
e

re
fo

re
 i
s
 

a
p

p
a

re
n
tly

 h
e

a
lth

y,
 s

h
e

 p
e

rc
e

iv
e

s
 a

 

fe
e

lin
g

 o
f 
p

ri
d

e
 a

s
 s

h
e

 h
a

s
 

s
o

m
e

th
in

g
 s

p
e

c
ia

l/h
e

a
lth

y 
in

 h
e

r 

b
a

s
k
e

t 
a

n
d

 t
h
e

re
fo

re
 lo

o
k
s
 li

k
e

 

H
o
p
e
: 

H
o

p
e

s
 i
t 
h
a

s
 le

s
s
 

c
a

lo
ri

e
s
 a

n
d

 i
s
 t
h
e

re
fo

re
 m

o
re

 

h
e

a
lth

y

C
o
n
fi
d
e
n
c
e
: 

F
e

e
lin

g
 o

f 

s
e

c
u
ri

ty
, 
th

a
t 
th

e
re

 a
re

 g
o

o
d

 

in
g

re
d

ie
n
ts

 i
n
 t
h
e

 p
ro

d
u
c
t.

In
s
e
c
u
ri
ty
: 

N
o

t 
b

u
yi

n
g

 e
c
o

 

b
e

c
a

u
s
e

 o
f 
th

e
 e

n
vi

ro
n
m

e
n
t,
 

e
ve

n
 i
f 
s
h
e

 o
b

vi
o

u
s
ly

 c
o

n
s
id

e
rs

 

th
a

t 
it
 c

o
u
ld

 b
e

 b
e

n
e

fi
te

d
. 
S

h
e

 

-
B
ri
tt
a
 L
. 

2
6

, 
s
tu

d
e

n
t,
 m

a
s
te

r 

o
f 
m

a
rk

e
t 

re
s
e

a
rc

h
, 
s
p

a
re

 

ti
m

e
: 
s
p

o
rt

s
, 

s
o

c
ia

liz
in

g
, 
liv

in
g

 

o
n
 h

e
r 

o
w

n
 a

n
d

 

th
e

re
fo

re
 m

o
s
tly

 

s
h
o

p
p

in
g

 f
o

r 

h
e

rs
e

lf

M
o

s
tly

 p
ri

c
e

 f
o

c
u
s
e

d
, 
b

e
c
a

u
s
e

 

s
h
e

 i
s
 a

 s
tu

d
e

n
t.
 C

o
n
s
id

e
rs

 

a
ls

o
 q

u
a

lit
y,

 i
n
 t
e

rm
s
 o

f 
vi

s
u
a

l 

a
p

p
e

a
ra

n
c
e

.In
 a

d
d

it
io

n
 s

h
e

 

c
h
e

c
k
s
 f
re

s
h
n
e

s
s
 w

h
e

n
 i
t 

c
o

m
e

s
 t
o

 v
e

g
e

ta
b

le
s
 &

 f
ru

it
s
 

a
n
d

 s
o

m
e

ti
m

e
s
 a

ls
o

 b
ra

n
d

s
.

E
c
o

-p
ro

d
u
c
ts

: 
d

ri
e

d
 n

u
ts

, 
ju

ic
e

, 

a
p

p
le

s
, 
m

u
e

s
li 

(b
ra

n
d

s
: 
I l

o
ve

 

e
c
o

, 
g

o
d

m
o

rg
o

n
,)

    

b
a

s
k
e

t 
a

n
d

 t
h
e

re
fo

re
 lo

o
k
s
 li

k
e

 

h
a

vi
n
g

 c
o

n
tr

o
l o

ve
r 

h
e

r 
h
e

a
lth

 

b
e

h
a

vi
o

r.
 

th
a

t 
it
 c

o
u
ld

 b
e

 b
e

n
e

fi
te

d
. 
S

h
e

 

d
o

e
s
n
't 

s
e

e
 a

 d
ir

e
c
t 
c
o

n
n
e

c
ti
o

n
 

b
e

tw
e

e
n
 t
h
e

s
e

 c
o

m
p

o
n
e

n
ts

. 
S

h
e

 

p
e

rc
e

iv
e

s
 a

 b
e

n
e

fi
t 
fo

r 
th

e
 

a
n
im

a
ls

, 
b

u
t 
is

 n
o

t 
s
u
re

 i
f 
th

a
t 
is

 

h
e

lp
in

g
 u

s
 t
o

 s
o

lv
e

 m
a

jo
r 

e
n
vi

ro
n
m

e
n
ta

l i
s
s
u
e

s
.

C
o
n
fi
d
e
n
c
e
: 

I d
o

n
't 

th
in

k
 i
ts

 

h
e

lp
in

g
 t
h
e

 e
n
vi

ro
n
m

e
n
t 
ve

ry
 

m
u
c
h
. 
H

o
w

e
ve

r,
 s

u
p

p
o

rt
in

g
 t
h
e

 

e
n
vi

ro
n
m

e
n
t 
in

 g
e

n
e

ra
l i

s
 

im
p

o
rt

a
n
t 
fo

r 
h
e

r,
 a

s
 i
t 
is

 t
h
e

 

p
la

n
e

t 
h
e

r 
c
h
ild

re
n
 a

re
 g

o
in

g
 t
o

 

g
ro

w
 u

p
 i
n
.

P
o
s
tp
u
rc
h
a
s
e

E
n
jo

ym
e

n
t

F
u
lfi

llm
e

n
t

B
e

lo
n
g

in
g

C
o

n
te

n
tm

e
n
t

E
n
jo
y
m
e
n
t:
 B

e
c
a

u
s
e

 o
f 
th

e
 

h
e

a
lth

 c
o

n
s
id

e
ra

ti
o

n
s
 i
t 
fe

e
ls

 

g
o

o
d

 t
o

 e
a

t 
th

e
 p

ro
d

u
c
ts

 a
n
d

 i
n
 

a
d

d
it
io

n
 i
t 
ta

s
te

s
 o

k
. 

