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Thesis Purpose: The purpose of this study is to examine eco-label knowledge and eco-label 
trust, and their relationships to planned sustainable behaviour. This will be done by 
investigating the Swedish market and more specifically eco-labelled food within the FMCG 
sector.  
 
Methodology: This thesis adopted a deductive research approach which follows a quantitative 
research method. The data was collected through an online survey and used a non-probability 
sampling method. The data was later analysed with the means of Confirmatory Factor Analysis 
and Structural Equation Modelling.  
 
Theoretical Perspective: The main theoretical framework used for this thesis is the Theory of 
Planned Behaviour. We have expanded the framework with consumer knowledge as well as 
consumer trust and applied this in the context of eco-labels and its effect on purchase intention. 
 
Empirical Data: The empirical data was primary data retrieved from an online questionnaire 
which generated 232 valid responses. These responses were the basis of the analysis.  
 
Findings/Conclusions: Eco-label knowledge was found to have an impact on planned 
sustainable behaviour through the mediator perceived behavioural control. Whereas eco-label 
trust was found to influence planned sustainable behaviour through the mediators; attitude and 
subjective norms. Thus, all three dimensions of the TPB framework are of importance to 
increase purchase intention of eco-labelled food. Furthermore, education level was found to 
neither moderate the relationship between eco-label knowledge and purchase intention, nor eco-
label trust and purchase intention. In other words, regardless of education level, knowledge and 
trust are of the same importance. 
 
Practical Implications: The main implication for practitioners is to communicate eco-labels 
to a greater extent. Mentioned communication efforts are of the same importance regardless of 
education level among consumers.  More specifically, we advise managers and authorities to 
educate consumers regarding eco-labels and thereby increase knowledge as well as build trust; 
two important factors to enhance the purchase intention of FMCG as well as to reduce the 
environmental footprint.  
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1 Introduction  

This chapter presents the background and problematisation of the chosen research topic. 
Further, research purpose and objective will be presented followed by aimed contribution and 
outline of the thesis.  

1.1 Background 

Imagine you are stood in the grocery store, looking at two rather similar 
products. You are trying to decide which product to choose when you notice 
one of the products holds an eco-label. You have seen this label before, but you 
are not quite sure what it stands for, nor if it is legit. Will this label affect your 
final purchase decision regardless of the knowledge you hold and the trust you 
feel towards the label? 

  
The environmental issues of today are tangible and of utmost importance to counteract. The 
ices are melting, the ozone layer is depleting (Viglione, 2020) and humankind is currently 
consuming at a rate of approximately 1,7 earth a year (Global Footprint Network, 2020). These 
issues have not come recently, and sustainability has been a central global aspect for a long 
period. The Brundtland Commission was introduced in 1987 and was the start of a society 
trying to become more sustainable (Hållbarhetsforum, 2020). Since then, environmental 
awareness has increased significantly and today Sweden is at the forefront when it comes to 
both environmental awareness and global climate efforts (Swedish Government Offices of 
Sweden, 2017; UN, 2016). 
 
Consumption is one of the elements aggravating the environment (Bengtsson, Alfredsson, 
Cohen, Lorek & Schroeder, 2018; European Environmental Agency, 2020). According to the 
WWF (n.d.), both production of goods and services, as well as consumption patterns must 
change in order to meet the need of the environment. The fast-moving consumer goods (FMCG) 
sector is one of the largest sectors in the world (KPMG, 2016) and hence contributes to the 
consumption. The immense consumption can be explained by the products’ low prices (Kenton, 
2020). Even if companies within the FMCG sector are increasing their share of sustainable 
products (Wakeham, 2020), it is evident that this sector has an impact on the way people 
consume.  
 
Even if consumption patterns are challenging to change (White, Habib & Hardisty, 2019), a 
growing number of consumers have the intention to consume in a more environmentally 
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friendly manner (Crawford, 2019). In fact, 80% of Swedish consumers claim to be 
environmentally conscious (Naturvårdsverket, 2018). Furthermore, consumer education is 
shown to have an impact on consumer behaviour and increase sustainable consumption even 
further (Okutoyi, 2019). By changing consumer behaviour, it is possible to address 
sustainability issues (White, Habib & Hardisty, 2019). However, consumer behaviour is a 
complex phenomenon and is often addressed by examining different dimensions, such as 
consumers attitude, the perceived pressure to engage in a behaviour, as well as consumers 
perceived control towards performing a behaviour (Sun, 2019). Hence, the way we consume 
needs to be examined more in-depth and need to change to make the consumption more 
sustainable. In light of this, research regarding what makes consumers more prone to 
sustainable products are of interest. One way companies and authorities can address the issue 
of unsustainable and excessive consumption, reduce the environmental footprint as well as 
foster more sustainable consumption patterns is by the means of eco-labels (Horne, 2009; 
Iraldo, Griesshammer & Kahlenborn, 2020).  
 
An eco-label is “an official symbol that shows that a product has been designed to do less harm 
to the environment than similar products” (Cambridge Dictionary, 2020). Hence, the label 
indicates that a specific product is the least harmful to the environment. These products are 
most often slightly more expensive than conventional products (OECD, 2016). Many 
companies with an environmental agenda use eco-labels to claim their environmental efforts 
and differentiate their products from similar, less sustainable alternatives (Horne, 2009). 
 
The most common eco-labels on the Swedish market today is Svanen (The Nordic Swan), Bra 
Miljöval (Good Environmental Choice), KRAV, EU Ecolabel and EU Organic Label 
(Naturskyddsföreningen, 2020a). Mentioned labels are third-part, independent labels working 
for a better society in harmony with nature and stand for slightly different things 
(Naturskyddsföreningen, 2020a). The labels occur in several products categories, including 
food products within FMCG and requirements differ among product categories (Riksdagen, 
2016). Moreover, companies who employ the labels need a certification provided by the eco-
label in question (Riksdagen, 2016). 
 
Previous research in the context of sustainable consumption shows that eco-labels work as a 
claim that a product lives up to a certain standard (de Boer, 2003; Testa, Iraldo, Vacari & 
Ferrari, 2015). The labels are used to create transparency along the food chain and make 
consumers more confident in the labels and their claims (Grunert, Hieke & Wills, 2014; 
Thøgersen, Haugaard & Olesen, 2010). Hence, eco-labels can be seen as a means to bridge the 
information asymmetry between producers and consumers (Gutierrez & Thornton, 2014). 
Moreover, eco-labels are used by companies to allow consumers to make informed purchase 
decisions (Grunert, Hieke & Wills, 2014; Horne, 2009; Nash, 2009; Thøgersen, Haugaard & 
Olesen, 2010). In other words, eco-labels are supposed to help consumers make the right 
purchase decisions. 
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1.2 Research problem 

The FMCG sector, especially food products, has a big impact on the environment (Stylianou, 
Guibourg & Briggs, 2019). At the same time as the consumption rate of FMCG is increasing, 
sustainable consumption is getting more and more inquired. Thus, it is reasonable to question 
whether it is possible to consume sustainably while consuming progressively. Given this, and 
the fact that consumers utilize these products daily (Kenton, 2020), the FMCG sector is a 
relevant subject for further examination.  
 
One way to significantly make an impact on the environment is through collective action (DV, 
2020). However, some argue that people more often prefer short-term oriented rewards instead 
of long-term rewards (e.g. White, Habib & Hardisty, 2019). Thus, it can be challenging for 
consumers to observe the long-term effects of sustainable consumption, and therefore may not 
partake in it. Especially within the FMCG sector where purchases are made frequently and are 
characterised by low-involvement products (Kenton, 2020), which induces consumers not to 
evaluate the products in terms of sustainability (Elg & Hultman, 2016). Hence, consumers 
perception of the actual impact of their consumption is affected. 
 
Moreover, eco-labels are an important tool when it comes to improving consumption patterns 
and making them sustainable (Sitarz, 1994). This is since the labels communicate important 
information regarding benefits and environmental characteristics of products (Nagypál, Görög, 
Harazin & Baranyi, 2015). During the Rio Earth Summit in 1992, eco-labels was pointed out 
as a means for consumers to engage in sustainable consumption and thereby change their 
consumption patterns (Horne, 2009). Thus, by purchasing eco-labelled products, one does not 
necessarily consume less but instead, consume products which have less impact on the 
environment.  
 
In light of this, research regarding what makes consumers more open to sustainable products 
are of interest. Previous research present contradicting results regarding the eco-labels impact 
on purchase intention, where for example Sharma & Kushwaha (2019) found eco-labels to 
influence purchase intention while Hwang, Park and Kim (2016), as well as Sharaf, Md Isa and 
Al-Qasa (2015), did not. Consumer knowledge and consumer trust are argued to influence 
sustainable consumption (e.g. Taufique, Vocino & Polonsky, 2017). Knowledge and 
understandings are stated as preconditions for adopting sustainable purchase behaviour 
(Daugbjerg, Smed, Andersen & Schvartzman, 2014), and are further central aspects to 
comprehend the provided information. While trust is seen as a prerequisite (Daugbjerg et al., 
2014; Testa et al.,  2015) and lack of trust has been said to be one of the main barriers for 
sustainable consumption (Carrete, Castaño, Felix, Centento & González,  2012). Therefore, it 
can be interesting to examine how consumer knowledge and consumer trust influence 
consumers to purchase eco-labelled food.  
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As seen from the above reasoning, it is questionable to what extent consumers knowledge about 
eco-labels and the trust consumers feel towards these labels affect purchase intention. 
Moreover, due to contradictions in the literature and the proposed importance of knowledge 
and trust, it seems as it is of interest to examine whether eco-labels function as intended or if 
there is need of more knowledge and trust in order to increase consumers purchase intention, 
and thus make consumption of today more sustainable.  
 

1.3 Research Purpose and Objectives 

The purpose of this study is to examine eco-label knowledge and eco-label trust, and their 
relation to planned sustainable behaviour via attitude, subjective norms and perceived 
behavioural control. More specifically, this is done by investigating to what extent eco-label 
knowledge and eco-label trust influence consumers purchase intention of eco-labelled food. 
The aim of this thesis is primarily to develop a deeper understanding of consumer behaviour 
concerning sustainable consumption as well as consumers knowledge and trust towards eco-
labels. This thesis will investigate the scope of literature in the existing research streams on the 
subject of eco-labels and sustainable consumption to identify and to some extent saturate the 
gap in the current literature and research. While some research streams claim that knowledge 
about, and trust towards eco-labels have an impact on sustainable purchase intention, other 
streams argue that it does not have an impact (e.g. Taufique, Vocino & Polonsky, 2017; Hwang, 
Park & Kim, 2016). The objective is, therefore, to investigate whether eco-labels work 
regardless of consumers subjective knowledge and trust level or if consumers need more 
communication regarding these labels. Moreover, previous research has shown education level 
to be of importance regarding sustainable consumption (Meyer, 2015), hence the objective is 
further to examine the role of education level and if consumers purchase intention differ 
depending on their level of education.  
 
To investigate this phenomenon further, we will examine food products within the FMCG 
sector in Sweden. This study will explore what impact eco-labels have on purchase intention 
and whether knowledge about eco-labels and obtained trust towards these labels influence the 
impact of eco-labels. Additionally, we will explore the impact of education level. Based on the 
presented background, we have formulated the following research questions:  
 
RQ1: What is the relationship between consumers perception (knowledge and trust) of eco-
labels and planned sustainable behaviour? 
 
RQ2: Does education level moderate the relationship between consumers perception 
(knowledge and trust) of eco-labels and planned sustainable behaviour? 
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1.4 Aimed Contributions 

With our thesis, we aim to contribute to the literature in the field of marketing and sustainable 
consumption, by investigating elements influencing purchase intention of eco-labelled food. 
We aim to contribute to past research by clarifying the relationship between eco-labels and 
purchase intention. As there is no consensus in previous research regarding the impact on 
knowledge and trust on purchase intention of eco-labelled food, we aim to somewhat saturate 
this gap by providing a potential explanation for the lack of consensus. Moreover, we aim to 
investigate whether education level moderates mentioned relationships. 
 
Our thesis will also contribute to current research by providing further insights which will allow 
managers and authorities within the FMCG sector to improve their sales of eco-labelled food 
and thus, contribute to more sustainable consumption. Moreover, we aim to provide insights 
regarding whether the communication of eco-labels will make people more inherent to adapt 
and become more intentional towards purchasing sustainable products. We will further observe 
how and if education level moderates the relationship between consumers knowledge and trust 
in eco-labels and attitude, subjective norm and perceived behavioural control. This will provide 
possible insights for managers and authorities to potentially direct the communication regarding 
eco-labels differently towards groups with different education levels. Mentioned contributions 
will hopefully increase the effect of eco-labels and in the long run, help reduce environmental 
impact from daily consumption. 
 
We contribute with an original conceptual framework, which focuses on both knowledge and 
trust in eco-labels. The developed conceptual and theoretical framework are decomposed into 
eco-label knowledge, trust towards eco-labels and purchase intention. The framework will be 
used to provide a deeper understanding of consumers’ purchase intention and the effect of 
consumers’ knowledge about, and trust towards, eco-labels. This will be examined through the 
lens of the Theory of Planned Behaviour (TPB). Further, this will enable us to provide a deeper 
understanding of the relationship between eco-labels and purchase intention as well as the role 
of TPB as mediating variables. Finally, the use of TPB as mediating variables will hopefully 
allow us to reduce the gap regarding the lack of consensus in the literature. 
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1.5 Outline of the Thesis 

Following from this introducing chapter, the literature review will provide previous research 
on the topics in relevance for this thesis: sustainable consumption and eco-labels with focus on 
knowledge in eco-labels, trust in eco-labels and purchase intention. Following this, the next 
section will present the theory central for this thesis: The Theory of Planned Behaviour. From 
this, and the literature review, we formulate hypotheses that propose purchase intention of eco-
labelled food being influenced by the level of knowledge in eco-labels, as well as the level of 
trust towards eco-labels. Moreover, we hypothesise the education level to moderate these 
relationships. Further, we introduce the methodology which outlines how the hypotheses will 
be tested. Following, in the next section, we present the results from the study and also the 
analysis of the findings. This leads to the next section which discusses the findings in relation 
to the literature review. Finally, these findings are concluded to provide contributions to both 
theoretical and managerial use. Moreover, we present the limitations of this study and 
suggestions for future research are proposed. 
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2 Literature Review 

This chapter aims is to provide an overview of existing research and concepts that are relevant 
for this study. Sustainable consumption and the FMCG sector will be introduced as a base for 
this thesis. Further, eco-labels with focus on purchase intention, eco-label knowledge and eco-
label trust will be reviewed.  

2.1 Sustainable Consumption 

As environmental issues have become of emerging importance, sustainability and sustainable 
consumption have gained a lot of attention in the research field in recent years. Sustainable 
consumption has become a broad and frequently used term, in both organisational goals and 
policy initiatives (Jackson, 2008). Studies of environmental consumption date back to the late 
1960s (D’Souza, Taghian, Lamb & Peretiatko, 2007; Horne, 2009), but the most commonly 
used definition of sustainable consumption was developed in 1994 at the Oslo Symposium and 
reads as follows:  
 

“The use of services and related products, which respond to basic needs and bring a better 
quality of life while minimizing the use of natural resources and toxic materials as well as 
the emissions of waste and pollutants over the life cycle of the service or product so as not 
to jeopardise the needs of further generations”. (Norwegian Ministry for the 
Environment, cited in Lorek & Fuchs (2013) p.37). 
  

It is argued that to understand sustainable consumption, one must take a holistic approach 
(Jacobsen & Hansen, 2019). This is due to that the concept has evolved from an approach 
focused on reducing consumption into a broader paradigm, including ecological, fair, just and 
ethical consumption (Lee, 2017). Lee (2017) also states that the new consensus includes several 
aspects of sustainable consumption, such as organically grown products, eco-efficiency, and 
packaging design. Hence, sustainable consumption is no longer solely focused on reducing 
consumption but also on that produced and consumed goods are fulfilling several aspects 
connected to sustainability to meet the need of generations today and tomorrow (Phipps, 
Ozanne, Luchs, Subrahmanyan, Kapitan, Catlin, Gau, Naylor, Rose, Simpson & Weaver, 
2013).  
 
According to Jansson, Nordlund and Westin (2017), several factors are driving sustainable 
consumption. The authors enhance social influence through social norms as one of the most 
important factors when guiding consumers towards behaviours that can be viewed as pro-
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environmental. Moreover, Jansson, Nordlund and Westin (2017) also enhance attitudes towards 
a specific behaviour as an important driver towards sustainable behaviour. However, depending 
on country origin, consumers assess factors regarding that influence sustainable behaviour 
differently (OECD, 2008). More generally, sustainable consumption is viewed as desirable and 
important by the general mass (Yang, Li & Zhang, 2018). Furthermore, the general mass has 
adopted a positive attitude toward environmental issues and demonstrated a willingness to 
incorporate these aspects into their consumption habits (Pedersen & Neergaard, 2006). 
Moreover, previous research has pointed out differences between genders when it comes to pro-
environmental behaviour and sustainable consumption. Studies have shown women to be more 
environmentally concerned and behave more sustainably than men (Costa Pinto, Nique, Maurer 
& Borges, 2016; Milfont & Sibley, 2016; Zelezny, Chua & Aldrich, 2000). 
  