F
u
lf
il
lm
e
n
t:
 E

c
o

-p
ro

d
u
c
ts

 d
o

 

n
o

t 
h
a

ve
 t
h
e

 b
e

s
t 
ta

s
te

. 

H
o

w
e

ve
r,

 i
t's

 h
e

a
lth

y 
a

n
d

 i
t's

 

s
a

ti
s
fa

c
to

ry
. 

E
n
jo
y
m
e
n
t:
 S

h
e

 f
e

e
ls

 le
s
s
 g

u
ilt

y 

w
h
e

n
 e

a
ti
n
g

 a
 w

h
o

le
 b

o
w

l o
f 
e

c
o

-

m
u
e

s
li 

th
a

n
 s

h
e

 w
o

u
ld

 h
a

ve
 w

h
e

n
 

e
a

ti
n
g

 a
 w

h
o

le
 b

o
w

l o
f 
n
o

rm
a

l 

m
u
e

s
li,

 a
s
 s

h
e

 t
h
in

k
s
 i
t's

 h
e

a
lth

ie
r.

 

E
a

ti
n
g

 e
c
o

 s
u
it
s
 h

e
r 

lif
e

s
ty

le
. 

B
e
lo
n
g
in
g
: 

S
h
e

 f
e

e
ls

 li
k
e

 s
h
e

 h
a

s
 

to
 b

u
y 

e
c
o

-p
ro

d
u
c
ts

 a
s
 a

lm
o

s
t 

e
ve

ry
b

o
d

y 
d

o
e

s
. 
S

h
e

 t
h
in

k
s
 t
h
a

t 
a

 

C
o
n
te
n
tm
e
n
t:

 t
h
e

 p
ro

d
u
c
ts

 s
o

 

fa
r 

w
e

re
 o

k
, 
e

ve
n
 i
f 
n
o

t 
re

a
lly

 

s
u
rp

ri
s
in

g
. 
S

h
e

 c
o

n
s
id

e
rs

 t
o

 

o
c
c
a

ti
o

n
a

lly
 r

e
p

u
rc

h
a

s
e

 a
s
 i
t 

p
ro

vi
d

e
s
 a

 g
o

o
d

 f
e

e
lin

g
 a

n
d

 s
h
e

 

fi
n
d

s
 t
h
e

 p
a

c
k
a

g
in

g
 a

p
p

e
a

lin
g

. 

E
c
o

-p
ro

d
u
c
ts

 a
re

 "
a

n
 i
n
ve

s
tm

e
n
t 

in
 m

y 
b

o
d

y"
.
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e
ve

ry
b

o
d

y 
d

o
e

s
. 
S

h
e

 t
h
in

k
s
 t
h
a

t 
a

 

lo
t 
o

f 
p

e
o

p
le

 u
s
e

 e
c
o

-p
ro

d
u
ts

 t
o

 

s
h
o

w
 t
h
a

t 
th

e
y 

c
o

n
s
id

e
r 

th
e

ir
 

re
s
p

o
n
s
ib

ili
ty

 a
n
d

 s
h
e

 w
a

n
ts

 t
o

 d
o

 

s
o

 t
o

o
, 
ra

th
e

r 
th

a
n
 b

e
in

g
 a

 b
a

d
 

p
e

rs
o

n
.



 

 

 

  

B
a
c
k
g
ro
u
n
d

G
e
n
e
ra
l 
sh
o
p
p
in
g
 b
e
h
a
v
io
r

P
ro
c
e
ss
 s
ta
g
e

E
m
o
ti
o
n
s

O
u
tc
o
m
e
 D
e
s
ir
a
b
il
it
y

A
g
e
n
c
y
/F
a
ir
n
e
ss

C
e
rt
a
in
ty

Q
u
o
te
s

C
e
c
il
ia
 L
.

2
4
, 

la
w

 s
tu

d
e
n
t,

 l
iv

in
g
 

o
n
 h

e
r 

o
w

n
 a

n
d
 

th
e
re

fo
re

 s
h
o
p
p
in

g
 o

n
ly

 

fo
r 

h
e
rs

e
lf,

 s
p
a
re

 t
im

e
: 

s
o
c
ia

liz
in

g
, 

g
y
m

, 

re
a
d
in

g
,

M
a
jo

rl
y
 i
n
flu

e
n
c
e
d
 b

y
 p

ri
c
e
 a

n
d
 t

h
e
 

q
u
a
lit

y
 o

f 
th

e
 b

ra
n
d
. 

T
h
e
 i
m

p
o
rt

a
n
c
e
 

o
f 
th

e
s
e
 f
a
c
to

rs
 a

re
 m

a
jo

rl
y
 

in
lfu

e
n
c
e
d
 b

y
 h

e
r 

fin
a
n
c
ia

l 
s
it
u
a
ti
o
n
 

a
n
d
 c

h
a
n
g
e
s
 d

u
ri
n
g
 t

h
e
 m

o
n
th

. 

O
ve

ra
ll 

s
h
e
 w

o
u
ld

 s
a
y
 s

h
e
 i
s
 m

o
re

 

p
ri
c
e
 l
e
a
d
.

E
c
o
-p

ro
d
u
c
ts

: 
d
a
ir
y
 p

ro
d
u
c
ts

, 
e
.g

. 

m
ilk

,m
e
a
t,

 p
a
s
ta

, 
fr
e
s
h
 v

e
g
e
ta

b
le

s
, 

o
u
t 

o
f 
th

e
s
e
 p

ro
d
u
c
ts

 s
h
e
 b

u
y
s
 m

ilk
 

m
o
s
t 

o
ft
e
n

P
le

a
s
u
re

B
e
lo

n
g
in

g

C
o
n
c
e
rn

G
u
ilt

H
o
p
e

T
ru

s
t

P
le

a
s
u
re

: 
W

h
e
n
 b

u
y
in

g
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h
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c
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u
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b
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 c
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 b
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c
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c
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b
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 b
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 c
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h
a

s
e

 o
f 
th

e
s
e

 p
ro

d
u
c
ts

 I 

c
o

n
tr
ib

u
te

 t
o

 t
h
a
t.
 A

n
d

 w
it
h
 t
h
a

t 
I 

a
ls

o
 s

u
p

p
o

rt
 t
h
e
 f
a

rm
e
rs

 o
r 

p
ro

d
u
c
e

rs
 o

f 
th

e
s
e

 p
ro

d
u
c
ts

.