Consumers’ attitude and understanding of sustainability, as well as consumption patterns and 
behaviour, varies across sectors (Elg & Hultman, 2016). This is due to in which context the 
purchase take place (Lehner, 2015), the power of norms in the specific market (McNeill & 
Moore, 2015), and is also dependent on consumers’ relation to a different type of products (Elg 
& Hultman, 2016). Elg and Hultman (2016) argue that low involvement products are not being 
evaluated in sustainability terms since it is perceived to be time-consuming and hence, not 
reasonable to do so. Accordingly, FMCG is often low involvement products (Asghar, Abbasi 
& Zafarullah, 2015) and are thus not evaluated in the same extent before purchase as high 
involvement products are (Jain, 2019). Furthermore, research shows that Swedish consumers 
both claim to care for the impact of the purchased product on the environment and to be aware 
of its actual impact (Lehner, 2015). This goes in line with the high concern and awareness 
among Swedish consumers (Naturvårdsverket, 2018). 

2.1.1 Sustainable Consumption of FMCG 

Fast moving consumer goods (FMCG) refers to non-durable goods and products that are 
purchased on frequently and are sold at a relatively low cost (Leahy, 2011; Rishi, 2013). The 
FMCG market is furthermore associated with low engagement and minimal purchasing effort 
(Leahy, 2011). Products within the FMCG sector play a vital role in the consumer’s life since 
the majority purchase and use the products daily (Kenton, 2020). Moreover, the concept of 
sustainable consumption promotes both less consumption (Bengtsson, Alfredsson, Lorek & 
Schroeder, 2018), as well as consumption of more sustainable products (Phipps et al., 2013) 
while products within FMCG are generally characterised as non-sustainable since they have a 
short shelf-life and are consumed in a short period (Özer, Kufel, Biggs, Brown & Myers, 2019). 
However, FMCG does not solely refer to non-sustainable products, since both packaging and 
products themselves are becoming more sustainable (Lacy, Long & Spindler, 2020). The 
consumption of sustainable products depends on consumers awareness of sustainability 
problems, environmental sustainability and concern for the environment as a whole (Singh, 
Singh & Thakur, 2014). 
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Previous research has explored different factors influencing consumers’ attitude toward 
purchasing sustainable products within the FMCG sector (e.g. Tandon & Sethi, 2017). Attitude 
is seen as an essential part of consumer behaviour and marketers often try to adjust consumer’s 
attitude about various products and services (Tandon & Sethi, 2017). Purchase intention 
depends on consumers attitude toward the specific product (Al-Swidi, Huque, Hafeez & Shariff, 
2014) and is also a predictor of behaviour (Krarup & Russell, 2005). This is supported in the 
scenario of buying sustainable products; a strong attitude toward sustainable products indicates 
a willingness to purchase (Arcury, 1990; Barber, Taylor & Strick, 2009; Kollmuss & Agyeman, 
2002). Purchase intention of sustainable products can also be dependent on, for example, 
consumers ecological knowledge (Junaedi, 2007) and consumers perceived knowledge 
regarding the product being consumed (Secapramana & Katargo, 2019). Increased perceived 
knowledge and actual knowledge in organic food are claimed to influence consumer attitude 
toward purchase (de Magistris & Gracia, 2008; Secapramana & Katargo, 2019). Moreover, 
consumer trust is also an important factor (Taufique, Siwar, Talib, Sarah & Chamhuri, 2014). 
By increasing trust in sustainable products, it is possible to influence purchase intention (Potts 
& Haward, 2007). Other predictors of purchase intention of sustainable products are pressure 
from society (Sharaf, Md Isa & Al-Qasa, 2015) and the perceived control consumers feel 
towards engaging in this behaviour (Godin & Kok, 1996). One way to enhance sustainable 
consumption is by the means of eco-labels (Horne, 2009; Iraldo, Griesshammer & Kahlenborn, 
2020). 

2.2 Eco-labels 

The first eco-label was initiated in Germany, in 1977, with intention to promote environmental 
consumerism (Rahbar & Abdul Wahid, 2011; Reisch, 2001). The labels have been said to be a 
way for producers to govern the segment of green consumers (Blend & Ravenswaay, 1999). 
Some researchers claim eco-labelling to be a green marketing tool (e.g. D’Souza, Taghian & 
Lamb, 2006; Rahbar & Abdul Wahid, 2011) while others define it as a means to inform 
consumer, foster more sustainable consumption patterns and in the long run reduce the 
environmental footprint (Sitarz, 1994). Further, eco-labels have been said to be an incentive for 
companies to environmentally adapt their products, as well as production, to fulfil expectations 
from consumers and other stakeholders (Naturskyddsföreningen, 2020a). Moreover, eco-labels 
has been studied in relation to many different product categories in the past, including fashion, 
transport and food (e.g. Folkvord, Veltri, Lupiáñez-Villanueva, Tornese, Codagnone & Gaskell, 
2020; Grunert, 2011; Kang, Liu & Kim, 2013). Further, previous research has examined how 
eco-labels affects consumer behaviour. One of the most studied areas is the role and the 
effectiveness of eco-labels when it comes to influencing consumption patterns (Testa et al., 
2015). It has been claimed that some people use eco-labels as a criterion during purchase 
decisions and that lack of knowledge about organic products can be a constraint (Klöckner & 
Ohms, 2009). 
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Previous studies have also examined the reason as to why consumers would choose eco-labelled 
products over unlabelled products (Brécard, Hlaimi, Lucas, Perraudeau & Salladarré, 2009; 
Loureiro, McCluskey & Mittelhammer, 2001; Perrini, Castaldo, Misani & Tencati, 2010), as 
well as different ways to make eco-labels more effective (Rahbar & Abdul Wahid, 2011). 
Factors such as consumer knowledge, motivation, expertise, peer influence and norms have 
been claimed to influence how fast consumers adopt eco-labels (Göçer & Oflaç, 2017). It has 
further been stated that eco-labels do not guarantee an environmental identity of products, nor 
is it a guarantee to change attitudes and purchases intention toward more sustainable 
consumption among consumers (Göçer & Oflaç, 2017). 
  
Moreover, the number of eco-labels that appear on the market today have been said to 
overwhelm and confuse consumers due to the unclarity in their differences (Baker & Miner, 
1993; Brécard, 2017; Eden, 1994; Erskine & Collins, 1997). Further, it has been suggested that 
markets with free entry, such as the FMCG market, tend to contain too many labels, making the 
quality of the labels questionable as well as unclear (OECD, 2016). Hence, some consumers 
find eco-labels hard to understand (D’Souza, Taghian & Lamb, 2006). Similarly, 
Naturskyddsföreningen (2020a), the largest environmental organisation in Sweden, states that 
the number of different eco-labels used on the Swedish market can be confusing. The 
organisation claims, however, that the number of labels is of benefit as the different labels 
support one another. Simultaneously, 66% of consumers opine the number of eco-labels on the 
market to be redundant and 71% consider information about the different labels to be 
insufficient (Riksdagen, 2016). Hence, there seems to be a prevailing information asymmetry 
on the market today.  
 
There are several eco-labels on the Swedish market today. The Swedish government is 
responsible for Svanen and EU Ecolabel (Svanen, 2020a). The labels are non-profit with the 
mission to achieve a well-functioning consumer market and environmentally, socially and 
economically sustainable consumption (Svanen, 2020a). Bra Miljöval is another non-profit 
organisation with a similar agenda. The three mentioned labels aim to reduce the overall 
environmental footprint (Naturskyddsföreningen, 2020b). Moreover, KRAV and EU Organic 
Label are two labels for ecological food, which ensures consumers that the food has been 
produced without chemical pesticides or artificial fertilisers, and with care for animals and 
nature (Naturskyddsföreningen, 2020a). Indifference from the other mentioned labels, KRAV is 
a profit-making company (Naturskyddsföreningen, 2020a). The profit goes to educating 
consumers about the eco-label, with the aim of increasing the sales of KRAV labelled goods 
(Naturskyddsföreningen, 2020a). 
 
It has been stated that consumers are the key drivers to change and that consumers need to be 
informed and engaged in the conversation, as an effective driver in change requires knowledge 
(Askew, 2018). How and to what extent the eco-labels communicate with consumers varies 
among the different labels. One of few examples includes Svanen’s campaign in 2015, with the 
slogan “Rädda världen lite grann varje dag” which translates to “Save the world a little every 
day” (Svanen, 2020b). The campaign gained great response among Svanen licenced companies 
as well as among consumers who appreciated the message (Svanen, 2020h). The association of 
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Svanen as a good choice for the environment increased with 20% (Svanen, 2015) and the 
campaign increased purchase intention of Svanen labelled products among one-quarter of a 
million Swedish consumers (Sifo, 2015). 
  
Another, maybe more known advertising effort is the annual initiation by the Rainforest 
Alliance, that goes by the name “Follow the frog” (Askew, 2018). The essence is to inform 
consumers that they do not have to go to the end of the Earth to save the rainforest, all they 
have to do is to follow the eco-label (Rainforest Alliance, 2020Y). The objective of the 
campaign is, according to Rainforest Alliance (2017) to build brand awareness and activate 
consumers. The campaign has gained great recognition and reached millions of people across 
the world over the years. In fact, in 2019 the campaign resulted in 1.5 million Instagram 
impressions and 304 thousand impressions on Facebook (Rainforest Alliance, 2019). 
 
Moreover, it is not only in the interest of NGO’s and licenced companies to influence consumers 
toward a more sustainable lifestyle. It also lies in the interest of authorities to improve 
consumption patterns in society (Regeringskansliet, 2019). Konsumentverket is the authority 
for consumer issues in Sweden (Konsumentverket, 2019), which, among other things, provide 
consumers with independent information about eco-labelling (Riksdagen, 2016). This 
information is accessible through online platforms (Riksdagen, 2016). In fact, it seems as if 
consumers on the Swedish market are expected to find information regarding eco-labels 
themselves to a high degree.  

2.2.1 Eco-labels Effect on Green Purchase Intention 

In this thesis, we have defined green purchase intention as “the probability and willingness of 
a person to give preference to products having eco-friendly features over other traditional 
products in their purchase consideration” (Rashid, 2009, p. 134). This conceptualisation and 
definition of Rashid (2009) are stated to fully grasp the meaning of purchase intention in the 
context of eco-labels and sustainable consumption. Moreover, this definition has been used by 
other researchers when defining green purchase intention (e.g. Kong, Harun, Salong & Lily, 
2014; Mei, Ling & Piew, 2012). Thus, the term purchase intention will henceforth refer to green 
purchase intention, in accordance with the above-stated definition.   
 
Some studies claim eco-labels to have a significant influence on purchase intention while others 
do not (e.g. Kong et al., 2014; Sharaf, Md Isa & Al-Qasa, 2015; Hwang, Park & Kim, 2016). 
Hence, it seems as if there is no clear consensus established. For example, Sharma and 
Kushwaha (2019) examined information through eco-labels and reliability in eco-labels. 
Similarly, Rashid (2009) examined eco-labels in terms of information about the labels as well 
as consumers awareness, and both studies found that purchase intention of green products is 
influenced by eco-labels. Thus, purchase intention seems to be dependent on how well informed 
and aware consumers are about the labels, as well as their reliance towards them. Another 
important factor when purchase intention is being shaped is consumers understanding of eco-
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labels, which is presented by Kong et al. (2014). In other words, when consumers understand 
eco-labels and their meaning, they are more willing to purchase these products.  
 
Contrary to Rashid (2009), Mei, Ling and Piew (2012) conducted a study within the same 
context and found awareness and acceptance of eco-labels and green purchase intention not to 
be significant. Hence, despite consumers awareness and acceptance of eco-labels, the purchase 
intention may not increase. Moreover, Hwang, Park and Kim (2016) reviewed reliability, 
usefulness and benefits information regarding eco-labels and state that eco-labels effect on 
purchase intention is, and remains, unclear. Further, the authors claim that only those who 
identify themselves as eco-friendly consumers and are highly environmentally aware consider 
eco-labels in their purchase. The authors also emphasise the need for convincing less aware 
consumers to purchase eco-labelled products to increase sustainable consumption. Similarly, 
Sharma and Kushwaha (2019) suggest that eco-labels mainly influence those who are 
concerned about the environment, since they are more aware of the labels.   
 
One of the factors that influence purchase intention of eco-labels is consumers attitude (e.g. 
Chang, Tsai & Huang, 2019; Nhu, My & Thun; 2019; Hasnain, Raza & Qureshi, 2020). Other 
factors influencing purchase intention and environmentally friendly behaviour include 
subjective norms, pressure from the society (Mei, Ling & Piew, 2012; Sharaf, Md Isa & Al-
Qasa, 2015), consumers perceived behavioural control (Godin & Kok, 1996), consumers 
knowledge in eco-labels (Taufique, Vocino & Polonsky, 2017) and consumers trust in eco-
labels (Nhu, My & Thu, 2019). 

2.2.2 Consumer’s Knowledge in Eco-labels  

Knowledge can be defined in several ways and in this thesis, we are referring to eco-label 
knowledge as the subjective knowledge that a consumer has about eco-labels and its meaning. 
Park and Lessig (1981) categorised two types of knowledge; what someone thinks he or she 
knows, and what he or she actually knows. In other studies, these categorisations are called 
subjective and objective knowledge (Brucks, 1985; Flynn & Goldsmith, 1999; Han & Stoel, 
2016). Compared to objective knowledge, subjective knowledge is a stronger motivation for 
purchase-related behaviour (Selnes & Grønhaug, 1986; Flynn & Goldsmith, 1999). Moreover, 
it is more positively related to environmentally friendly behaviour (Ellen, 1994), and according 
to Amyx (1994) a better predictor of purchase intention of ecological products (cited in Barber, 
Taylor & Strick, 2009). Additionally, subjective knowledge is closely related to the marketing 
of green products (Barber, Taylor & Strick, 2009).  
 
According to Alba and Hutchinson (1987), subjective knowledge is reflected by purchase 
confidence. Hence, the more subjective knowledge one has, the more purchase confidence one 
gains (Chiou, 1998; Jin & Han, 2014). Further, Alba and Hutchinson (1987) claim confidence 
to generally be an indicator of one’s actual knowledge. Similarly, it is shown that an 
individual’s belief of its knowledge reflect, and is positively related to, what they actually know 
(Forbes, Cohen and Dean, 2008; Pieanak, Aertsens & Verbeke, 2010). Hence, subjective 
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knowledge can be seen as an indicator of consumer knowledge. Since subjective knowledge is 
more related to sustainable behaviour and a better predictor of purchase intention for ecological 
products than objective knowledge (Ellen, 1994; Barber, Taylor & Strick, 2009), this thesis will 
examine consumers subjective knowledge about eco-labels and not touch upon objective 
knowledge.  
 
Consumer knowledge of products categories is important in several ways, both for marketing 
practitioners and when theorising consumer behaviour (Flynn & Goldsmith, 1999). There is 
extensive research on how knowledge affects sustainable consumption behaviour, and different 
types of knowledge concerning consumer behaviour have been analysed. Previous research has 
frequently examined environmental and sustainability knowledge (e.g. Chen, Chen & Tung, 
2018; Heeren, Singh, Zwickle, Koontz, Slagle & McCreery, 2016; Kaiser, Ranney, Hartig & 
Bowler, 1999), knowledge in organic food (Aertsens, Mondelaers, Verberke, Buysse & Van 
Huylenbroeck, 2011) and production standards (Daugbjerg et al., 2014). Moreover, previous 
studies on eco-labels have focused on consumers understanding and reliance toward eco-labels 
in general (Taufique, Vocino & Polonsky, 2017) and how consumers value eco-labelled 
products and their purchase of them (Steinhart, Ayalon & Puterman, 2013). However, the 
research on eco-labels and consumer knowledge is scarcer (Taufique, Vocino & Polonsky, 
2017) and more research on how and if eco-labels influence and affect consumers to behave 
more sustainably is therefore needed (Testa et al., 2015).  
 
Previous research of consumer knowledge in eco-labels and purchase intention have shown 
inconsistent results. Sharma and Kushwaha (2019), states that knowledge in eco-labels is a 
central aspect regarding the eco-label concept since labels are supposed to help consumers 
understand the actual purpose of the product. Since consumers understanding of the labels and 
its meaning are stressed, it is argued that knowledge of eco-label standards is a precondition for 
adopting a sustainable purchasing behaviour and purchasing green products (Daugbjerg et al., 
2014). Similarly, Taufique, Vocino and Polonsky (2017) state that consumers with deeper 
knowledge are seen to be more inclined to behave more sustainably. In line with this, a survey 
conducted by Manget, Roche and Münnichat (2009) showed that lack of awareness in products 
is one of the main barriers when it comes to purchasing environmentally friendly food. 
McEachern and Warnaby (2008) examines the role of eco-label knowledge in organically 
labelled meat purchasing and found that knowledge in labels significantly influenced the 
purchase intention. Further, they state that consumer awareness plays a central role in 
consumers knowledge about organic labels. In other words, the more environmentally aware 
consumers are, it is more likely to know the labels.  
 
On the contrary, Göçer and Oflaç (2017) state that environmental knowledge only is a medium-
level predictor of consumer behaviour and even if consumers possess a high level of knowledge, 
they do not necessarily behave and consume thereafter. Subsequently, Rahbar and Abdul Wahid 
(2011) claim recognition and knowledge about eco-labels not to be sufficient in order to lead 
to green purchases. They argue that it is not reasonable to claim that knowledge itself makes 
consumers more prone to engage in specific behaviour. 
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2.2.3 Consumer’s Trust for Eco-labels 

As trust is a broad term, it needs to be defined. Trust has been defined several times in previous 
research (e.g. Garbarino & Johnson, 1999; Taufique et al., 2014; Taufique, Vocino & Polonsky, 
2017). A common theme in these definitions is the consumer’s expectation on the other party 
to have integrity and be reliable (Morgan & Hunt, 1994), as well as fulfil their obligations 
(Dwyer, Schurr & Oh, 2018; Hagen & Choe, 1998; Perrini et al., 2010). In accordance with 
these definitions, in this thesis, we are referring to eco-label trust as consumers’ confidence in 
the eco-labels reliability and ability to fulfil obligations. 
 
Consumer trust has always been an important factor in marketing and management research 
(Garbarino & Johnson, 1999; Taufique et al., 2014). Further, consumer trust has a powerful 
impact on both attitude and behaviour in the marketplace (Atkinson & Rosenthal, 2014). The 
power lies in the fact that if there is no trust among consumers, they will be less inclined to 
either adopt a positive attitude towards the product or purchase it (Carrete et al., 2012; Kangun, 
Carlson & Grove, 1991; Taufique et al., 2014).  
 
There is and has been, a generally low level of trust towards eco-labels (Carrete et al., 2012). 
Sharma and Kushwaha (2019) state that eco-labels are faced with adversities such as lack of 
trust and scepticism towards them. Moreover, when adopting environmentally friendly 
behaviour in general, such as purchasing sustainable products or engaging in typical 
environmentally friendly behaviour, consumers can feel uncertainty (Carrete et al., 2012). 
According to Carrete et al. (2012), this can depend on an existing lack of credibility and trust 
towards the behaviour or to the one claiming one should adopt this behaviour. It is reasonable 
to question why this mistrust and uncertainty have risen. According to Wong, Turner and 
Stoneman (1996), it can be due to early misleading marketing activities of environmentally 
friendly products in the early 1990s, which created a decreasing level of credibility toward these 
types of products. This type of claim has been supported by several other studies (e.g. Bray, 
Johns & Kilburn, 2011; D’Souza et al., 2007; Daugbjerg et al., 2014; Peattie, 2001). More 
recent research also states that some environmentally friendly products are detracted by both 
unsupported green claims (Wong, Hsu & Chen, 2018) and scandals (Choi & Johnson, 2019). 
Thus, there is still scepticism among consumers toward products claiming to be 
environmentally friendly (Nuttavuthisit & Thøgersen, 2017).  
 
The main function of eco-labels is to increase purchase intention (Sharma & Kushwaha, 2019; 
Taufique et al., 2014), which is achieved by increasing the level of trust for the eco-label (Potts 
and Haward, 2007). Taufique et al., (2014) claim that consumer trust is particularly important 
for eco-labelled food since it is hard to prove if the claims the label make are true. Similarly, 
researchers identify and uphold trust in eco-labels as a prerequisite for eco-labelled food to be 
successful (Daugbjerg et al., 2014; Sharma & Kushwaha, 2019; Taufique et al., 2014; Testa et 
al., 2015). Thus, trust is one of the main barriers when purchasing environmentally friendly 
products (Carrete et al., 2012). Previous research has found trust to be a determinant for green 
purchase intention (Ajzen, 1995; Giantari, Zain, Rahayu & Solimun, 2013; Terengganga et al, 
2013). Terenggana, Supit & Utami (2013) found trust to be a central point and an important 
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factor in determining purchase intention in the context of environmentally friendly air 
conditioners. Further, the author states that communication of the products and focus on after-
sales relations increase trust which in turn, make consumers more inherent to re-purchase. 
Similarly, Giantari et al. (2013) found purchase intention to increase among consumers trusting 
a company. Nevertheless, some studies have found trust not to be significant with purchase 
intention, and stated trust not to affect purchase intention due to lack of information, 
understanding and availability of green products, as well as consumers scepticism towards these 
products (Karatu & Mat, 2015; Rashid, Jusoff & Kassim, 2009). Moreover, it has also been 
found that the level of trust toward eco-labels differ across countries (Daugbjerg & Sønderskov, 
2012; Soyez, Francis & Smirnova, 2012).  
 
Even if the general mistrust toward eco-labels and overall environmentally friendly products 
still occur, research has found third-party labels and labels certified by public authorities to be 
more trusted than private held labels (Darnall, Ji & Vázquez-Brust, 2018; Janssen & Hamm, 
2011; McCluskey, 2000; Thøgersen, 2000). Another way to increase trust in eco-labels is, 
according to Teisl, Rubin and Noblet (2008), to educate consumers about the labels and its 
meanings. This will likely lead to both more recognition and acceptance of the labels (Testa et 
al., 2015). Besides consumer education about eco-labels, consumers education level can also 
play a role in trusting labels and have a general impact on environmentally friendly behaviour 
(Testa et al., 2015; Teisl, Rubin & Noblet, 2008). This is since consumers with higher education 
are more inclined to trust eco-labels (Tiesl, Rubin & Noblet, 2008).  
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2.3 Summarising previous research and the novelty of 
our thesis 

Table 2.3.1 Literature Matrix 
 
 

Title & Author  Key words Purpose Research design & 
Sample  

Key findings  

 Why do consumers 
respond to eco-labels? The 
case of Korea (Hwang, 
Park & Kim, 2016) 

Eco-labels; Purchase 
behaviour; Consumer 
preference; 
Awareness 

To analyse consumer 
preference of two 
Korean eco-labels in 
terms of individual 
and private values. 

Structural equation 
modelling. E-mail 
survey with 200 
respondents. 

Only consumers who 
identify as environmentally 
friendly consider eco-labels 
in their purchase. Eco-labels 
effect on consumer 
behaviour remains unclear.   
 

Eco-labels: A tool for 
green marketing or just a 
blind mirror for consumers 
(Sharma & Kushwaha, 
2019) 

Eco-labels; Green 
marketing tool; 
Communication; 
Understanding; Green 
purchase intention 

Aims to establish a 
relation between 
consumer knowledge, 
trust and information 
on purchase intention. 
 

Structural equation 
modelling. Survey with 
506 respondents. 

Consumer knowledge is a 
result of communication 
about eco-labels, which in 
turn affect trust and purchase 
intention. 

 
 

Investigation of green 
marketing tools' effect on 
consumers' purchase 
behaviour (Rahbar & 
Abdul Wahid, 2011) 
 

Eco-labels; Green 
marketing tools; 
Purchase behaviour; 
Environmentally 
friendly products 

To distinguish the 
effect of green 
marketing tools on 
consumer’s purchase 
behaviour.  

Factor analysis, multiple 
regression and 
Cronbach’s alpha.  
250 survey respondents 
from the Penang 
population.  
 

Consumer knowledge of 
eco-labels do not influence 
purchase intention.  

Improving Eco-labelling as 
an Environmental Policy 
Instrument: Knowledge, 
Trust and Organic 
Consumption (Daugbjerg 
et al., 2014) 

Eco-labelling; 
Organic food; Trust; 
Knowledge 

To determine whether 
eco-labels affect 
consumer regardless 
if they have 
knowledge about the 
label and trust it.  

Factor analysis of 
survey responses and 
regression of actual 
food budget of 1475 
Danish households. 

Higher degree of knowledge 
and trust in eco-labels will 
increase intention to 
purchase organic food.  

The influence of eco-label 
knowledge and trust on 
pro-environmental 
consumer behaviour in an 
emerging market 
(Taufique, Vocino & 
Polonsky, 2017) 

Consumer behaviour; 
Eco-label; 
Knowledge; 
Marketing 
communication; Pro-
environmental; Trust  

To combine 
consumers knowledge 
and trust to assess 
how this affect 
consumers to behave 
environmentally 
friendly.  
 

Structural modelling. 
Qualitative interviews 
with 14 respondents and 
a survey with 370 
respondents.  

Knowledge about the 
environment is positively 
related to attitude, which in 
combination with trust 
affects consumer behaviour. 

 
 

Eco-Labeling Perspectives 
amongst Malaysian 
Consumers (Rashid, Jusoff 
& Kassim, 2009) 

Eco-label; 
Environmental 
attitude; Trust; 
Knowledge of 
environmental issues 

Examines the role of 
trust in eco-label and 
its influence of choice 
of products when at 
time for purchase.  

Regression analysis. 
Random selection of 
526 respondents from 
employees of 
organisations that has 
adopted ISO-standards.  
 

Trust in eco-labels is not 
enough and need to be 
supplemented with 
understanding of the label.  

Effect of Value, Consumer 
Trust and Attitudes 
Towards Intention Buy 
Environmentally Friendly 
Air Conditioners Product 
in South Sumatera 
(Terenggana et al., 2013)  
 

Individualism/collecti
vism value; 
Consumer trust; 
Attitudes; Purchase 
intention; 
Environmentally 
friendly product  

To see how purchase 
intention is affected 
by consumers trust, 
attitude and value 
have on purchase 
intention.  

Structural equation 
modelling, with a 
sample size of 167 
respondents.  

Consumer trust is an 
important and central 
component which influence 
consumers attitude, and 
purchase intention.  

Why Eco-labels can be 
Effective Marketing Tools: 
Evidence from a Study on 
Italian Consumers (Testa 
et al., 2015)  

Ecological behaviour; 
Eco-label; Green 
Consumer; Green 
marketing  

To assess whether 
consumer knowledge 
and awareness of eco-
labels environmental 
impact influence 
sustainable behaviour.  
 

Exploratory factor 
analysis. 2658 
respondents from an 
online questionnaire.  

Perceived behavioural 
control is significantly 
influenced by eco-labels. 
Trust can increase attitudes 
which creates possibilities 
for retailers to benefit from 
this.  
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The literature matrix above summarises some of the important insights from the literature 
review and highlight some of the strongest arguments for justifying this study. The literature 
review regards sustainable consumption within the FMCG sector, and how consumers 
knowledge and trust in eco-labels can affect purchase intention of eco-labelled food, expose 
some areas that have not yet been explored. While there is extensive research on eco-labels in 
general, few have examined how the variables consumer knowledge and consumer trust in eco-
labels can affect purchase intention. Further, both Daugbjerg et al. (2014) and Taufique, Vocino 
and Polonsky (2017) state that there is scarce literature on how trust and knowledge impact 
purchase behaviour, and Göçer and Oflaç (2017), has claimed that there is need for more 
research on what impact eco-labels have on consumption. 
 
Moreover, previous research has shown variation in trust in eco-labels across countries 
(Daugbjerg & Sønderskov, 2012) and even if trust is shown to be important for eco-labels to be 
successful (Daugbjerg et al., 2014; Sharma & Kushwaha, 2019; Taufique et al., 2014; Testa et 
al., 2015), there is still a widespread mistrust towards the labels (Carrete et al., 2012). 
Inconsistent results regarding how knowledge influence purchase intention of environmentally 
friendly green products has been presented. The lack of consensus can be summated as there is 
no certainty that knowledge itself is a determinant of purchase intention (e.g. Daugbjerg et al., 
2014; Göçer and Oflaç, 2017; Rahbar & Abdul Wahid, 2011; Sharma & Kushwaha, 2019). 
Given the above mentioned, it is therefore interesting to examine whether consumers need to 
understand and trust the labels in order for the labels to influence consumers towards more 
sustainable consumption (Grunert, 2011); Daugbjerg et al., 2014; Sharma & Kushwaha, 2019). 
Or, if the labels act as information symbols rather than labels with specific meaning and hence, 
make consumers purchase them despite having a deeper connection to them (Handelns 
Utvecklingsråd, 2015).  
 
After examining literature regarding the relationship between eco-labels and purchase intention 
in general, as well as consumers eco-label knowledge and eco-label trust in general it is clear 
that there is a lack of consensus in the literature. The most prominent inconsistency has been 
presented to lie in whether eco-label knowledge and eco-label trust influence purchase 
intention, and whether eco-labels, in general, are related to purchase intention. The lack of 
consensus in the literature can potentially be due to the complexity of the relationships between 
eco-labels and purchase intention, and other factors influencing this relationship. Purchase 
intention is in the scope of consumer behaviour (Ajzen, 1991), which is a complex phenomenon 
to unravel (Arenas-Gaitán, Sanz-Altamira & Ramírez-Correa, 2019). The complexity lies in the 
various dimensions of consumer behaviour, such as consumers attitude toward a specific 
behaviour, the pressure they feel towards engaging in the behaviour, as well as their sense of 
control towards carrying out this specific behaviour (Sun, 2019). Can it be possible that this 
complexity in behaviour can explain the lack of consensus in the literature regarding eco-label 
knowledge, eco-label trust and purchase intention? Further, it has been stated that using eco-
labels on products do not act as a guarantee for the product to be perceived as sustainable, green 
identity nor to automatically change consumers purchase intention towards the product in 
question (Göçer & Oflaç, 2017). With this in mind, we wonder if this may be due to a lack of 
trust and knowledge. 



 

 18 

 
Moreover, Sharma and Kushwaha (2019) who researched the role of eco-labels as a green 
marketing tool by looking at consumer knowledge and trust, suggested examination of the 
FMCG market for future research. Further, there is no extensive research on knowledge of, and 
trust in, eco-labels within the Swedish FMCG market, and sustainability issues are generally 
seen as important in Sweden. Thus, the Swedish market and the context of FMCG was regarded 
as relevant for further investigation and hence chosen for this thesis.  
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3 Theoretical framework and hypotheses 

This chapter outlines the theoretical framework this thesis builds on. From this and the 
previous literature review, the hypotheses and conceptual framework for this thesis are 
developed and presented.  

3.1 Theory of Planned Behaviour and green 
consumption 

The Theory of Planned Behaviour (TPB), developed by Ajzen (1991), is a widely used theory 
to predict behavioural intention (e.g. Chang & Watchravesringkan, 2018; Chekima, Wafa, Igau, 
Chekima & Sondon Jr, 2016; Fielding, McDonald & Louis, 2008; Genevie, Unkgu, Fatimah, 
Samuel, Nuzul, New & Son, 2019; Judge, Warren-Myers & Paladino, 2019). The theory is an 
extension of the Theory of Reasoned Action, developed by Fishbein and Ajzen in 1975 (Ajzen, 
1991). TPB explains how an individual’s intention to perform a specific behaviour can be 
predicted from three dimensions; their attitude towards the behaviour, subjective norms 
connected to the behaviour, and perceived behavioural control towards the specific behaviour 
(Ajzen, 1991).  
 
Attitude is the first dimension of the TPB-framework, which reflects the consumer’s own 
opinion about a specific behaviour and whether it has a positive or negative impact on 
themselves (Ajzen, 1991). In other words, an individual’s attitude towards a specific behaviour 
is dependent on the individual’s perceived outcome of the behaviour in question. If the 
perceived outcome is seen valuable, beneficial or a good thing, the individual will form a good 
attitude and is more likely to engage in the specific behaviour (Hayden, 2013). Further, attitudes 
are most often formed based on past experiences or other internal factors (Bang, Odio & Reio, 
2014). Previous research has proven attitude to be a strong predictor of purchase intention of 
environmentally friendly products (Al-Swidi et al., 2014; Semeijn, Gelderman, Schijns & van 
Tiel, 2019). 
 
The second dimension of the theory is subjective norms, which according to Ajzen (1991), are 
the perceived social pressure whether one should perform a behaviour or not. Moreover, 
subjective norms are dependent on how much one cares about the approval and opinions of 
referent individuals and groups (Ajzen, 1991). Even though many cares about the opinions of 
others, personal considerations tend to have a greater impact than perceived social pressure 
(Ajzen, 1991). The majority of previous research have shown that subjective norms positively 
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affect purchase intention when it comes to pro-environmental behaviour (Kun-Shan, Wu & 
Teng, 2011; Thøgersen & Ölander, 2006; Yadav & Pathak, 2017). However, some studies have 
proven subjective norms not to be a predictor of green purchase intention (e.g. Paul, Modi & 
Patel, 2016).  
  