A
n
d

 I 
c
o

u
ld

n
´t

 s
a

y 
Í
m

 n
o

t 
b

u
yi

n
g

 i
t 

b
e

c
a

u
s
e

 o
th

e
rs

 a
re

 n
o

t 
b

u
yi

n
g

 i
t,
 I 

E
li
s
a
b
e
th
 S
.

M
o

s
tly

 g
u
id

e
d

 b
y 

a
 s

h
o

p
p

in
g
 

lis
t,
 b

u
t 
o

p
e

n
 f
o

r 
s
p

e
c
ia

l o
ff
e

rs
 

a
n
d

 s
p

o
n
ta

n
io

u
s
 i
d

e
a

s
; 
ta

k
e

s
 

c
a

re
 a

b
o

u
t 
b

u
yi

n
g

 p
ro

d
u
c
ts

 

fr
o

m
 h

e
r 

h
o

m
e

-c
o

u
n
tr

y,
 

p
re

fe
ra

b
le

 e
ve

n
 lo

c
a

l o
n
e

s
. 

A
ls

o
 t
ri

e
s
 t
o

 p
u
rc

h
a

s
e

 e
c
o

-

fr
ie

n
d
ly

 a
n
d

 c
o

n
s
id

e
rs

 w
a

s
te

 

w
h
e

n
 i
t 
c
o

m
e

s
 t
o

 p
a

c
k
a

g
in

g
.

5
1

, 
m

a
rr

ie
d

, 

h
o

u
s
e

w
if
e

, 
tw

o
 

a
d

u
lt 

c
h
ild

re
n
, 

liv
in

g
 w

it
h
 h

e
r 

h
u
s
b

a
n
d
, 
s
p

a
re

 

ti
m

e
: 
s
p

o
rt

s
, 

re
a

d
in

g
, 
w

o
rk

in
g

 i
n
 

th
e
 g

a
rd

e
n
, 

s
h
o

p
p

in
g

 m
a

in
ly

 

fo
r 

h
e

rs
e

lf 
a

n
d

 h
e

r 

 

E
n
jo
y
m
e
n
t:

 E
a

ti
n
g

 w
it
h
 m

o
re

 

e
n
jo

ym
e

n
t,
 b

e
c
a
u
s
e

 o
f 
th

e
 

re
a

s
o

n
s
 m

e
n
ti
o

n
e

d
 a

b
o

ve
. 
S

h
e

 

c
o

u
ld

 n
e

ve
r 

b
u
y 

n
o

n
-e

c
o

 e
g
g

s
 

a
s
 s

h
e

 c
o

u
ld

 n
o

t 
e

n
jo

y 
th

e
m

.

C
o
n
c
e
rn
: 

E
s
p

e
c
ia

lly
 i
n
 t
e

rm
s
 

o
f 
c
le

a
n
in

g
 p

ro
d

u
c
ts

 s
h
e

 a
im

s
 

to
 b

u
y 

e
c
o

, 
a

s
 i
t 
is

 h
e

a
lth

ie
r 

fo
r 

h
e

r 
s
k
in

 w
h
e

n
 c

o
m

in
g

 i
n
 t
o

u
c
h
 

w
it
h
 i
t 
a

n
d

 a
ls

o
 b

e
tt
e

r 
fo

r 
th

e
 

e
n
vi

ro
n
m

e
n
t 
w

h
e
n
 i
t 
g

o
e

s
 d

o
w

n
 

th
e

 d
ra

in
.

c
a

s
e

 t
h
e

s
e

 p
ro

d
u
c
ts

 w
e
re

 n
o

t 

a
va

ila
b
le

in
 t
u
rn

 o
u
r 
h
e

a
lth

. 
S

h
e

 t
h
in

k
s
 t
h
a

t 

b
u
yi

n
g

 a
 s

in
g

le
 p

ro
d

u
c
t 
d

o
e

s
n
't 

h
e

lp
, 
e

ve
ry

b
o

d
y 

h
a

s
 t
o

 d
o

 t
h
e

ir
 

p
a

rt
.

D
is
tr
u
s
t:
 S

h
e

 c
a

n
't 

re
a

lly
 s

a
y 

th
a

t 
a

ll 
th

e
 e

c
o

-p
ro

d
u
c
ts

 s
h
e

 

b
u
ys

 a
re

 r
e

a
lly

 e
c
o

. 
Y

o
u
 n

e
ve

r 

k
n
o

w
 a

n
d

 y
o

u
 h

a
ve

 t
o

 lo
o

k
 

c
lo

s
e

ly
. 
H

o
w

e
ve

r,
 i
t 
h
a
p

p
e

n
s
 t
h
a

t 

I b
u
y 

th
e

 e
c
o

-p
ro

d
u
c
t 
e

ve
n
 

w
it
h
o

u
t 
k
n
o

w
in

g
 w

h
a

t 
is

 i
n
 t
h
e

re
.

O
p
ti
m
is
m
: 

S
h
e

 h
o

p
e

s
 t
h
a
t 
th

e
 

p
ro

d
u
c
ts

 a
re

 r
e

a
lly

 m
a
k
in

g
 a

 

d
if
fe

re
n
c
e

 

b
e

c
a

u
s
e

 o
th

e
rs

 a
re

 n
o

t 
b

u
yi

n
g

 i
t,
 I 

c
a

n
´t
 t
h
in

k
 li

k
e

 t
h
a

t!
 