The third dimension of the theory is perceived behavioural control, which refers to one’s 
perceived difficulty or eases to perform a given behaviour (Ajzen, 1991). According to Ajzen 
(1991), perceived control varies across situations and is highly dependent on past experiences 
and obstacles. The author claims that to behave in a certain way, one needs to have the 
opportunity and resources to do so. This has been exemplified with perceived inconvenience, 
skills, financial cost and cost of time (Barbarossa & De Pelsmacker, 2016; Wang, Liu & Qi, 
2014). Furthermore, one’s behaviour is influenced by confidence regarding the ability to 
perform a certain task (Ajzen, 1991). For example, if two individuals are equally concerned 
about the environment and both want to contribute to a better tomorrow, the person who is 
confident that sustainable consumption will have an impact on the environment is more likely 
to engage in sustainable consumption than the person in doubt. Ajzen (1991) claims that the 
more resources and opportunities we believe we possess, and the fewer obstacles we encounter, 
the greater the perceived control over a certain behaviour. Furthermore, the author claims 
perceived behavioural control not to be realistic when scarce information is given. Previous 
research has presented different results regarding perceived behavioural control affect green 
purchase intention or not. While some researchers claim the relationship to be positive and 
significant (Nhu, My & Thu, 2019; Wang, Liu & Qi, 2014), others found perceived behaviour 
control and purchase intention for green products not to be related (Arvola et al., 2008). 
  
Since TPB is a widely used theory, its successfulness in predicting and explaining behaviour 
has been widely studied. The strongest predictor has shown to be an individual's perceived 
behavioural control, whereas subjective norms has shown to be the weakest (Godin & Kok, 
1996). Armitage & Conner (2001), propose that TPB can explain 39% of the variance in 
behavioural intentions. Similarly, Sutton (1998) reviewed TPB and found the model to explain 
40-50 % of variance in intentions. According to Ajzen (1991), it is possible that the different 
factors of the model can differ in importance, depending on what domain is being examined.   
  
Although the TPB model assumes that attitude, subjective norms and perceived behavioural 
control determine behavioural intention (Ajzen, 1991), several studies have shown that factors 
outside the model also influence intentions (e.g. Armitage & Conner, 2001; Donald, Cooper & 
Conchie, 2014). This have led to researchers adding more domain-specific factors to the model 
in order to measure intention toward a behaviour within specific domains in a more certain way 
(Yang, Li & Zhang, 2018). In this thesis, we are extending the TPB by adding the concept of 
eco-label knowledge and eco-label trust to see whether the dimensions of TPB mediates the 
relationship between the extended variables and purchase intention of eco-labelled food.   
  
TPB has been widely used in previous research aiming at explaining sustainable behaviour (e.g. 
Blazquez, Henniger, Alexander & Franquesa et al., 2020; Chen & Peng, 2012; Read, Brown, 
Thorsteinsson, Morgan & Price, 2013) and green consumption (e.g. Chekima et al. 2016; Choi 
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& Johnson, 2019; Paul, Modi & Patel, 2016). For example, Cheng and Peng (2012) examined 
how knowledge in green hotels affect behaviour among tourists, and Blazques et al. (2020) 
examined the role of knowledge in sustainable fashion consumption through the lens of TPB. 
Further, green product consumption has been studied regarding hedonic motives and purchase 
intention (Choi & Johnson, 2019), as well as premium price and demographics effects on 
purchase intention (Chekima et al. 2016). As seen, the TPB framework is widely used and can, 
therefore, be seen as a suitable choice for analysing how knowledge of, and trust in, eco-labels 
affect purchase intention of eco-labelled food. 

3.2 Hypotheses formulation  

3.2.1 Eco-label knowledge 

Knowledge has been proved to be a determinant for purchase intention in various research areas 
(e.g. Daugbjerg et al., 2014; Kanchanapibul, Lacka, Wang & Chan, 2014; McEachern & 
Warnaby, 2008; Sharma & Kushwaha, 2019; Taufique, Vocino & Polonsky, 2017). At the same 
time, some other studies have proved the relationship to be insignificant and that knowledge 
does not necessarily lead to green purchase behaviour (Göçer & Oflaç, 2017; Rahbar & Abdul 
Wahid, 2009). Hence, there is an inconsistency among the results regarding the relationship 
between knowledge and purchase intention. Thus, it seems as if something is mediating this 
relationship. 
  
As far as we are aware, eco-label knowledge and purchase intention have not been researched 
extensively through the lens of the Theory of Planned Behaviour. Accordingly, the dimensions 
of TPB will be used as mediators in this thesis which enables us to examine whether attitude, 
subjective norms and perceived behavioural control mediates the relationship between eco-
label knowledge and purchase intention.  
 
Previous research has proved attitude to have a mediating effect on the relationship between 
ecological knowledge and purchase intention (Chan, 2001; Kang, Liu & Kim, 2013). In line 
with this, Berger, Ratchford and Haines (1994) as well as Han and Stoel (2016) state that 
consumers subjective knowledge influence their attitude and hence, a higher level of knowledge 
will increase their attitude toward the specific behaviour. Put differently, increased knowledge 
tends to have a positive impact on attitudes (Rapeli, 2014). Further, Al-Swidi et al. (2014), 
states attitude to be a strong predictor of purchase intention. In other words, and extended to 
our study, increased knowledge in eco-labels should improve attitude and hence, purchase 
intention. Accordingly, we hypothesise: 
 
H1a: There is a positive indirect relationship between eco-label knowledge and purchase 
intention of eco-labelled food, via attitude towards eco-labels.  
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Kang, Liu and Kim (2013) found subjective norms to have a mediating effect when examining 
knowledge in sustainable apparel and purchase intention. Moreover, the authors stated the 
direct effect between consumer knowledge and subjective norms to be significant. Further, 
Yadav and Pathak (2017) found that subjective norms positively affect purchase intention in 
the context of sustainable behaviour. Differently put, increased knowledge in eco-labels should 
affect subjective norms and hence, purchase intention. Thus, we hypothesise: 
 
H1b: There is a positive indirect relationship between eco-label knowledge and purchase 
intention of eco-labelled food, via subjective norms regarding eco-labels.  
  
Previous research has found perceived behavioural control to mediate the relationship between 
consumer knowledge and purchase intention (Kang, Liu & Kim, 2013). Further, Kang, Liu and 
Kim (2013) found a direct relationship between consumer knowledge and perceived 
behavioural control. In line with this, perceived behavioural control has been claimed to be the 
strongest predictor of purchase intention (Godin & Kok, 1996). Moreover, knowledge is proven 
to make people more assured regarding their judgement (Berger, Ratchford & Haines, 1994) 
and thus, absence of knowledge is one of the main barriers toward engaging in the purchase of 
green products (Manget, Roche & Münnich, 2009). By increasing consumers knowledge in 
specific products, it is possible to evaluate and predict purchase intention, since known products 
are not perceived as equally risky (Berger, Ratchford & Haines, 1994). Extended to this study, 
and put in other words, by increasing consumers knowledge in eco-labels it should be possible 
to make consumers feel more control towards purchasing eco-labelled food and hence, increase 
purchase intention. Accordingly, we hypothesise: 
 
H1c: There is a positive indirect relationship between eco-label knowledge and purchase 
intention of eco-labelled food, via perceived behavioural control towards eco-labels. 

3.2.2 Eco-label trust  

Trust has been proven to be a strong determinant of green purchase intention (Ajzen, 1995; 
Giantari, Zain, Rahayu  & Solimun, 2013; Terenggana, Supit & Utami, 2013). Some scholars 
have contradictory claimed that the relationship between brand trust and purchase intention is 
insignificant (Karatu & Mat, 2015). However, the majority of the findings of previous research 
regarding consumer trust support the claim that trust is a strong determinant of purchase 
intention (e.g. Nhu, My & Thu, 2019; Perrini et al., 2010; Rahbar & Abdul Wahid, 2011). 
Hence, there is an inconsistency in the results regarding the relationship between trust and 
purchase intention. Thus, it seems as if something is mediating this relationship. 

As far as we are aware, there is no extensive research on eco-label trust and purchase intention 
through the lens of the Theory of Planned Behaviour. Hence, the theory will be used as a 
mediator to examine whether attitude, subjective norms and perceived behavioural control 
mediate the relationship between consumers trust in eco-labels and purchase intention.  
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Previous studies have proven trust to affect attitude (Amaro & Duarte, 2016; Atkinson & 
Rosenthal, 2014; Chang, Tsai & Huang, 2019; Ricci, Banterle & Stranieri, 2018). For example, 
Amaro and Duarte (2016), found attitude to have a mediating effect on trust and purchase 
intention in the context of purchase travel online. This is also supported by the study of Ricci, 
Banterle & Stranieri (2018), who found trust to positively affect attitude towards purchase 
intention of eco-friendly food. These findings imply that consumer trust in a more general 
context has proved to have a positive effect on attitude, and in turn purchase intention. We 
argue that it is possible to extend the same reasoning to our study. In other words, increased 
trust should affect consumers attitude and hence, purchase intention. Therefore, we 
hypothesise: 
 
H2a: There is a positive indirect relationship between consumer trust and purchase intention of 
eco-labelled food, via attitude towards eco-labels. 
 
Andorfer and Liebe (2013) found different results for different nationalities when examining 
the impact of trust and social norms on purchase intention of fair-trade products. Further, the 
authors concluded that it is not so much about consumers trust in the products, but rather the 
subjective norms that affect purchase intention of these products. Moreover, Lobb, Mazzocchi 
and Traill (2007) proved the relationship between trust and subjective norms to be positive and 
reciprocal. Similarly, Mei, Ling and Piew (2012) and Sharaf, Md Isa and Al-Qasa (2015) found 
both eco-label trust and subjective norms, as well as subjective norms and purchase intention 
to be related. Applying the above reasoning to our study, it is possible to assume that increased 
trust in eco-labels should affect the impact of subjective norms and hence, purchase intention. 
Thus, we hypothesise: 
 
H2b: There is a positive indirect relationship between consumer trust and purchase intention 
of eco-labelled food, via subjective norms regarding eco-labels. 
 
Kataru and Mat (2015) found perceived behavioural control to have a mediating effect between 
trust and green purchase intention in the context of green purchases in Nigeria. This is supported 
by the study of Hong and Cha (2013), who state trust to reduce risk, which increases perceived 
behavioural control and in turn, enhance purchase intention. This is since the feeling of trust 
reduce suspicion and worries regarding whether the claims and promises that the eco-label 
makes are true (Kee & Knox, 2016) and hence, gives the consumer a sense of control. Put 
differently and applied to the reasoning of our study; increased trust in eco-labels should affect 
perceived behavioural control and hence, purchase intention. Based on this, we hypothesise:  
 
H2c: There is a positive indirect relationship between consumer trust and purchase intention of 
eco-labelled food, via perceived behavioural control towards eco-labels. 
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3.2.3 The Moderating Effect of Education Level  

Previous research has shown contradicting results regarding whether education level impacts 
consumer behaviour. Some researchers have shown education level not to have any impact at 
all on consumer behaviour (e.g. Johnston, Wessells, Donath & Asche, 2001; Moon, Florkowski, 
Brükner & Schonhof, 2002). For example, Oates, Young, Hwang and McDonald (2009) 
claimed demographics, such as education level, to have inconclusive results, and Testa et al. 
(2015) did not find education to influence consumer choices towards more green behaviour 
either.  
 
However, the majority of scholars have proved education to have an impact on environmental 
behaviour (e.g. Blomquist & Whitehead, 1998; Darnall, Ponting & Vazquez-Brust, 2012;  Silva 
& Pownall, 2014; Torgler & Garcia-Valinas, 2007). Studies have shown a mere one additional 
year of education to increase environmental behaviour (Meyer, 2015). More specifically, the 
education level has been found to be correlated with purchase of pro-environmental and organic 
food (Zepeda & Li, 2007). For instance, the probability of buying eco-labelled apples has been 
found to increase with higher education (Blend & Ravenswaay, 1999). Moreover, Teisl, Rubin 
and Noblet (2008) found education level, among all other socio-economic variables, to be the 
most influential and important variable when it comes to having environmentally friendly 
attitudes and behaviours. Shen and Saijo (2008) also found higher education to be associated 
with more pro-environmental attitudes. Furthermore, the possibility of trusting eco-labels has 
been shown to increase with the level of education (Teisl, Rubin and Noblet, 2008). Moreover, 
the educational background has been found to have a positive correlation with product 
knowledge (Noviaristanti, Hanafi & Trihanondo, 2020). 

Education level has further been said to impact consumer attitude, knowledge and treatment of 
eco-label information (Brécard et al., 2009). In fact, the level of education has been found to 
moderate the relationship between perceived trust and behavioural intention (Abu-Shanab, 
2011). This as higher education leads to higher concern for the environment among individuals 
and more sustainable behaviour (Meyer, 2015). Further, a key aspect to determine an 
individual's attitude to the environment is their knowledge and understanding of environmental 
issues (Park et al., 2015). It has further been discussed whether education creates control, or if 
individuals choose to get an education because they feel like they have control (Reich & 
Infurna, 2017). In light of this, previous studies have suggested that education affect perceived 
control (e.g. Lachman, Neupert & Agrigoroaei, 2011). In fact, education has been said to shape 
control over one's life and higher education has been claimed to result in more perceived control 
(Mirowsky & Ross, 2007). 

Thus, based on the above-mentioned findings, we hypothesise that consumers with higher 
education have more understanding for environmental issues and therefore sees that 
environmentally friendly behaviour can benefit themselves, and also want others to see them 
do the right thing. Further, we hypothesise that knowledge obtained through education also 
contributes to greater perceived control. Hence, we hypothesise consumers to act accordingly:  
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H3: Education level moderates the relationship between eco-label knowledge and purchase 
intention via the TPB dimensions (attitude, subjective norms and perceived behavioural 
control). 

H4: Education level moderates the relationship between eco-label trust and purchase intention 
via the TPB dimensions (attitude, subjective norms and perceived behavioural control). 

3.3 Summary of Hypotheses 

Table 3.3.1 Summary of hypotheses  

Hypotheses  
H1a There is a positive indirect relationship between eco-label knowledge and purchase intention of eco-

labelled food via attitude towards eco-labels.  
H1b There is a positive indirect relationship between eco-label knowledge and purchase intention of eco-

labelled food via subjective norms regarding eco-labels.  
H1c There is a positive indirect relationship between eco-label knowledge and purchase intention of eco-

labelled food via perceived behavioural control towards eco-labels.  
H2a There is positive indirect relationship between eco-label trust and purchase intention of eco-labelled food 

via attitude towards eco-labels.  
H2b There is positive indirect relationship between eco-label trust and purchase intention of eco-labelled food 

via subjective norms regarding eco-labels. 
H2c There is positive indirect relationship between trust in eco-labels and purchase intention of eco-labelled 

food via perceived behavioural control towards eco-labels. 
H3 Education level moderates the relationship between eco-label knowledge and purchase intention via the 

TPB dimensions (attitude, subjective norms and perceived behavioural control). 
H4 Education level moderates the relationship between eco-label trust and purchase intention via the TPB 

dimensions (attitude, subjective norms and perceived behavioural control). 
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4 Methodology 

In this chapter we explain the choices that have been taken regarding the methodology for this 
thesis. Firstly, we present the research approach, followed by the research design and data 
collection of the study. Further, the quality of the data as well as the data analysis will be 
deliberated. Lastly, ethical considerations will be discussed.  
 

4.1 Research Philosophy and Approach 

Research philosophy relates to how the researcher adopts and sees the world, and should 
support used methods (Saunders, Lewis & Thornhill, 2009). As this thesis is theory-driven, a 
deductive research approach was applied. According to Burns and Burns (2008), deductive 
reasoning begins with an existing theory which hypotheses are built upon. Observations are 
then made to confirm or dismiss the stated hypotheses (Burns & Burns, 2008).  Furthermore, 
as this thesis intends to develop knowledge in the field of sustainable consumption and eco-
labels, ontological and epistemological assumptions were made. These assumptions shaped the 
method, research questions, and how the findings were interpreted (Crotty, 1998).  
 
Ontology concern the nature of reality and existence and raises questions regarding the way 
that the world operates (Saunders, Lewis & Thornhill, 2009). Epistemology, on the other hand, 
cover questions regarding how we know what we know, and is the study of theories and the 
nature of knowledge (Easterby-Smith, Thorpe & Jackson, 2015) The two most common 
approaches of a quantitative study, according to Bryman & Bell (2012), is objectivism ontology 
and positivism epistemology. Hence these approaches were employed for this thesis. 
 
According to Bryman and Bell (2012), objectivism refers to concrete, real processes and the 
ability to see things from an external point of view. We do however realise that a fully objective 
stance is impossible to achieve, as research involve elements of inevitable subjectivity 
(Easterby-Smith, Thorpe & Jackson, 2015). Regardless of this, we have done our best to apply 
as much objectivity as possible and devoid our personal beliefs throughout the study. This was 
done to allow the findings of the study to be as accurate as possible. 

Further, a positivist stance was taken for the issue of this thesis as hypotheses were formulated 
based on existing theory and evaluated by the means of a quantitative survey (Easterby-Smith, 
Thorpe, & Jackson, 2015). In positivism, existing theories are tested in order to develop new 
ones (Easterby-Smith, Thorpe, & Jackson, 2015). Further, positivist epistemology takes on the 
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position that reality is external and objective. The positivist stance believes that reality 
possesses an external existence and can be measured through objective methods, such as 
quantitative ones (Easterby-Smith, Thorpe & Jackson, 2015). Thus, a positivist stance was 
suitable for this thesis. A disadvantage of the positivist epistemology is that it can be inflexible 
and that it may measure aspects that were not intended to be measured (Easterby-Smith, Thorpe 
& Jackson, 2015). However, on the bright side, the positivist stance is characterised as being 
generalisable and time, as well as cost-effective (Easterby-Smith, Thorpe & Jackson, 2015). 
Moreover, positivism is closely related to realism in which only one single truth exists 
(Easterby-Smith, Thorpe & Jackson, 2015). With this thesis, we hope to reveal this truth, 
however, we do realise that there are two sides to every story.  

4.2 Research Design 

We have chosen a quantitative research design for this thesis. While qualitative research design 
tends to provide insights and understanding for a certain problem, quantitative research rather 
seeks to quantify data and perform statistical analyses (Malhotra, 2010). Thus, qualitative 
research design emphasises words whereas quantitative research design emphasises numbers. 
In other words, a quantitative research design looks at whether a phenomenon is occurring or 
not, rather than why, and provides more generalisable results (Easterby-Smith, Thorpe, & 
Jackson, 2015). Further, a quantitative method has the ability to reach many participants and to 
gain a broader view of the topic (Eliasson, 2013; Saunders, Lewis & Thornhill, 2012). As we 
wanted to gain generalisable results and investigate whether eco-label knowledge and eco-label 
trust affect purchase intention of eco-labelled food within the FMCG sector, a quantitative 
research design was chosen.  
 
Moreover, a cross-sectional research design was applied as data was gathered once and 
observations were made at a single point in time (Burns & Burns, 2008). Limitations when 
using a cross-sectional research design include difficulties measuring patterns and processes 
over time (Easterby-Smith, Thorpe & Jackson, 2015). Consequently, changes over time 
regarding eco-label knowledge and eco-label trust was not taken into account in this study. 

4.3 Data Collection 

4.3.1 Data Source  

The data collected for this thesis was primary, as original data was collected especially for this 
research (Malhotra & Birks, 2010). Primary data, in the form of surveys, is the most common 
way of collecting data when conducting quantitative research. Thus, the primary data for this 
thesis was collected through a self-administered completion online survey. Surveys are 
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commonly used and useful means for quantitative studies (Burns & Burns, 2008; Easterby-
Smith, Thorpe & Jackson, 2015; Malhotra, 2010). The survey was made self-completion in 
order to increase the spread and at the same time minimise costs. Furthermore, the survey was 
made online due to, among other reasons, easy accessibility for respondents, the researcher’s 
ability to customise the survey for individual respondents and a dynamic error-checking 
(Easterby-Smith, Thorpe & Jackson, 2015). Another advantage of surveys is that respondents 
are not affected by the way an interviewer is asking questions, hence eliminating interviewer 
bias (Eliasson, 2013). Moreover, this thesis focused on the analysis of primary data, which 
according to Easterby-Smith, Thorpe and Jackson (2015) easily can be gathered through a 
survey.  

4.3.2 Pilot Study  

Preparation before to sending out a survey is important, especially as it is hard to complete 
material afterwards (Eliasson, 2013). Other limitations regarding the means of a survey include 
that there is no follow up on respondents’ answers and that respondents can misunderstand 
questions (Eliasson, 2013). To minimise the risk of the latter, a pilot study was conducted before 
the official data collection was carried out. The pilot study consisted of 4 participants who were 
given a pre-test of the questionnaire. The pilot study was done in order to exclude errors and 
ensure the clarity of the survey (Easterby-Smith, Thorpe & Jackson, 2015). In line with 
Malhora’s (2010) recommendations, the pilot study was less structured, contained more open-
ended questions and target a smaller sample size than the actual survey. Hence, the conducted 
pilot study allowed participants to evaluate survey questions and response options. The 
questionnaire was then adapted and modified concerning aspects mentioned by the participants. 
Thereafter, the official data collection began.  

4.3.3 Sample Selection 

As the study examined the Swedish market, the requirement of being Swedish or permanently 
been living in Sweden for the scope of at least three years was set. Further, the age limit was 
set to 18. Mentioned exclusions were made to ensure a certain level of familiarity of the 
Swedish market and to make responses more representative for the population as a whole. 
Moreover, respondents who answered to the survey in a very rapid speed, as well as responses 
where patterns were found (e.g. all questions were given the same answer), were also excluded 
from the final utilised responses. 
 
The data was collected during April 2020 and convenience sampling was the approach. 
Convenience sampling builds on easy access and convenience and is uncomplicated and low in 
cost as well as time (Burns & Burns, 2008). The main disadvantage of a convenience sampling 
is that participants may be biased as well as belong to a homogeneous group of people 
(Malhotra, 2010). The sampling method is a non-probability sampling method which refers to 
certain people of the population has a zero chance of being included (Easterby-Smith, Thorpe 
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& Jackson, 2015). The method of convenience sampling was however chosen, mainly due to 
the accessibility and the rapidity, since we wanted a large number of participants in a short 
period.  
 
The survey was posted on social media platforms such as Facebook, Instagram and LinkedIn, 
and was shared several times. Thus, leading to a snowball effect to a certain degree as 
subsequent respondents were found through initial participants (Malhotra, 2010). In order to 
reach a wider age range, the survey was posted in different groups on social media with a 
different audience in regard to age, gender, education level and so on. The minimum answers 
aimed for was 200, as a large sample, around this number, provides a more reliable estimation, 
when performing structural equation modelling (Garson, 2016), which is chosen analysis 
method for this thesis. Further, a large sampling number also increases the generalisability of a 
study (Malhotra, 2010). To our delight, a total of 232 valid responses were gathered. 

4.3.4 Conceptual Framework  

A conceptual framework is the starting point for many quantitative studies (Burns & Burns, 
2008). According to Burns and Burns (2008), a conceptual framework links abstract concepts 
as a first stage when designing a study. Thus, we developed a conceptual framework, consisting 
of independent, dependent, moderating and mediating variables, to graphically clarify the 
relationships that would be examined (See figure 4.3.1). An independent variable is a variable 
that is manipulated and varies (Burns & Burns, 2008). In this study, the independent variables 
were eco-label knowledge and eco-label trust. These variables were used to predict the 
dependent variable; purchase intention. A dependent variable is what actually is being measured 
and depends on changes due to variation in the independent variable (Burns & Burns, 2008). 
The dimensions of the Theory of Planned Behaviour were further used as intervening variables, 
to inspect whether attitude, subjective norms and perceived behavioural control would mediate 
the relationship between the independent variables; knowledge and trust, and the dependent 
variable purchase intention. An intervening or mediating variable lies between the effect of the 
independent variable and the dependent variable (Burns & Burns, 2008). Moreover, the 
moderating variable education level was measured to investigate whether it affects the nature 
of the relationship between the independent variables and the dependent variable (Burns & 
Burns, 2008).  
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Figure 4.3.1Conceptual framework  

4.3.5 Questionnaire Design  

The survey was conducted to gain demographic statistics, but mainly to measure the 
independent, dependent, moderating and mediating variables. The survey began with an 
introducing letter, including a statement of purpose, explaining how data would be used and 
ensured respondents that they would be anonymous.  Respondents were then asked to answer 
some descriptive questions such as age, gender, education level, occupation and income, to 
capture background information about the participants. Further, several statements were 
presented to participants regarding environmental concerns, environmental awareness, whether 
they actively look for eco-labels when grocery shopping, and if they perceive information about 
eco-labels as sufficient. Participants were then presented five eco-labels followed by the 
question of whether they recognised these labels or not. This followed the question to what 
extent they felt knowledgeable and had trust in these labels. The chosen eco-labels were chosen 
for the survey as they are the most commonly used third-party eco-labels in Sweden today 
according to Naturskyddsföreningen (2020a). Finally, participants of the survey were presented 
statements in regard to attitude, subjective norms, perceived behavioural control and purchase 
intention, which were answered on a Likert scale.  
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4.3.6 Measurement and Scaling Procedure  

The level of knowledge and trust, as well as attitude, subjective norms and perceived 
behavioural control, were then measured on a Likert scale, ranging from 1-7. We saw several 
potential ways to measure the independent variables knowledge and trust. One way would have 
been to measure eco-label knowledge and eco-label trust in general. This would, however, have 
given respondents a lot of room for interpretation and have had the potential to result in varying 
answers depending on what eco-labels the respondents kept in mind. Therefore, we decided to 
use one statement for the independent variables’ knowledge and trust respectively and apply 
these statements to five different eco-labels. The utilised statement for the variable knowledge 
was a modification from a scale used by House, Lusk, Jaeger, Traill & Moore (2004) and was 
stated: “I am knowledgeable about this eco-label” followed by pictures of the five chosen eco-
labels. The same reasoning was applied regarding the variable trust. The statement used for the 
five eco-labels was influenced by a scale made by Taufique, Vocino and Polonsky (2017) and 
read as follows “I trust that the claims and promises that this eco-label makes are true”.  
 
Moreover, the scales used to measure the dependent variables of the Theory of Planned 
Behaviour was carefully selected from more than one source. This was done since we did not 
find one source that used satisfying scales for all variables. The statements used to measure the 
mediating and dependent variables Attitude, Subjective Norms, Perceived Behavioural Control 
and Purchase Intention was in line with Wong, Hsu and Chen (2018), Liobikienė, 
Mandravickaitė and Bernatonienė (2016) and Kim and Han (2010) respectively. Respondents 
were provided with 4 statements representing attitude and purchase intention separately, and 3 
statements representing subjective norms and perceived behavioural control respectively. 
Examples of statements used to represent attitude and purchase intention are as follows: “I like 
the idea of buying eco-labelled food” and “I intend to consume eco-labelled food if they are 
available for purchase”. In accordance with Easterby-Smith’s, Thorpe’s and Jacksons’ (2018) 
principles, no negation nor leading statements were used, and all statements only expressed one 
single idea. Furthermore, following recommendations of the authors, statements were ordered 
variable by variable and respondents were asked about facts before opinions. Furthermore, to 
measure the moderating effect of education level, respondents were given four alternatives as 
to what educational level they possessed. The alternatives were mandatory education, high 
school degree, bachelor’s degree and master’s degree or higher. These groups were later used 
to measure differences between responses belonging to different education levels. (See 
Appendix A for the complete survey). 
 
As mentioned, a 7-point Likert scale was used to capture the respondent’s answers to mentioned 
statements. The Likert scale measured from 1-7, where 1 represented “strongly disagree” and 
7 “strongly agree”. According to Easterby-Smith, Thorpe and Jackson (2015), a Likert scale is 
appropriate to use when measuring attitudes and opinions. Furthermore, it was used since it is 
a non-comparative scale that does not compare the object to anything else (Malhotra, 2010). 
Further, the advantages of using a Likert scale is that it is easy for respondents to understand, 
and easy for the researchers to construct and administer (Malhotra, 2010). The 7-point Likert 
scale was chosen as it gives a greater range of answers than a scale with fewer points.  



 

 32 

 
To calculate eco-label knowledge and trust, values were aggregated. For example, if a 
respondent answered to strongly agree to be knowledgeable about four of the labels and strongly 
disagreed about being knowledgeable about one label, the aggregated knowledge for this 
respondent was calculated to 5.7 ((7+7+7+7+1)/5=5.7). Hence, good knowledge about one 
label did not weight up for poor knowledge about the remaining labels.  
  
Furthermore, to calculate the percentage of respondents that perceived themselves as 
knowledgeable and to have trust in the different eco-labels. Survey participants who responded 
with 6 or 7 were considered to be knowledgeable and to have trust in the labels. Respondents 
answering to not recognised the labels were further excluded from the calculation. In other 
words, all high numbers were counted and divided by the number of participants that recognised 
the specific label.  

4.4 Research Quality  

4.4.1 Confirmatory Factor Analysis   

Since this study was based on the previously tested Theory of Planned Behaviour by Azjen 
(1991), a confirmatory factor analysis (CFA) was conducted. This was done to confirm 
theoretical predictions (Burns & Burns, 2008). More specifically, CFA tests whether a specific 
set of constructs are influencing responses in a predicted way, usually in the form of hypothesis 
testing (Burns & Burns, 2008). As the name implies, CFA is used to confirm the constructs of 
a study, rather than to explore what constructs there might be (Easterby-Smith, Thorpe & 
Jackson, 2015). As we knew what constructs we were trying to measure and designed our 
questionnaire in accordance to this, CFA was used to confirm the chosen factors; eco-label 
knowledge, eco-label trust, attitude, subjective norms, perceived behavioural control and 
purchase intention. Further, CFA confirms whether the factor structure is robust enough and 
whether it is not simply a consequence of one set of data (Burns & Burns, 2008). In other words, 
CFA examines whether the chosen scales represent the latent variables and validate their 
robustness. The method attains estimates for each of the factor loadings for both common 
factors and specific factors and gives an overall test statistic for how well the measurement 
model fits the data (Easterby-Smith, Thorpe & Jackson, 2015). According to Burns and Burns 
(2008), CFA has somewhat been overtaken by Structural Equation Modelling (SEM). Thus, 
SEM was also applied to the gathered data. SEM can be described as a combination of 
confirmatory factor analysis and a multiple regression (Schreiber, Nora, Stage, Barlow & King, 
2006). Both CFA and SEM were conducted in the software SmartPLS, which is a commonly 
used software when performing such calculations and analyses (Garson, 2016).  
 
Moreover, factor loadings were derived from the CFA, which indicates to what extent each item 
measured for the independent variables contributes to the axis representing the factors (Garson, 
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2016). As all factors had positive values, the directions of the correlations were positive 
(Garson, 2016). Values above 0.70 are preferred (Garson, 2016), and to reach this criterion to 
the best possible extent, factors with loadings lower than 0.70 were excluded. The excluded 
factors were knowledge and trust in EU Organic Label and EU Ecolabel, as well as one of the 
factors measuring perceived behavioural control (see Table 5.3.1 for all items, where mentioned 
items have been overlined). Consequently, fewer factors were left to represent knowledge and 
trust as well as perceived behavioural control. Furthermore, a high factor loading confirms that 
the independent variables identified are represented by the particular factor (Garson, 2016). Put 
differently, factor loadings are used to ascribe meanings to the components.  
 
Moreover, to assure the model fit, the Standardized Root Mean Square Residual (SRMR) were 
computed. The SRMR can be defined as the average magnitude of differences between the 
observed correlation matrix and the model-implied correlation matrix (Garson, 2016). SRMR 
values under 0.08 are considered to be a good fit, however, some researchers accept values up 
to 0.10 (Garson, 2016). Nevertheless, the lower SRMR, the better is the model fit (Garson, 
2016). SRMR can be measured through estimated or saturated values, where the former 
measures the actual relationships and take the structure of the model into account while the 
latter assess the correlation between all possible relationships of the model (SmartPLS, 2020). 

4.4.2 Validity 

Validity refers to the accuracy and stability of a measure; to what extent a variable is measuring 
what it intended to measure (Burns & Burns, 2008). Put differently, the validity tells us how 
valid the variables are and whether it is measuring a given characteristic or not. For an optimal 
outcome of a study, there should be external as well as internal validity (Bryman & Bell, 2012). 

External validity refers to how transferable the results are to the population and how 
generalisable these results are (Burns & Burns, 2008). In other words, to what extent the results 
can be applied to other contexts. As our sample consisted of a diverse group with a wide range 
of ages, education levels and income levels, it can be argued that the validity is high. However, 
the distribution between women and men were rather uneven, which is not in favour of this 
thesis. Furthermore, the fact that we have used a non-probability sampling method is not in 
favour of the study. As a matter of fact, non-probability sampling has a negative effect on 
external validity according to Bryman and Bell (2012). Hence, the results of our study cannot 
be fully generalised. Nevertheless, we decided to use a non-probability sampling as a 
probability sampling was regarded to be out of reach for this thesis considering the time frame 
and budget. Our chosen sample method allowed us to attain a quantifiable sample size, large 
enough to fulfil statistical standards. 