P
o
s
tp
u
rc
h
a
s
e

H
o
p

e

E
n
jo

ym
e

n
t

C
o

n
te

n
tm

e
n
t

E
n
jo
y
m
e
n
t:
 D

u
e

 t
o

 a
 b

e
tt
e

r 

ta
s
te

, 
e

s
p

e
c
ia

lly
 w

it
h
 f
re

s
h
 

p
ro

d
u
c
ts

. 
S

h
e

 a
ls

o
 s

a
ys

 s
h
e

 i
s
 

e
a

ti
n
g

 "
h
e

r 
b

a
d

 c
o

n
s
c
ie

n
c
e
".

H
o
p
e
: 

H
o

p
e

s
 b

y 
ta

lk
in

g
 t
o

 o
th

e
rs

 

a
b

o
u
t 
h
e

r 
e

c
o

-p
u
rc

h
a

s
e
s
, 
s
h
e
 c

a
n
 

in
flu

e
n
c
e

 t
h
e

m
 t
o

 b
u
y 

th
e

m
 a

s
 w

e
ll.

C
o
n
te
n
tm
e
n
t:

 E
ve

n
 i
f 
it
 d

o
e

s
n
t 

la
s
t 
th

a
t 
lo

n
g

. 
T

h
a

t's
 o

k
, 
b

e
c
a

u
s
e

 

yo
u
 k

n
o

w
 t
h
a

t 
b
e

fo
re

h
a

n
d

 a
n
d

 

yo
u
 s

im
p

ly
 a

d
a

p
t 
yo

u
r 
b

e
h
a
vi

o
u
r.

 

B
u
t 
it
 i
s
 w

o
rt

h
 i
t.
 

C
o
n
te
n
tm
e
n
t:
 R

e
p

u
rc

h
a

s
in

g
 

T
h
e

 m
o

re
 r
e

g
u
la

rl
y 

I b
u
y 

it
, 
th

e
 le

s
s
 

I a
m

 t
h
in

k
in

g
 a

b
o

u
t 
th

e
 

e
n
vi

ro
n
m

e
n
t 
w

h
e
n
 d

o
in

g
 t
h
e
 

p
u
rc

h
a

s
e

. 
I t

h
in

k
 i
t 
o

n
ly

 h
a

s
 a

n
 

in
flu

e
n
c
e

 w
h
e

n
 b

u
yi

n
g

 i
t 
fo

r 
th

e
 f
ir

s
t 

ti
m

e
, 
o

r 
w

h
e

n
 m

a
k
in

g
 t
h
e

 d
e

c
is

io
n
 

to
 s

ta
rt

 b
u
yi

n
g

 e
c
o

.

E
c
o

-p
ro

d
u
c
ts

: 
E

s
p

e
c
ia

lly
 

c
le

a
n
in

g
 p

ro
d

u
c
ts

, 
a

ls
o
 f
ru

it
 

a
n
d

 v
e

g
e

ta
b

le
s
 w

h
e

n
 t
h
e

y 
a

re
 

e
c
o

lo
g

ic
a

lly
 c

u
lti

va
te

d
.

fo
r 

h
e

rs
e

lf 
a

n
d

 h
e

r 

h
u
s
b

a
n
d
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C
o
n
te
n
tm
e
n
t:
 R

e
p

u
rc

h
a

s
in

g
 

b
e

c
a

u
s
e

 o
f 
th

e
 t
a

s
te

, 
if
 t
h
e

 c
o

s
t-

e
ff
e

c
ti
ve

n
e

s
s
 i
s
 o

k
. 
It 

s
h
o

u
ld

n
't 

b
e

 o
ve

rp
ri

c
e

d
. 
It'

s
 n

o
t 
a

b
o

u
t 
th

e
 

e
n
vi

ro
n
m

e
n
t 
a

n
ym

o
re

to
 s

ta
rt

 b
u
yi

n
g

 e
c
o

.



 

  

B
a
c
k
g
ro
u
n
d

G
e
n
e
ra
l 
sh
o
p
p
in
g
 b
e
h
a
v
io
r

P
ro
c
e
s
s 
st
a
g
e

E
m
o
ti
o
n
s

O
u
tc
o
m
e
 D
e
s
ir
a
b
il
it
y

A
g
e
n
c
y
/F
a
ir
n
e
ss

C
e
rt
a
in
ty

Q
u
o
te
s

2
1

 y
e

a
rs

 o
ld

, 

s
tu

d
yi

n
g

 

in
te

rn
a

ti
o

n
a

l 

re
la

ti
o
n
s
 a

n
d

 

p
o

lit
ic

s
, 
o

n
ly

 c
h
ild

 

in
 h

e
r 

fa
m

ily
. 
L

iv
in

g
 

in
 a

 c
o

rr
id

o
r 

ro
o

m
 

o
f 
a
 s

tu
d

e
n
t 
d

o
rm

 

w
it
h
 a

 lo
t 
o
f 

in
te

rn
a

ti
o

n
a

l 

s
tu

d
e

n
ts

. 
G

o
in

g
 

s
h
o

p
p
in

g
 f
o

r 

h
e

rs
e

lf 
o

n
ly

.

Q
u
a
lit

y 
is

 t
h
e

 m
o

s
t 
im

p
o

rt
a

n
t 

fa
c
to

r 
fo

r 
h
e

r.
 B

u
t 
a

ls
o
 t
h
e

 

p
ri

c
e

 e
ff
e

c
ti
ve

n
e

s
s
 h

a
s
 t
o

 b
e

 

o
k
a

y.
 S

h
e

 i
s
 lo

o
k
in

g
 o

u
t 
fo

r 
th

e
 

K
R

A
V

 s
ym

b
o

l a
s
 i
t 
im

p
lie

s
 

h
ig

h
 q

u
a
lit

y.