Internal validity refers to the extent to which the variables of a study remain controlled, and to 
what degree the relationships depends on the independent variables, rather than other factors 
(Burns & Burns, 2008). In other words, the internal validity looks at whether the different 
factors measure what they intend to measure. Regarding questionnaires, validity is obtained if 
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it measures the intended concepts (Saunders, Lewis, & Thornhill, 2012). The scales used for 
the questionnaire in this thesis was well considered and based on scales that been used before 
in previous literature. Thus, the questionnaire made for this survey can be classified to have 
validity.  

To ensure validity even further, the convergent validity was inspected. Convergent validity 
determines to what extent a scale correlates positively with other measures of the same construct 
and can be inspected through the average variance extracted (AVE) (Malhotra, 2010). AVE 
should not fall below 0.50 as it indicates that error variance exceeds explained variance (Garson, 
2016). If AVE instead is higher than 0.50, the latent variable explains more than 50% of its 
indicator’s variance (Hair, Ringle & Sarstedt, 2011). AVE reflects average commonality for 
each latent factor in a reflective model (Hair, Ringle & Sarstedt, 2011). Moreover, yet another 
aspect to take into consideration when conducting quantitative studies is reliability. 

4.4.3 Reliability  

Reliability refers to the consistency, accuracy and stability of measurements, and to what extent 
findings can be replicated (Burns & Burns, 2010). Reliability is very important when it comes 
to variables that are developed from summated scales, which according to Santos (1999) refers 
to scales built from individual items that describe the same phenomenon. Quantitative models 
most often consist of summated scales and it is important to ensure that the same set of 
components would extract the same outcome if the questions were to be re-administered 
(Santos, 1999).  

Two ways, among others, to measure reliability is Cronbach’s alpha and Composite Reliability. 
Cronbach’s alpha is used to ensure reliability as well as the amount of error that exist within 
each measurement (Cronbach, 1951). The higher value the better, and values above 0.70 is 
acceptable as these values implies that the statements measure what they intend to measure 
(George & Mallery, 2003). Cronbach’s alpha is said to be a conservative measure, which easily 
can underestimate reliability (Garson, 2016). Therefore, Cronbach’s alpha as well as composite 
reliability were examined. 

Composite reliability is an alternative to Cronbach’s alpha as Cronbach’s alpha may 
overestimate or, more commonly, underestimate scale reliability (Garson, 2016). Composite 
reliability is a good measure for confirmatory research and values above 0.70 is regarded as 
acceptable while numbers above 0.80 is preferred (Garson, 2016). However, unlike Cronbach’s 
alpha, greater values are not always preferable. Very high reliability, such as 0.90 and above, 
may be a sign of constructs being too similar and replicated variants of each other rather than 
truly representative measures of represented factor constructs (Peterson & Kim, 2013; Garson, 
2016). Nevertheless, some researchers claim that values above 0.90 are acceptable, as long as 
there is no redundancy among the items in the scales (Hair, Ringle, & Sarstedt, 2011). 
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4.5 Data Analysis  

4.5.1 PLS-SEM 

After conducting the confirmatory factor analysis (CFA) as well as the reliability and validity 
tests, partial least square structural equation modelling (PLS-SEM) were used to test our 
hypotheses and the relationship between the chosen variables. Structural equation modelling 
(SEM) is often described as a combination of both factor analysis and regression analysis (Hox 
& Bechger, 1999), and concepts like covariance structure analysis, latent variable analysis, 
causal modelling (Malhotra, 2010) or path analysis (Ullman & Bentler, 2012) are often used 
interchangeably with SEM. SEM can be seen as a collection of several statistical techniques 
(Schreiber et al., 2006; Ullman & Bentler, 2012) and can be used when one wants to examine 
the relationship between a set of constructs or concepts (Malhotra, 2010). Furthermore, the 
analysis method allows examination of one or more independent variables with one or more 
dependent variables (Ullman & Bentler, 2012). Finally, instead of running several multiple 
regression equations, SEM allows to run one structural equation (Burns & Burns, 2008; 
Schreiber et al., 2006). 
  
PLS-SEM has various aims; to determine to which extent the hypothesised model is supported 
by the collected data (Schumacker & Lomax, 2004) and at the same time maximise the variance 
explained of the dependent variable (Hair, Ringle & Sarstedt, 2011). Hence, to maximise how 
much of the dependent variable that can be explained by the variance in the other variables. 
Furthermore, in comparison to CFA, SEM consider interrelations and extends the possibility of 
interrelations between variables (Schreiber et al., 2006). This consideration of interrelations 
makes the PLS-SEM suitable for this thesis and our chosen theoretical framework.  
 
When conducting a structural equation model, it is possible to observe three types of effects; 
direct, indirect and total (Schreiber et al., 2006). The focus of this thesis was the indirect effect 
of eco-label knowledge and eco-label trust respectively, on purchase intention via the mediating 
variables attitude, subjective norms and perceived behavioural control. Nonetheless, it is also 
possible to investigate direct effects, which is the independent variables effect on the dependent 
variable (Schreiber et al., 2006). Thus, the effect of eco-label knowledge and eco-label trust on 
the mediating variables were also examined. Lastly, the total effect was observed by examine 
the effect between the independent variables on purchase intention, through all mediating 
variables combined (Schreier et al., 2006).  
 
When conducting PLS-SEM it is important to make sure that the solution do not fail due to 
convergence, as the coefficients in output then are unreliable (Garson, 2016). Thus, our first 
step after running the PLS algorithm was to check for convergence. As the number of iterations 
was calculated to 7 and did not exceed 300, we did not have a problem with convergence 
(Garson, 2016). Moreover, before one carries out assessment of the structural relationship, it is 
important to first check for multicollinearity. In state of multicollinearity the independent 
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variables have high correlation with each other (Garson, 2016) and there is a bias in the 
regression results (Hair, Risher, Sarstedt & Ringle, 2019). Multicollinearity exist when the 
variance inflation factor (VIF) is higher than 5 (Hair et al., 2019) and when Tolerance Index is 
lower than 0.25 (Garson, 2016). Some contradictions occur regarding the acceptable level of 
VIF, where values between 3-5 can be seen as pending towards multicollinearity (Garson, 2016; 
Hair et al., 2019). To be sure, a VIF value close to 3 or lower is desirable (Hair et al., 2019).  
 
Moreover, other important measures considered was effect size, as well as predictive and 
explanatory power. The effect size (ƒ²) illustrates the strength of the effect of the independent 
variable (Burns & Burns, 2008). Garson (2016) categorise the effect size as small (0.02), 
medium (0.15) and high (0.35). Q² is a measure of cross-validity, in other words, a measure of 
how and if the results are generalisable to an independent data set (Garson, 2016). Hence, the 
relevance of the model is predicted by Q², which was calculated through Blindfolding in 
SmartPLS, and gives a Q² value for each dependent variable. According to Garson (2016), a 
value over 0 indicates that the chosen model can be used to predict the specific factor. 
Moreover, the same effect size as ƒ² applies. Our model’s explanatory power was measured 
through R² and the adjusted R². R² explains the proportion of variance for the dependent variable 
that can be explained by the independent variables or other variables in the regression model 
(Garson, 2016). The explanatory power can vary from weak (0.19), moderate (0.33), to 
substantial (0.67) (Garson, 2016). According to Burns and Burns (2008), the adjusted R² 
penalise the statistics for biases as several variables are included, and therefore, the adjusted R² 
is a preferable measure compared to the standard R².  
 
To see whether the identified components have a statistically significant influence on purchase 
intention, their p-values are of interest. According to Burns and Burns (2008), a p-value show 
if a component is statistically significant or not. Different significance levels, also referred to 
as alpha levels, can be set at different levels which most often range from 0.01 to 0.10 (Burns 
& Burns, 2008). In this research, we decided to accept p-values below 0.10. Thus, alpha was 
set to 0.10 and thereby we were accepting 10% error (Burns & Burns, 2008).  Therefore, p-
values < 0.10 was interpreted as significant whereas values > 0.10 was interpreted as 
insignificant. In other words, the null hypothesis with a p-value < 0.10 was rejected, while those 
> 0.10 was accepted.  

4.5.2 Analysing the Moderating Effect of Education Level  

To analyse the potential moderating effect of Education level, a parametric multigroup analysis 
(MGA) was carried out. A MGA is used to determine whether the PLS model significantly 
differs between different groups (Garson, 2016). In other words, the MGA was used to test for 
differences between respondents with different education levels. This was done by a 
comparison of paths between groups, by the use of independent samples t-tests (Garson, 2016). 
Originally, we had four groups of education; mandatory education, high school, bachelor’s 
degree and master’s degree or higher education. However, as only 8 respondents ticked the box 
for mandatory education, this group could not be analysed. Thus, three groups remained for the 
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MGA; high school degree, bachelor’s degree, and master's degree or higher education. The 
three groups were compared through the MGA and results will be presented in chapter 5. 

4.6 Ethical Considerations  

Ethics refers to moral principles and ethical standards that guide our behaviour (Burns & Burns, 
2008). It is important to consider ethical aspects in research, especially when participants are 
involved. To ensure that our research was performed ethically, several actions were taken prior, 
during and post to our data collection. 

A pilot study was conducted before the data collection, which according to Malhotra, Birks and 
Wills (2010), makes the research more ethical as it assures essential information to be included 
and makes sure questions are easily understood. All participants of the study were assured 
entirely anonymity and confidentiality before partaking. Further, they were well informed about 
the motive of the study as well as the fact that they could leave the survey at any time. Hence, 
participants were given privacy, freedom of option and fully informed consent, in accordance 
with Malhotra, Birks and Wills (2010) guidelines.  

Following the recommendations of Easterby-Smith, Thorpe & Jackson (2015), fully 
transparency was applied, and deception was avoided, as respondents were well and honestly 
informed about the true intent of the study. Furthermore, questions were kept short to reduce 
the respondents time spent on the survey and questions were constructed not to lead the 
participant's answers. Moreover, confidentiality was ensured as no personal data were stored 
appurtenant to individual respondents (Saunders, Lewis & Thornhill, 2012). Finally, the 
gathered data were truthfully presented following Easterby-Smith’s, Thorpe’s & Jackson’s 
(2015) recommendations. As the research for this thesis were conducted and presented with 
respect to participants anonymity, consent, privacy and confidentiality. And as deception were 
avoided, transparency applied and data trustworthy reported, we would like to argue that our 
research was conducted and presented ethically.  
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4.7 Chapter Summary 

In this chapter, we have outlined a detailed illustration of the methodology for this thesis. Since 
our hypotheses are derived from theory, we have taken a deductive approach and performed a 
confirmatory, quantitative study. The scope of this thesis is the Swedish market, and hence, 
Swedish citizens and those who had lived in Sweden for at least three years were our target 
group.  
 
The primary data was collected during April 2020, in the form of an online self-administered 
completion questionnaire which generated 232 valid responses. The survey consisted of 
descriptive questions and statements but with a focus on declarative statements with a Likert 
scale ranging from 1-7. Following this, analyses were run using the SmartPLS software. To 
answer the stated hypotheses, we conducted a Confirmatory Factor Analysis (CFA) and partial 
least square structural equation modelling (PLS-SEM).  
 
Given this, the method should provide a comprehensive understanding of eco-labels and 
purchase intention regarding knowledge and trust. The following chapters will present and 
elaborate on the findings of our study in-depth as well as emphasise the significant results in a 
clear and structured way.  
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5 Findings and Analysis  

This chapter outlines the findings and analyses our gathered data. Further, reliability and 
validity testing were conducted, as well as hypotheses testing. 

5.1 Descriptive Statistics  

The data were gathered through an online survey for 10 days. In total, 290 individuals began to 
answer the survey whence 232 of these resulted in valid responses. The valid responses 
excluded non-completed questionnaires, questionnaires answered too fast or following patterns, 
as well as participants under the age of 18 and respondents who were not Swedish nor had lived 
in Sweden for at least three years. Hence, the 232 final respondents had an age ranging from 18 
and above. The majority, more specifically 66%, were between the age of 18 and 35, however, 
22% were over the age of 56. Thus, the study contained a good range of ages. Furthermore, 
73% were female and the income level was very scattered among respondents. The respondents 
had various occupations and education levels, although the majority of respondents were 
employed with a minimum of a bachelor’s degree.  Furthermore, as many as 89% of the 
respondents perceived themselves as environmentally aware, and 78% perceived themselves as 
environmentally concerned. Approximately half of the respondents deemed that they actively 
search for eco-labels when grocery shopping while the other half did not. As many as 56% of 
respondents perceived the information about eco-labels to be insufficient and 44% were even 
experiencing eco-labels to create confusion.  
 
Moreover, as seen in Figure 5.1.1, the different labels varied in regard to consumers subjective 
knowledge and trust. On average 33% claimed to have good knowledge about the labels, thus 
one in three perceived themselves knowledgeable about the main eco-labels on the Swedish 
market. Further, 46% of the respondents claimed to trust that the claims and promises that the 
most common eco-labels on the Swedish market makes are true. As seen, the average level of 
trust exceeds the level of knowledge. Hence, it seems as if consumer feel more trust towards 
eco-labels than they feel confident about what these labels actually do. 
 
Furthermore, the survey revealed that consumers recognition of the different labels was rather 
high at over 90%, with the exception of the EU Organic Label at 73% and the EU Ecolabel at 
a mere 36%. The low recognition of mentioned labels resulted in low levels of knowledge and 
trust, which in turn resulted in low factor loadings. In fact, EU Organic Label and EU Ecolabel 
did not make the requirements for Cronbach’s alpha nor AVE and were therefore excluded from 
the final model. 
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Figure 5.1.1 Consumer recognition, knowledge and trust in the most common eco-labels on the 
Swedish market (all numbers are in %) 

5.2 Mean Values and Standard Deviation 

An overview of the variables for our survey is presented in Appendix B. By reviewing this 
table, it is possible to observe mean values and Standard Deviation for the variables. The 
variables in this table are those with accepted values for Cronbach’s alpha, composite reliability 
and AVE.  
 
As previously mentioned, the questionnaire gave the respondents chance to answer the items in 
the questionnaire on a Likert scale ranging from 1-7, scoring from “strongly disagree” (1) to 
“strongly agree” (7). For eco-label knowledge and eco-label trust, it was also possible to 
answer, “I do not recognise this label” (0). For the mean values, a value of 4.0 indicates that the 
respondent neither agree nor disagree. Furthermore, values of 5.0 and above indicates 
agreement whereas values of 3.0 and below indicates disagreement. The variable with the 
highest mean value was Attitude (5.82) and signify that most respondents agreed with the 
statements for this item. The item with the lowest mean value was Eco-label knowledge (4.79), 
implying that respondents agreed with the statements for this item were the least. Moreover, all 
mean values except Eco-label knowledge were above 5, indicating all respondents to at least 
slightly agree with the statements for the variables presented.  
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When observing the standard deviation, namely how much the value of the population deviates 
from the mean, it is possible to observe whether respondents had a similar level of agreement 
in the given statements. Moreover, higher standard deviation values indicate more dispersion 
in the answers and thus, the respondents were not unison in their opinions (Burns & Burns, 
2008). Consequently, lower values indicate more coherent opinions. The highest standard 
deviation value was Eco-label trust (1.57), followed by Eco-label knowledge (1.56) which 
indicates respondents were most inconsistent in their answers regarding these statements. On 
the contrary, respondents had a high agreement in their opinions regarding Attitude (1.26), that 
scored the lowest. The variable that can be seen to reflect the respondents’ opinion the most 
was Attitude since it had the highest mean value as well as the lowest value for standard 
deviation.  

5.3 Confirmatory Factor Analysis  

The confirmatory factor analysis result showed the collected data to have a somewhat good fit. 
The model fit of this study was assured through SRMR. As previously stated, there are two 
measurements for SRMR when using SmartPLS, and thus we present both the estimated and 
saturated values. The saturated value fell below the critical level of 0.08, at 0.06, and hence, 
indicates a good fit. The estimated value, however, scored above the threshold at 0.15 which in 
turn indicates a less appropriate fit. Hence, it can be argued for and against whether our model 
has a good fit or not. With the saturated value in mind, found results seem to provide support 
for the suitability of the chosen measures; eco-label knowledge, eco-label trust, the mediating 
dimensions of TPB and purchase intention. 

The validity and reliability of the variables were examined through AVE, Cronbach's alpha and 
Composite Reliability. To make these values desirable, three factors with inferior loadings were 
dismissed. An intervention that made the results valid and reliable and the majority of factor 
loadings were well over the desired value of 0.7. Mentioned dismissed variables will therefore 
be overlined in Table 5.3.1, where remaining factor loadings can be found. The table shows the 
latent variables and their associated statements which individually and to different extent 
contributes to the variable. For example, attitude seemed to mainly be associated with the 
statement, “Buying eco-labelled food is a good idea” with a factor loading of 0.915.  