E
c
o

: 
s
h
e

 i
s
 b

u
yi

n
g

 a
 lo

t 
o

f 
e

c
o

-

p
ro

d
u
c
ts

, 
p

a
s
ta

, 
b

u
tt
e
r,

 ju
ic

e
s
, 

e
g

g
s
, 
ve

g
e

ta
b

le
s
, 
fi
s
h
, 
c
e

re
a

ls
, 

h
o

n
e

y,
 t
e

a
 e

tc
. 
A

lw
a

ys
 lo

o
k
in

g
 

fo
r 

K
R

A
V

 s
ym

b
o

l o
r 

a
n
o

th
e

r 

g
re

e
n
 i
c
o

n
. 
M

o
s
tly

 f
ru

it
, 

P
re
p
u
rc
h
a
s
e

P
le

a
s
u
re

C
o

n
c
e

rn

H
a
p

p
in

e
s
s

In
d
if
fe

re
n
c
e

O
p

ti
m

is
m

P
le
a
s
u
re
/C
o
n
c
e
rn
: 

e
c
o

-

p
ro

d
u
c
ts

 a
re

 h
e

a
lth

ie
r 
a

n
d
 

th
e

re
fo

re
 b

e
tt
e

r 
fo

r 
h
e

r 
b
o

d
y,

 

b
e

c
a

u
s
e
 t
h
e

y 
d
o

n
´t

 c
o
n
ta

in
 

a
rt

if
ic

ia
l i

n
g
re

d
ie

n
ts

. 

H
a
p
p
in
e
s
s

: 
p

ic
k
in

g
 e

c
o

-

p
ro

d
u
c
ts

 f
ro

m
 t
h
e
 s

h
e

lf 
m

a
k
e
s
 

h
e
r 

fe
e

l h
a

p
p
y,

 b
e

c
a

u
s
e
 t
h
e

y 

a
re

 m
o

re
 li

k
e

 h
o

m
e

m
a

d
e

, 
m

o
re

 

n
a
tu

ra
l.

C
o
n
c
e
rn

: 
b

y 
b

u
yi

n
g
 e

c
o
 s

h
e

 c
a

n
 

c
o
n
tr
ib

u
te

 t
o

 h
e

r 
h
e

a
lth

C
o
n
c
e
rn
: 

s
h
e
 i
s
 t
h
in

k
in

g
 a

b
o

u
t 

h
e

rs
e
lf,

 b
e

lie
vi

n
g
 t
h
a

t 
e

c
o

-

p
ro

d
u
c
ts

 a
re

 h
e

a
lth

ie
r 

a
n
d

 b
e

tt
e
r 

fo
r 
h
e
r 

b
o

d
y.

 S
h
e

 i
s
 n

o
t 
a

w
a

re
 a

t 

a
ll 

th
a

t 
e

c
o

-p
ro

d
u
c
ts

 c
o

u
ld

 

c
o

n
tr

ib
u
te

 t
o

 t
h
e

 e
n
vi

ro
n
m

e
n
t.

In
d
if
fe
re
n
c
e

: 
s
h
e

 d
o

e
s
n
´t

 

c
o

n
s
id

e
r 

th
e

 e
n
vi

ro
n
m

e
n
t 
w

h
e

n
 

s
h
e

 i
s
 b

u
yi

n
g

 e
c
o

 a
n
d

 d
o

e
s
n
´t
 

th
in

k
 t
h
a

t 
it
 m

a
k
e
s
 a

 d
if
fe

re
n
c
e

 

fo
r 
th

e
 e

n
vi

ro
n
m

e
n
t,
 u

n
le

s
s
 t
h
e
 

p
a

c
k
a

g
in

g
 i
s
 e

c
o

-f
ri

e
n
d
ly

, 

I d
id

n
’t
 e

ve
n
 k

n
o

w
 t
h
a

t 
e

c
o

 i
s
 

s
ta

n
d

in
g

 f
o

r 
a

n
 e

n
vi

ro
n
m

e
n
ta

l 

fr
ie

n
d

ly
 p

ro
d

u
c
t.
 B

u
t 
if
 t
h
a

t 
it
 i
s
 t
h
e
 

c
a

s
e

, 
w

e
ll 

th
e
n
 I 

a
m

 e
ve

n
 m

o
re

  

h
a

p
p
y 

to
 b

u
y 

 e
c
o

-p
ro

d
u
c
ts

. 

W
e

 r
e

c
e

iv
e

d
 a

 c
e

rt
a
in

 t
im

e
 o

n
 t
h
is

 

e
a
rt

h
, 
w

h
ic

h
 w

e
 a

re
 a

llo
w

e
d

 t
o

 

s
p

e
n
d

. 
B

u
t 
w

e
 s

h
o
u
ld

 a
lw

a
ys

 k
e
e

p
 

in
 m

in
d
 t
h
a

t 
w

e
 a

re
 a

c
tu

a
lly

 n
o

t 

o
w

n
in

g
 a

n
yt

h
in

g
 o

f 
it
. 
W

e
 a

re
 k

in
d

 

o
f 
le

n
d

in
g
 i
t 
a

n
d

 h
a

ve
 t
o

 g
iv

e
 i
t 

b
a
c
k
 a

s
 w

e
 r

e
c
e

iv
e

d
 i
t.

E
v
a
 N
.

 

h
e

rs
e

lf 
o

n
ly

.
g

re
e

n
 i
c
o

n
. 
M

o
s
tly

 f
ru

it
, 

ve
g
e

ta
b

le
s
 a

n
d

 e
g

g
s
.

p
a

c
k
a

g
in

g
 i
s
 e

c
o

-f
ri

e
n
d
ly

, 

m
e
a

n
s
 i
t 
is

 o
u
t 
o

f 
p

a
p

e
r 

ra
th

e
r 

th
a

n
 p

la
s
ti
c

O
p
ti
m
is
m

: 
w

h
e

n
 a

n
 e

c
o

-p
ro

d
u
c
t 

is
 n

o
t 
a

va
ila

b
le

, 
s
h
e

 i
s
 a

ls
o

 

b
u
yi

n
g

 n
o

rm
a

l p
ro

d
u
c
ts

 b
e

c
a

u
s
e

 

s
h
e

 d
o

e
s
n
t 
th

in
k
 i
t 
m

a
k
e

s
 a

 

d
if
fe

re
n
c
e
 t
o
 b

u
y 

n
o

rm
a

l 

p
ro

d
u
c
ts

 o
n
c
e

b
a
c
k
 a

s
 w

e
 r

e
c
e

iv
e

d
 i
t.

P
o
s
tp
u
rc
h
a
s
e

P
le

a
s
u
re

T
ru

s
t

C
o

n
te

n
tm

e
n
t

H
o
p

e

H
a
p

p
in

e
s
s

P
ri
d

e

C
o

n
fi
d

e
n
c
e

H
a
p
p
in
e
s
s

: 
it
 g

iv
e

s
 h

e
r 
a

 g
o

o
d

 

fe
e

lin
g

 a
n
d

 m
a

k
e

s
 h

e
r 

h
a

p
p

y 
to

 

k
n
o

w
 t
h
a

t 
s
h
e
 i
s
 s

e
tt
in

g
 a

 g
o

o
d

 

e
xa

m
p
le

 r
e
g

a
rd

in
g

 h
e

a
lth

y 

n
u
tr

it
io

n
. 

P
ri
d
e

: 
a

lth
o

u
g

h
 s

h
e
 s

a
ys

 s
h
e

 i
s
 

n
o
t 
d

o
in

g
 i
t 
to

 s
h
o
w

 o
ff
, 
s
h
e

 

lik
e

s
 p

e
o

p
le

 s
e
e

in
g
 a

ll 
h
e

r 
e

c
o

-

p
ro

d
u
c
ts

 o
n
 t
h
e

 s
h
e
lf.

P
le
a
s
u
re

: 
it
 m

a
k
e
s
 h

e
r 

fe
e
l g

o
o

d
 

w
h
e

n
 k

n
o

w
in
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b
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h
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b
e

c
a

u
s
e
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t 

a
ri

s
e

s
 p

o
s
it
iv

e
 e
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e
c
ta

ti
o

n
s

P
le
a
s
u
re

: 
u
s
in

g
 e

c
o

-p
ro

d
u
c
ts

 

m
a
k
e
s
 h

e
r 

fe
e

l b
e
tt
e
r,

 b
e

c
a

u
s
e

 

s
h
e

 c
a
n
 s

e
e

, 
s
m

e
ll 

a
n
d
 t
a

s
te

 

th
a

t 
th

e
y 

a
re

 m
o
re
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a

tu
ra

l 

F
e
a
r:

 o
th

e
r 

fo
o

d
 c

o
u
ld

 m
a

k
e
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e

r 

s
ic

k
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S

h
e

 i
s
 a

fr
a

id
 o

f 
ro

tt
e

n
 m

e
a
t 

a
n
d

 a
ll 

th
e
 p

e
s
ti
c
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e
s
 i
n
 t
h
e
 

c
h
e

m
ic

a
lly
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te

d
 f
o

o
d

.

H
o
p
e
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s
h
e

 c
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n
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o
n
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o

l t
h
e
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a
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e
n
t 

o
f 
th

e
 a

n
m

im
a
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y 
b

u
yi

n
g

 e
c
o

C
o
n
c
e
rn
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fe

e
ls
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e

s
p

o
n
s
ib

le
 f
o
r 

th
e

 

e
n
vi

ro
n
m

e
n
t 
in
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e

n
e

ra
l a

n
d

 t
ri

e
s
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o

 

liv
e

 e
n
vi

ro
n
m

e
n
ta
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 f
ri

e
n
d

ly
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T

h
a

t 
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n
c
e
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e
r 

p
u
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h
a
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e

 

b
e

h
a
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o
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o
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f 
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o
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th

e
 m
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in
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o

n
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o
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b

u
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o

F
e
a
r:

 n
o

t 
c
a

ri
n
g
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b

o
u
t 
th

e
 

e
n
vi

ro
n
m

e
n
t 
w

o
u
ld

 h
a

rm
 t
h
e
 e
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rt

h
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H
o
p
e
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s
h
e

 b
e

lie
ve

s
 t
h
a

t 
e

c
o
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s
 

h
e

a
lth

ie
r 

a
n
d
 t
h
e

re
fo
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 b

e
tt
e
r 
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r 

h
e

r 
b

o
d

y 
in

 t
h
e
 lo

n
g
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n

H
o
p
e
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b

u
yi

n
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 e
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o

 m
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k
e
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 a

 

d
if
fe
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c
e
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o

r 
th

e
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n
im
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h
e
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o
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e
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 b
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w
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b
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ro
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 u
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 b
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tt
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vi
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t

C
o
n
fi
d
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n
c
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h
e
 b

e
lie

ve
s
 t
h
a
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e
 

p
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h
a
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e
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f 
e
c
o
-p

ro
d

u
c
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a

k
e
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 a

 

d
if
fe
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c
e
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n
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n
m

e
n
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E
ve

n
 i
f 
s
h
e
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s
 n

o
t 
c
e
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in
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b

o
u
t 
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e
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b
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f 
e

c
o

-l
a

b
e
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s
h
e

 

b
e

lie
ve

s
 t
h
a

t 
e

c
o

-p
ro

d
u
c
ts

 s
ti
ll 

c
o

n
tr

ib
u
te

 m
o
re

 t
h
a
n
 n

o
rm

a
l 

A
ls

o
 i
f 
it
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o
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1
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 e

c
o
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s
ti
ll 

b
e

tt
e

r 
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o
 e
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o
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a

ll.

A
c
tu

a
lly
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h
e
 f
e
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r 
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a
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Í
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e
a
ti
n
g
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o
m

e
th

in
g

 t
h
a

t 
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o

t 

g
o
o

d
 f
o
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h
e
a

lth
.

M
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n
e
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e
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ld
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e
d
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tu
d
e

n
t.
 