More specifically, all values for AVE were above 0.50. In fact, no value was less than 0.72 
which indicates that each latent factor explains more than approximately 70% of the variance 
in their respective indicators. Further, Cronbach’s alpha showed all variables to be above 0.70, 
as desired. In fact, all variables had a Cronbach’s alpha above 0.80. Moreover, composite 
reliability showed all variables to be above 0.70. As a matter of fact, no value was below 0.88, 
which indicates very high reliability. Some variables had a composite reliability above 0.90. 
However, as the items in the scales are not redundant, we disregard the concern that constructs 
may be too similar and interpret these values as acceptable. To conclude, as all variables had 
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acceptable values for all applied validity and reliability measurements, items can be assumed 
to measure what they were supposed to measure, and the study is generalisable to a high degree. 

 

Table 5.3.1 Factor loadings with reliability and validity measurements 

Constructs CFA 
loading 

Cronbach’s 
Alpha 

Composite 
Reliability 

AVE References  

Purchase intention 
I am willing to consume eco-labelled food if it 
is available for purchase  
I intend to consume eco-labelled food if it is 
available for purchase  
I plan to consume eco-labelled food if it is 
available for purchase  
I will try to consume eco-labelled food if it is 
available for purchase  
 

 
0.089 
 
0.930 
 
0.925 
 
0.923 

0.937 0.955 0.841  
 
 
 

Wong, Hsu & 
Chen (2018) 

 

Eco-label knowledge 
- I am knowledgeable about this eco-label: 
1) The Nordic Swan  
2) KRAV   
3) Bra Miljöval  
4) EU Organic Label 
5) EU Ecolabel 
 

 
 
0.863 
0.808 
0.883 

0.811 0.888 0.726  
 
 

House et al. 
(2004) 

 
 

Eco-label trust 
- I trust that the claims and promises that this 
label makes are true 
1) The Nordic Swan 
2) KRAV 
3) Bra Miljöval 
4) EU Organic Label 
5) EU Ecolabel 
 

 
 
 
0.877 
0.784 
0.894 

0.811 0.889 0.727  
 
 

Taufique, 
Vocino & 

Polonsky (2017) 

Attitude 
Buying eco-labelled food is a good idea  
Buying eco-labelled food is a wise choice  
I like the idea for buying eco-labelled food 
Buying eco-labelled food would be pleasant  
 

 
0.915 
0.904 
0.900 
0.873 

0.920 0.943 0.806  
 

Wong, Hsu & 
Chen (2018) 

Subjective norms 
Eating eco-labelled food is the ‘right thing to 
do’  
Buying eco-labelled food sets a good example  
My family and friends think it is a good thing if 
I purchase eco-labelled food 

 
0.901 
 
0.914 
0.791 

0.838 0.903 0.757 Liobikiené, 
Mandravickaitė 

& Jurga 
Bernatonienė 

(2016) 
 

Perceived behavioural control 
I have resources, time and opportunities to buy 
eco-labelled food 
I am confident that if I want, I can buy eco-
labelled food instead of conventional non-green 
products  
Whether or not I buy eco-labelled food instead 
of conventional non-green product is 
completely up to me 
 

 
0.929 
 
0.901 

0.808 0.912 0.838  
 
 

 
Kim & Han 

(2010) 
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5.4 PLS-SEM Analysis  

In order to see if the computed values from the conducted confirmatory factor analysis are 
significant and to test the hypothesis, it is important to examine the structural equation model. 
The developed construct aims to examine the influence of consumer knowledge in eco-labels 
and consumer trust in eco-labels on purchase intention. See figure 5.4.1 below for the 
significant relationships.  
 

 

Figure 5.4.1 Conceptual framework with standardised path coefficients 

5.4.1 Mediating Effects  

The structural equation model presents the indirect effect of eco-label knowledge as well as 
eco-label trust on purchase intention of eco-labelled food, through the dimensions of the Theory 
of Planned Behaviour; attitude, subjective norms and perceived behavioural control. 
Considering the overall model, it is possible to detect direct effects as well. However, we are 
not examining the direct effects between the TPB dimensions and purchase intention, since that 
relationship already been established in previous research. Nevertheless, the direct effects 
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between eco-label knowledge and eco-label trust respectively and the TPB dimensions will be 
presented. The results are shown below in 5.4.1. 
  
Regarding eco-label knowledge, we proposed that there was a positive indirect relationship 
between eco-label knowledge and purchase intention of eco-labelled food via attitude, 
subjective norms, and perceived behavioural control respectively (H1a-c). The results in the 
Table 5.4.1 show statistically significant mediating effect of perceived behavioural control 
between eco-label knowledge and purchase intention (t = 1.682; p < 0.10). However, neither 
attitude (t = 1.252; p > 0.10), nor subjective norms (t = 1.118; p > 0.10) mediated the 
relationship. Our findings imply that more knowledge of eco-labels leads to more perceived 
control, which increases the purchase intention of eco-labelled food. Thus, knowledge of eco-
labels employs an effect on purchase intention through perceived behavioural control, but not 
through attitude or subjective norms. Therefore, we accept H1c and reject H1a and H1b.  
  
Regarding eco-label trust, we proposed that there was a positive indirect relationship between 
eco-label trust and purchase intention of eco-labelled food via attitude, subjective norms, and 
perceived behavioural control respectively (H2a-c). The results displayed in Table 5.4.1 show 
a statistically significant mediating effect of attitude between trust in eco-labels and purchase 
intention (t = 3.511; p < 0.10), as well as of subjective norms (t = 3.059; p < 0.10). However, 
perceived behavioural control do not show statistically significant mediating effect (t = 1.157; 
p > 0.10). Our findings imply that improved trust in eco-labels leads to improved attitude and 
care for subjective norms, which increase purchase intention of eco-labelled food. Thus, trust 
in eco-labels employ an effect on purchase intention through attitude and subjective norms, but 
not through perceived control. Hence, we confirm H2a and H2b but reject H2c. 
  
These results imply that consumers’ purchase intention of eco-labelled food is strengthened by 
consumers knowledge in eco-labels and increased control towards purchasing eco-labelled 
food. Interestingly, all TPB dimensions except perceived behavioural control were significant 
mediators in the relationship between trust in eco-labels and purchase intention. While 
perceived behavioural control, on the other hand, was the only significant mediator of the 
relationship between knowledge and purchase intention. Hence, we found knowledge and trust 
in eco-labels to have an effect on purchase intention. In other words, if knowledge is increased 
and trust is enhanced purchase intention will most likely increase. Thus, while knowledge 
affects perceived behavioural control, trust has an impact on attitude and the receptiveness of 
subjective norms, hence completing each other. 
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Table 5.4.1 Mediating effects and hypotheses results 

  
T-statistics 

 
P-value 

 
Acceptance  

 
Eco-label knowledge → Attitude → Purchase intention  
 

 
1.252 

 
0.211 

 
No 

 
Eco-label knowledge → Subjective norm → Purchase intention 
 

 
1.118 

 
0.264 

 
No 

 
Eco-label knowledge → Perceived behavioural control → Purchase 
intention  

 
1.682 

 
0.093* 

 
Yes 

 
Trust in eco-labels → Attitude → Purchase intention  

 
3.511 
 

 
0.000*** 

 
Yes 

 
Trust in eco-labels → Subjective norm → Purchase intention  

 
3.059 

 
0.002*** 

 
Yes 

 
Trust in eco-labels → Perceived behavioural control → Purchase 
intention  

 
1.157 

 
0.247 

 
No 

* p < 0.10 ** p < 0.05 *** p < 0.01 
 

5.4.2 Moderating Effects 

Previous research has stated education level as a predictor for purchase intention of sustainable 
products which was the base for our formulation regarding the moderating effect. Hence, 
education level was predicted to moderate the relationship between both consumer knowledge 
in eco-labels and consumer trust in eco-labels, and purchase intention. This resulted in our final 
hypothesis stating that education level moderates the relationship between eco-label knowledge 
and purchase intention via the TPB dimensions (H3), and that education level moderates the 
relationship between eco-label trust and purchase intention via the TPB dimensions (H4). 
Regarding the hypotheses, the results in Table 5.4.2 show that education level does not 
moderate the relationship between either eco-label knowledge and the purchase intention, nor 
trust in eco-labels and purchase intention. Thus, H3 and H4 are rejected. This implies that 
education level is not an element that should be taken into consideration when communicating 
regarding these eco-labels, as the different groups do not differ. 
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Table 5.4.2 Moderating effects and hypotheses results  

  
Master - 
Bachelor 

 
Master - 
High School 

 
Bachelor - 
High School 

 
Acceptance  

 
Eco-label knowledge → Attitude → Purchase intention  
 

 
0.658 

 
0.658 

 
0.718 

 
 
 
 
 
H3: No 

Eco-label knowledge → Subjective norm → Purchase 
intention 
 

0.320 0.320 0.540 

Eco-label knowledge → Perceived behavioural control 
→ Purchase intention  

0.455 0.455 0.806 

Trust in eco-labels → Attitude → Purchase intention  0.389 
 

0.389 0.755  
 
 
H4: No Trust in eco-labels → Subjective norm → Purchase 

intention  
0.320 0.363 0.140 

Trust in eco-labels → Perceived behavioural control → 
Purchase intention  

0.577 0.577 0.480 

 
 

5.4.3 Overall Model Results   

In Appendix C the direct effects between all the variables in our model are presented, except 
the relationships between the TPB dimensions and purchase intention. In line with previous 
research, these direct relationships were found to be significant in this study as well. Thus, our 
findings confirm previous studies and the applied Theory of Planned Behaviour and are 
consistent with Ajzen's (1991) theory and the findings of many scholars (e.g. Nguyen & Lobo, 
2016; Wang, Liu & Qi, 2014). Since these relationships are not central to our thesis, they have 
been excluded from the table. 
 
The total effect, namely the direct effect between the independent variable and the dependent 
variable through all mediating variables combined, show different results. The total effect 
between trust in eco-labels and purchase intention through the three TPB dimensions were 
found to be significant (β = 0.369; t = 4.943; p < 0.10). Meanwhile, the total effect between 
knowledge in eco-labels and purchase intention with the mediating variables was not (β = - 
0.026; t = 0.403; p > 0.10). However, all three TPB dimensions were found to mediate these 
relationships to some extent for the different independent variables trust and knowledge. This 
implies that both knowledge and trust seem to have an impact on purchase intention. Thus, the 
TPB dimensions can be seen as an explanation as to why previous research has shown 
contradictory results.  
 
As shown in Appendix C, statistically significant direct relationships were found among the 
variables that also mediated the relationship between the independent and dependent variables. 
Besides the relationship between the TPB dimensions and purchase intention, the direct 
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relationship between eco-label trust and attitude as well as subjective norms were found to be 
statistically significant. The direct effect showed attitude (β = 0.507; t = 5.364; p < 0.10) to 
have a moderate effect size (ƒ² = 0.201) and subjective norms (β = 0.423; t = 4.615; p < 0.10) 
to have a slightly low effect size (ƒ² = 0.130). This implies that 20%, respectively 13% in the 
above-mentioned variables can be explained by eco-label trust. Additionally, the direct 
relationship between eco-label knowledge and perceived behavioural control was found to be 
significant. This relationship (β = 0.166; t = 1.841; p < 0.10) had low effect size (ƒ² = 0.018), 
which implies that mere 2% of the variable can be explained by eco-label knowledge. In 
accordance with Burns and Burns (2008), smaller effect size does not indicate that independent 
variables have no effect at all, but that the impact is rather small in comparison.  
 
To assure our model did not violate the assumptions of multiple regression, multicollinearity 
was ensured to be avoided (Burns & Burns, 2008; Garson, 2016). As previously stated, different 
levels of VIF can be accepted, but a level below 3.0 is preferable, while the Tolerance Index 
should be higher than 0.25. The highest variance inflation factors (VIF) was 2.537 and the 
highest Tolerance Index was calculated to 0,39. Thus, multicollinearity was not an issue in this 
structural model. However, it can be argued that even if we have values below the threshold, 
we are close to having multicollinearity. To avoid potential multicollinearity issues, we ran the 
model for each dimension of the Theory of Planned Behaviour to examine whether there were 
any differences in comparison to the original model. These calculations did not show any 
different values and the additional calculations can be seen as a robustness check for our 
original model. In other words, since the additional runs did not show differences, we do not 
have a problem with multicollinearity even if we are close to the threshold. 

5.5 Chapter Summary  

This chapter presents an overview of the main findings from the conducted quantitative study. 
The findings showed statistically significant results for the indirect relationship between 
knowledge in eco-labels and purchase intention, through perceived behavioural control. This 
implies that eco-label knowledge enhances purchase intention, as a greater perceived 
behavioural control affects purchase intention. Moreover, the findings showed statistically 
significant results for the indirect relationship between trust in eco-labels and purchase 
intention, through attitude and subjective norms respectively. This implies that trust in eco-
labels increase purchase intention, as increased trust affects attitude and subjective norms 
toward eco-labels, which in turn affects purchase intention. Moreover, remaining relationships 
were found insignificant as well as the moderating effect of education level. To summarise, 
with regard to the statistical results, we accept the hypotheses H1c, H2a and H2b, and reject 
H1a, H1b, H2c, H3, and H4.  
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6 Discussion 

This chapter elaborates on the research findings presented in the previous section and relate and 
compare this to previous presented literature and theory. Moreover, a discussion of what the 
results imply will be carried out. This section aims to present a distinct connection to the 
research questions and by that fulfil the purpose of our thesis. The research questions to be 
answered are what the relationships between consumers perception (knowledge and trust) of 
eco-labels and planned sustainable behaviour is, as well as whether education level moderates 
these potential relationships.  

6.1 Main Relationships  

To examine the relationship between eco-label knowledge and purchase intention, as well as 
the relationship between eco-label trust and purchase intention, the three dimensions of TPB 
were used as mediating variables. The dimensions proved to partly affect the relationships 
between the variables. More specifically, the dimensions attitude and subjective norms were 
found to mediate the relation between eco-label trust and purchase intention, while the 
dimension perceived behavioural control mediate between eco-label knowledge and purchase 
intention. Hence, these relationships complement each other as they combined make all 
dimensions significant as mediators. Our research can be seen to explain some of the previous 
contradictions in the general field on eco-labels and purchase intention. More specifically, the 
inconsistency in results regarding eco-labels and purchase intention can be due to other factors 
influencing the relationship, such as the TPB dimensions. 

6.1.1 The Relationship Between Eco-Label Knowledge and Planned 
Sustainable Behaviour  

This section examines the findings regarding eco-label knowledge and its effect on purchase 
intention via the three dimensions of the Theory of Planned Behaviour; attitude, subjective 
norms and perceived behavioural control. The response to the first part of our research question 
was addressed by the hypotheses H1a, H1b and H1c. We hypothesised that eco-label knowledge 
had a positive indirect relationship with purchase intention of eco-labelled food within the 
FMCG sector, through attitude, subjective norms and perceived behavioural control. As 
illustrated in Table 5.4.1 and presented in the result section, the relationship between eco-label 
knowledge and purchase intention through perceived behavioural control was found to be 
significant, while the relationship between eco-label knowledge and attitude as well as 
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subjective norms were found to be insignificant. Differently put, we accepted H1c and rejected 
H1a and H1b. 
  
Attitude was found not to have a mediating effect on the relationship between eco-label 
knowledge and purchase intention. This implies that even if consumers have a high subjective 
knowledge regarding a specific eco-label, their attitude will not become greater nor will the 
intention to purchase. Our findings contradict the findings of Kang, Liu and Kim (2013), as 
well as Chan (2001), who found attitude to have a mediating effect between sustainable apparel 
knowledge and purchase intention, as well as ecological knowledge and purchase intention. In 
contrast to our expectations and the findings of both Berger, Ratchford and Haines (1994) as 
well as Han and Stoel (2016), subjective knowledge did not have a positive impact on attitude. 
Similarly, in contrast to Al-Swidi et al. (2014), attitude was not found to be a predictor for 
purchase intention of environmentally friendly products, at least not in regard to eco-label 
knowledge. The fact that attitude most often is built on past experiences (Bang, Odio & Reio, 
2014), may explain why attitude is not mediating the relationship between knowledge and 
purchase intention. Accordingly, whether the label has fulfilled expectations in the past do not 
seem to be related to knowledge. Put differently, despite one’s knowledge it does not affect 
their relation to previous experiences and hence, attitude.  
 