S
h
a

ri
n
g
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n
 

a
p

a
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m
e
n
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w

it
h
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w
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o
th

e
r 
s
tu

d
e

n
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g
o

in
g
 s

h
o
p

p
in

g
 f
o
r 

h
e
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e
lf 

o
n
ly

o
ri
g

in
 a

n
d

 p
ri
c
e
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f 
p
ro

d
u
c
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a
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m

p
o
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a
n
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 p

re
fe

ra
b
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 e

c
o

-

p
ro

d
u
c
ts
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e
s
p
e

c
ia

lly
 

ve
g

e
ta

b
le

s
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le
m

o
n
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)

 

e
n
vi

ro
n
m

e
n
t 
w

o
u
ld

 h
a

rm
 t
h
e
 e
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rt

h
. 

N
o

 r
e

s
o

u
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e
s
 w

ill
 b

e
 le
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f 
w

e
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s
e
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e

m
 c
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p
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S
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e
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 a
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f 

c
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n
s
e

q
u
e
n
c
e
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u
c
h
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a
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w
a
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in
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E
m
p
a
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b
y 

b
u
yi

n
g
 f
a
ir

 t
ra

d
e
 

p
ro

d
u
c
ts

 s
h
e
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n
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e
n
c
e
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h
e
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a
la

ri
e

s
 

o
f 
w

o
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n
d
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o

 c
o

n
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u
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e

 e
n
vi

ro
n
m

e
n
t

c
o

n
tr
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u
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o
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 t
h
a
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 n

o
rm
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l 
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ro

d
u
c
ts

 d
o
.

C
o
n
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d
e
n
c
e
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s
h
e
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e
lie
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 t
h
a
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b

y 

b
u
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n
g
 f
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e
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ro
d

u
c
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h
e

 

m
a

k
e
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 d
if
fe
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n
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e
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o
r 

th
e
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o
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e
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P
o
s
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u
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h
a
s
e

P
le

a
s
u
re
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ru
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t
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p
o
in

tm
e

n
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C
o
n
c
e

rn
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o
n
te

n
tm

e
n
t

C
o
n
fi
d

e
n
c
e

E
n
jo
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e
n
t

P
le
a
s
u
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c
o

n
s
u
m
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g

 e
c
o
 

g
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e
s
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e
r 

a
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o
o
d

 f
e

e
lin

g
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e
 

"f
e

e
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o
o

d
 f
a
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h
e
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o

 

b
e

c
a

u
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e
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e
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le
a
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u
re
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p

ro
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s
 p

o
s
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e
n
c
e
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n
d
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e
s
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e
r 

th
e
 

fe
e
lin

g
 t
h
a
t 
s
h
e

 d
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o
m

e
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g

 

g
o

o
d

 a
n
d
 g

iv
e

s
 h

e
r 
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 g
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o
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c
o
n
s
c
ie

n
c
e

D
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a
p
p
o
in
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e
n
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h
a
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p

ro
d
u
c
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g
e

t 
m

o
u
ld
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s
te

r 
m

a
d
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e
r 

d
is

a
p
p

o
in

te
d
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n
 t
h
e

 b
e

g
in

n
in

g
, 

b
u
t 
n
o

w
 s

h
e

 le
a
rn

e
d

 f
ro

m
 i
t 
a

n
d

 

a
c
c
e
p

ts
 i
t

C
o
n
c
e
rn
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s
h
e

 a
s
 a

 m
e

d
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 h
a

s
 t
h
e

 

re
s
p

o
n
s
ib

ili
ty

 t
o

 e
a

t 
h
e

a
lth

y 
a

n
d

 a
c
t 

a
s
 a

 r
o

le
 m

o
d
e

l f
o
r 

h
e

r 
p
a

ti
e

n
ts

C
o
n
fi
d
e
n
c
e

: 
c
o

n
vi

n
c
e
d

 t
h
a

t 
e

c
o

-

p
ro

d
u
c
ts

 a
re

 h
e

a
lth

ie
r 

a
n
d

 t
h
a

t 
s
h
e
 

is
 d

o
in

g
 s

o
m

e
th

in
g

 g
o

o
d

 f
o

r 

h
e

rs
e

lf

T
ru
s
t:

 s
h
e

 t
ru

s
ts

 i
n
 p

ro
d

u
c
ts

 t
h
a

t 

s
h
e

 k
n
o

w
s
 a

lr
e

a
d
y 

fo
r 

a
 lo

n
g
 t
im

e
, 

e
.g

. 
fr

o
m

 h
e
r 

c
h
ild

h
o
o

d
 a

s
 w

e
ll 

a
s
 

in
 e

c
o

-p
ro

d
u
c
ts

, 
k
n
o
w

in
g
 t
h
a

t 

th
e
s
e
 p

ro
d

u
c
ts

 a
re
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o

o
d
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o

r 
h
e

r,
 

h
e

r 
b

o
d
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a

n
d
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e
r 
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e
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lth

C
o
n
te
n
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e
n
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 w
h
e

n
 c

o
n
s
u
m

in
g

 

e
c
o
-p

ro
d

u
c
ts
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n
d
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a
ir
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ra
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e

 

p
ro

d
u
c
ts
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s
h
e
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a

s
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h
e

 f
e
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g
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h
a

t 

s
h
e

 h
a

s
 d
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n
e
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o

m
e
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in

g
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o

d
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o

r 

T
h
is
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s
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 c
o
n
s
c
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u
s
 d

e
c
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n
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o

r 
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e
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a
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e
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, 
fo

r 
th

e
 e

n
vi

ro
n
m

e
n
t 

a
n
d

 t
h
e

 p
e

o
p
le

 w
h
o
 h

a
ve

 t
o

 

w
o

rk
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o
r 

th
a

t 
a

n
d

 n
o
t 
s
o

 m
u
c
h
 f
o
r 

m
e

. 
(f

a
ir
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c
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E
n
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y
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 p
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d
u
c
ts

 a
re

 

fr
e
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a
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e
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n
in
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e
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o
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o
r 

h
e
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o
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y

s
h
e

 h
a

s
 d

o
n
e
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o
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e
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in
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 g

o
o

d
 f
o

r 

th
e
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o
rl
d

C
o
n
fi
d
e
n
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e
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s
h
e
 i
s
 c

o
n
vi

n
c
e

d
 t
h
a

t 

s
h
e
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s
 d

o
in

g
 t
h
e

 r
ig

h
t 
th
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g

, 

b
e

c
a

u
s
e
 s

h
e
 w

a
s
 e

d
u
c
a

te
d

 t
o

 

b
e

h
a

ve
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n
 s

u
c
h
 a

 w
a
y

C
o
n
te
n
tm
e
n
t:

 t
h
e
 p

ro
d

u
c
ts

 a
re
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e

s
h
e
r 

a
n
d
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e
a

lth
ie
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 w

h
ic
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a
k
e

s
 

h
e

r 
p

u
rc

h
a

s
in

g
 t
h
e

 p
ro

d
u
c
ts
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n
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p
p
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g
 b
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h
a
v
io
r

P
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c
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 s
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e

E
m
o
ti
o
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s
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u
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o
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e
 D
e
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ir
a
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il
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C
e
rt
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u
o
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p
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rc
h
a
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e

P
le
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u
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o
n
c
e
rn
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o
n
fi
d
e
n
c
e

H
o
p
e

G
u
ilt

P
le
a
s
u
re
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D

o
in

g
 s

o
m

e
th

in
g
 g

o
o
d
 

fo
r 

th
e
 e

n
v
ir
o
n
m

e
n
t 
a
n
d
 a

ls
o
 f
o
r 

h
is
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e
a
lt
h
.

C
o
n
c
e
rn
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M

a
rt

in
 f
e
e
ls

 v
e
ry

 

re
s
p
o
n
s
ib

le
 f
o
r 

th
e
 e

n
v
ir
o
n
m

e
n
t 
w

h
ic

h
 

is
 h

ig
h
ly
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n
fl
u
e
n
c
in

g
 h

is
 c

h
o
ic

e
. 

H
o
w
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v
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r 

h
e
 k

n
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w

s
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h
a
t 
b
u
y
in
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c
o
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s
 

o
n
ly
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 s

m
a
ll 

p
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rt
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f 
c
o
n
tr

ib
u
ti
o
n
 a

n
d
 i
t 

n
e
e
d
s
 a
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o
t 
m

o
re
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o
 p
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te

c
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th

e
 

e
n
v
ir
o
n
m

e
n
t.

C
o
n
c
e
rn
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H

e
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s
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o
 c

o
n
s
id

e
ri
n
g
 t
h
e
 

re
s
p
o
n
s
ib

ili
ty

 f
o
r 

h
is

 b
o
d
y
 a

n
d
 h

is
 

h
e
a
lt
h

P
le
a
s
u
re
: 
W

h
e
n
 p
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k
in

g
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h
e
 p

ro
d
u
c
t 

C
o
n
fi
d
e
n
c
e
: 
E

s
p
e
c
ia

lly
 b

e
c
a
u
s
e
 o

f 

h
is

 s
tu

d
ie

s
 h

e
 k

n
o
w

s
 t
h
a
t 
h
e
 i
s
 

c
o
n
tr

ib
u
ti
n
g
 t
o
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h
e
 e

n
v
ir
o
n
m

e
n
t 
w

h
e
n
 

b
u
y
in

g
 e

c
o
-p

ro
d
u
c
ts
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H

e
 b

e
lie

v
e
s
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th
e
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o
n
c
e
p
t 
a
n
d
 t
h
e
re
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re

 c
a
re

fu
lly

 

c
h
e
c
k
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o
r 
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b
e
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o
n
fi
d
e
n
c
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O

n
 t
h
e
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th
e
r 

h
a
n
d
 h

e
 

a
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 k

n
o
w

s
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h
a
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o
m

e
 p

ro
d
u
c
ts

 a
re

 

n
o
t 
w

o
rt
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 i
t 
to

 b
e
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o
u
g
h
t 
in
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c
o
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s
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e
y
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 n

o
t 
d
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fe
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n
t 
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o
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o
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l 
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u
c
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k
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o
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m

o
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h
a
n
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u
s
t 

m
e
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u
y
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g
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 p
ro

d
u
c
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 m
a
k
e
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d
if
fe
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n
c
e
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o
r 
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e
 e

n
v
ir
o
n
m

e
n
t.
 B

u
t 

y
e
a
h
, 
it
 i
s
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 s
ta
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n
d
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t 
le

a
s
t 
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o
m

e
th

in
g
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 I
 t
h
in

k
 e

c
o
-p

ro
d
u
c
ts
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o
o
d
 

w
a
y
 t
o
 k

e
e
p
 t
h
e
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a
la

n
c
e
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n
d
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o
 

m
a
k
e
 s

u
re

 t
h
a
t 
w

e
 d

o
n
’t 

d
e
s
tr

o
y
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e
 e

n
v
ir
o
n
m

e
n
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u
n
n
e
c
e
s
s
a
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2
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s
tu

d
e
n
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 m

a
s
te

r 
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n
 e

n
v
ir
o
n
m
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n
ta

l 

m
a
n
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g
e
m

e
n
t 
&

 

p
o
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s
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in
g
 i
n
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h
o
m

e
s
ta

y
 a

n
d
 

s
h
o
p
p
in

g
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o
r 
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s
e
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e
e
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e
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s
p
o
rt
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o
u
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o
o
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c
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v
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e
s
, 

s
o
c
ia

liz
in

g
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c
in

e
m

a

V
e
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 m
u
c
h
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n
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u
e
n
c
e
d
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y
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m
o
n
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a
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o
n
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b
u
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 b

y 
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n
v
ir
o
n
m
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n
ta
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n
d
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e
a
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h
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s
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u
e
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. 

A
ll 
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e
 f
a
c
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e
e
d
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n
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 b

e
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ff
o
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a
b
le
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g
o
o
d
 f
o
r 
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e
 

e
n
v
ir
o
n
e
m

e
n
t 
a
n
d
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k 
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r 
h
is

 

h
e
a
lt
h
. 
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 a
d
d
it
io

n
 t
a
s
te

 i
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c
o
n
s
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e
re
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