Similarly, the mediating effect of subjective norms on the relationship between eco-label 
knowledge and purchase intention was found to be insignificant. Our findings contradict the 
findings of Kang, Liu and Kim (2013) regarding the mediating effect of subjective norms. Our 
findings imply that high knowledge regarding eco-labels does not influence to what extent 
consumers are affected by subjective norms when purchasing eco-labelled food. This may be 
due to the fact that more knowledgeable people may form their own opinions and are less 
sensitive toward the opinions of others, and therefore are less influenced by subjective norms. 
Further, Ajzen (1991) claims personal considerations to have greater impact than perceived 
social pressure. However, as the norm today is to act sustainably (Yang, Li & Zhang, 2018), 
one could expect this to have the opposite effect. Our study is, however, in line with Godin and 
Kok (1996) and Paul, Modi and Patel (2016) who examined the relationships separately and 
found subjective norms not to be a strong, or in some cases no, predictor of purchase intention.  
 
Indifference from previously mentioned mediators perceived behavioural control was found to 
have a significant mediating effect on the relationship between eco-label knowledge and 
purchase intention. Our findings are in line with the ones from Kang, Liu and Kim (2013), who 
stated perceived behavioural control to be a significant mediating variable in the relationship 
of knowledge in sustainable apparel and purchase intention. Our findings confirm that 
perceived behavioural control is a predictor of purchase intention of sustainable products, in 
accordance with (Godin & Kok, 1996). It seems as if an increased level of knowledge regarding 
eco-labels enhances the perceived control, which in extension can affect the purchase intentions 
of buying eco-labelled food. This can be due to that more knowledge about a specific product 
reduces risk and hence, make consumers become more assured about their choice, as Berger, 
Ratchford and Haines (1994) stated. In other words, increased knowledge reduces barriers and 
perceived risk (Manget, Roche & Münnich, 2009; Berger, Ratchford & Haines, 1994). These 
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findings are in line with Ajzen (1991), who stated that behaviour is influenced by a person’s 
confidence regarding the ability to perform a certain task, i.e. the perceived behavioural control. 
The author claims that an individual’s behaviour is influenced by confidence regarding the 
ability to perform a certain task. Hence, if two individuals have the same knowledge about an 
eco-label and both want to contribute to a better tomorrow, the person who is confident that the 
labelled product will have an impact on the environment will most likely have a stronger 
purchase intention than the person in doubt.  
 
Further, our findings confirm the findings of Alba and Hutchinson (1987), Chiou (1998), and 
Jin and Han (2014), and imply that more eco-label knowledge will lead to greater confidence 
in one’s actions and result in greater purchase intention. In other words, it seems as if increased 
eco-label knowledge enhance the perceived control to purchase eco-labelled products. Control 
has further been exemplified as a perceived skill possessed by an individual (Wang, Liu & Qi, 
2014; Barbarossa & De Pelsmacker, 2016), and it has been claimed that the more resources and 
opportunities we believe we possess, and the fewer obstacles we encounter, the greater the 
perceived control over a certain behaviour becomes (Ajzen, 1991). Hence, it can be argued that 
knowledge is an acquired skill and can be seen as a resource.  
 
Our findings imply that eco-label knowledge enhances purchase intention through the TPB 
dimension perceived behavioural control. Given this, our standpoint is that it is important to 
educate consumers about eco-labels and its meanings in order to increase perceived behavioural 
control and thereby enhance purchase intention. Additionally, this also goes in line with the 
findings of Göçer and Oflaç (2017) claiming knowledge to be a medium-level of predictor of 
consumer behaviour. Furthermore, our findings have shown knowledge to be important for eco-
labels to be successful, which is in accordance with the findings of Sharma and Kushwaha 
(2019). Finally, our findings are in line with the claim of Taufique, Vocino and Polonsky 
(2017), stating that more knowledge makes consumers more inclined towards engaging in 
sustainable behaviour. To conclude, there is a relationship between eco-label knowledge and 
purchase intention through the lens of TPB, but only through the dimension perceived 
behavioural control and only to a certain extent.  

6.1.2 The Relationship Between Eco-Label Trust and Planned 
Sustainable Behaviour 

This section examines the findings regarding eco-label trust and its effect on purchase intention 
via the three dimensions of the Theory of Planned Behaviour; attitude, subjective norms and 
perceived behavioural control. We hypothesised eco-label trust to have a positive indirect 
relationship with purchase intention of eco-labelled FMCG food, through the mediators of 
attitude, subjective norms and perceived behavioural control. As illustrated in Table 5.4.1, and 
presented in the result section, the mediating effect of attitude along with subjective norms was 
found to be significant. While the mediating effect of perceived behavioural control were found 
to be insignificant. In other words, we accepted H2a and H2b but rejected H2c. 
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Attitude was found to have a significant mediating effect on the relationship between eco-label 
trust and purchase intention. This implies that the more trust consumers feel towards a specific 
eco-label, the better does their attitude become and the greater will the intention to purchase be. 
It seems as if consumers who trust in an eco-label, becomes more certain that the products 
featuring the labels will contribute to something good. Thus, the consumer will predict a 
positive outcome of the purchase behaviour, in accordance with Hayden’s (2013) reasoning. 
Further, the claim that purchase intention of sustainable products is enhanced by a strong 
attitude toward sustainable products (Arcury, 1990; Barber, Taylor & Strick, 2009; Kollumuss 
& Agyeman, 2002) seems to be right in regard to eco-label trust. Moreover, our findings 
confirm the findings of Ricci, Banterle & Stranieri (2018), which showed that trust positively 
affects attitudes towards eco-friendly purchase intention. Further, our result is exactly in line 
with those of Amaro’s and Duarte’s (2016), who found attitude to have a mediating effect on 
trust and purchase intention. Furthermore, attitude has been said to be built on past experiences 
(Bang, Odio & Reio, 2014), which may explain why attitude is mediating the relationship 
between trust and purchase intention. Thus, how the labels have proved to fulfil expectations 
in the past can be assumed to be crucial for one’s attitude. In other words, trust is built on past 
experiences, which affects attitude and in turn purchase intention.  
 
Subjective norms were found to mediate the relationship between eco-label trust and purchase 
intention. This implies that the more trust consumers feel towards eco-labels, the greater 
influence will subjective norms have on the consumer. As the norm today is to behave 
environmentally friendly (Yang, Li & Zhang, 2018), the influence of subjective norms seem to 
enhance the intention to purchase eco-labelled food. Further, as far as we know, no one has 
looked at the mediating effect of subjective norms in this context before. However, previous 
research has looked at the relationships separately and found both eco-label trust and subjective 
norms, as well as subjective norms and purchase intention to be related (Lobb, Mazzocchi & 
Traill, 2007; Mei, Ling & Piew, 2012; Sharaf, Md Isa & Al-Qasa, 2015). Moreover, while 
Andorfer and Liebe (2013) argues that subjective norms are more important than trust, we 
would like to argue that subjective norms is neither of greater nor less importance, but rather 
enhancing the importance of trust. 
  
In contrary to our expectations, the last hypothesis showed perceived behavioural control to not 
have a mediating effect on the relationship between eco-label trust and purchase intention. This 
implies that increased trust in eco-labels does not influence perceived behavioural control. 
Unexpectedly, it does not seem as if trust reduce suspicion and worries regarding whether the 
claims labels make are true, indifference from Kee’s and Knox’s (1970) suggestion. 
Furthermore, our findings are contradictory to the findings of Karatu and Mat (2015), who 
proved perceived behavioural control to have a mediating effect on trust and green purchase 
intention. The fact that the study of Karatu and Mat (2015) was conducted in Nigeria, while our 
study was conducted in Sweden, may have contributed to the discrepancy. Moreover, it seems 
as if increased trust in eco-labels does not lead to greater perceived behavioural control. The 
founder of TPB, Ajzen (1991), claims perceived behavioural control not to be realistic when 
scarce information is given. Thus, we would like to argue that the lack of information regarding 
eco-labels may be exactly what is missing. This argument is confirmed by the fact that 71% 
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according to Riksdagen (2016) and 56% according to our study, perceive the information in 
regard to eco-labels as insufficient.  
 
Our findings imply that trust in eco-labels enhances purchase intention through the dimensions 
of attitude and subjective norms. Given the above-mentioned results, our standpoint is that it is 
important to build trust in eco-labels in order to increase purchase intention. Trust has been said 
to be a prerequisite for eco-labelled food, not the least to fight distrust. We agree with Potts & 
Haward (2007), who claim that increased trust for eco-labels will increase purchase intention. 
Further, we agree with the claims of  Tiesl, Rubin and Noblet (2008) and Testa et al., (2015), 
that customer education is of importance to increase trust in eco-labels as it will make 
consumers accept the labels and as this will lead to a more positive attitude which will also 
affect the purchase behaviour. Furthermore, trust has been shown to be of importance for eco-
labels in order to be successful (Daugbjerg et al., 2014; Sharma & Kushwaha, 2019; Taufique 
et al., 2014; Testa et al., 2015), which is in accordance to our findings. To conclude, there is a 
relationship between eco-label trust and purchase intention through the lens of TPB, through 
the dimensions attitude and subjective norms. 

6.2 Education Level and its Non-Moderating Effects 

Education level was not found to moderate the relationship between either eco-label knowledge 
nor eco-label trust and purchase intention via the three TPB dimensions. This implies that 
education level does not affect the relationship between neither knowledge nor trust and 
purchase intention. In other words, regardless of if a consumer possesses a high school, bachelor 
or a master’s degree, knowledge and trust are of the same importance.  
 
Previous literature has shown contradicting results regarding whether education level has an 
impact on sustainable behaviour. We cannot say for sure if higher education results in 
sustainable behaviour and sustainable consumption, but it does however not seem to affect 
examined relationships. Our findings do not support Abu-Shanab’s (2011) study, that found 
education level to moderate the relationship between trust and behavioural intentions. It has 
further been suggested that education level increase control (Mirowsky & Ross, 2007; 
Lachman, Neupert & Agrigoroaei, 2011), which does not seem to be the case with the results 
from our study in mind.  
 
It is further unclear whether trust in eco-labels increase with the level of education like Teisl, 
Rubin and Noblet (2008) proposed, and if eco-label knowledge has a positive correlation with 
education level like Noviaristanti, Hanafi and Trihanondo (2020) suggested. Further, our study 
does not confirm nor contradict the findings of Brécard et al., (2009), who claim education level 
to affect the way consumers process eco-label information. Finally, our findings tell us that 
regardless of educational level, environmental understanding and concerns that environmental 
behaviour varies, indifference from Meyer’s (2015) and Park et al’s., (2015) suggestions. Thus, 
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the findings of this study imply that consumers education level do not influence purchase 
intention when examining its role in relationship to eco-label knowledge and eco-label through 
the lens of TPB.  

6.3 Overall Discussion of the Model and the Theory  

The findings of this thesis showed the indirect relationship between consumer knowledge and 
purchase intention to be mediated by perceived behavioural control, but not by attitude nor 
subjective norms. While the relationship between eco-label trust and purchase intention was 
found to be affected by attitude and subjective norms, but not by perceived behavioural control. 
By looking at the total effects (see Appendix D), namely the effect between an independent 
variable and the dependent variable through all mediating variables combined, it was possible 
to observe that all mediating variables resulted in a direct relationship between eco-label trust 
and purchase intention. Contrary, this was not the case between eco-label knowledge and 
purchase intention. A reason for this may be the differences in importance among the different 
dimensions of the theory. According to Ajzen (1991) and the Theory of Planned Behaviour, the 
strongest predictor of purchase intention is perceived behavioural control. However, perceived 
behavioural control does not seem to be stronger than attitude and subjective norms combined. 
In fact, the mediating effect of attitude and subjective norms on the relationship between eco-
label trust and purchase intention resulted in total significant effect, despite lack of mediating 
effect from the variable perceived behavioural control.  
 
The fact that not all dimensions of TPB were necessary to have a mediating effect in order for 
the total effect between eco-label trust and purchase intention to be significant can be explained 
by the structural model’s explanatory power. The model was found to have higher explanatory 
power for attitude than subjective norms and perceived behavioural control and thus, the model 
explains the variation in attitude more than the other two variables. It may be possible that this 
has had an impact on the non-significant relationship between eco-label knowledge and 
purchase intention. Moreover, the effect size for attitude and subjective norms were found to 
be stronger when examining the relationship from eco-label trust, compared to the effect size 
for perceived behavioural control from eco-label knowledge. Mere 2% of eco-label knowledge 
could explain perceived behavioural control, and thus the low effect size might be a reason for 
perceived behavioural control not to be as strong as previous research has shown. Furthermore, 
it may be possible that this can explain why all mediating variables did not need to be significant 
for the total effect to be significant. Since attitude and subjective norms had a higher effect size, 
these variables seem to outweigh the variable perceived behavioural control. Consequently, all 
three dimensions do not need to mediate mentioned relationships at once for the total effect to 
be significant. 
 
As mentioned previously, TPB only explains less than 50% of the variance in behavioural 
intentions (Armitage & Conner, 2001; Sutton, 1998). Thus, there are other factors influencing 
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purchase intention. In regard to sustainable consumption, influencing factors could be, for 
example, price and accessibility. It is, however, possible to argue that mentioned factors are 
included in the dimension perceived behavioural control. Nevertheless, as we chose to only 
investigate knowledge and trust in eco-labels, it is important to keep in mind that other factors 
outside of the model may affect purchase intentions.  

6.4 Overall Discussion of the Thesis and the Results  

The FMCG sector was of interest to investigate as it is a large sector that contributes to a lot of 
today’s consumption, hence has a great environmental impact. As products within the FMCG 
sector are bought daily it is of importance to advocate sustainable consumption patterns to 
reduce the environmental footprint. Further, the fact that products within the FMCG sector 
usually are of low involvement (Asghar, Abbasi & Zafarullah, 2015), can have influenced 
survey respondents’ answers. This since products with low involvement most often involves 
less consideration (Jain, 2019), and most often are not evaluated in sustainability measures (Elg 
and Hultman, 2016). This amplifies the importance of extensive communication for such 
products, as it may require more to convince consumers. It seems as if the FMCG as a whole 
supply more sustainable products today than they used to (Lacy, Long & Spindler, 2020). This 
is something that needs to be communicated and can be done through the means of eco-labels 
(Horne, 2009). However, our research showed that the labels themselves may not be enough, 
thus need to be communicated and trustworthy to increase purchase intention. Thus, by 
increasing eco-label knowledge and trust, purchase intention may enhance and the number of 
consumers actively looking for eco-labels may increase. 
 
Our study found knowledge and trust in eco-labels to have an impact on purchase intention. 
Hence, it seems as if the labels will be more effective if consumers have knowledge and trust 
in them. Thus, communication regarding the labels is of utmost importance. As seen in Figure 
5.1.1, consumers recognition, knowledge and trust among the different labels varied. It was 
noted that even though KRAV and Svanen had the same level of recognition, both knowledge 
and trust was greater towards KRAV than Svanen. Thus, it could be expected that KRAV is doing 
a better job in educating consumers about their purpose. Hence, generate greater purchase 
intention than Svanen. 
 
Furthermore, our study found the majority of consumers to perceive eco-labels as confusing, 
which is coherent with previous findings (Baker and Miner, 1993; Eden, 1994; Erskine and 
Collins, 1997). Hence, it is questionable if eco-label is causing more harm than good. We are 
doubtful to whether the large number of eco-labels on the Swedish market today is of benefit 
and support one another, as Naturskyddsföreningen (2020a) claims. Considering that 71% 
according to Riksdagen (2016) and 56% according to our study, regards the information about 
eco-labels as insufficient, there seems to be a need for more communication regarding these 
labels. The fact that Konsumentverket provides consumers with information about eco-labels 
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is a step in the right direction. The authorities’ course of action to communicate this information 
is however questionable. It seems as if they, along with several other stakeholders, rely on 
consumers to retrieve this information themselves. As it is in everyone’s interest to make 
consumption more sustainable, it should be in everyone’s interest to help consumers make 
informed purchase decisions. Moreover, in accordance with Askew (2018), we believe that 
consumers are an important driver to change. We would, however, like to add that companies 
and authorities have a massive impact and play a very important role when it comes to climate 
issues as well. Hence, we believe that companies and authorities should not only communicate 
how consumers can contribute, but also be involved in changing the whole industry.  
 
The fact that eco-labels are faced with lack of trust and scepticism (Carrete et al., 2012; Sharma 
& Kushwaha, 2019), might be due to consumers concerns about greenwashing. This may be 
especially evident in the FMCG sector, as these products generally are characterised as non-
sustainable (Özer et al., 2019), and it may be hard to convince consumer about the opposite. 
The number of labels on the FMCG market may further exaggerate the distrust towards eco-
labels. Nevertheless, to educate consumers about the labels and its meanings has been said to 
increase trust (Teisl, Rubin and Noblet, 2008). In other words, better communication regarding 
eco-labels may wash away concerns about greenwashing as it increases the knowledge level 
and leads to greater trust. Göçer and Oflaç (2017), claims that to create a green identity for a 
product, the label may not be enough. In fact, we would like to argue that knowledge and trust 
may be what is missing for consumers to consider the labelled product in their purchase 
decision. Hence, to educate consumers regarding eco-labels seem to increase knowledge as well 
as build trust; two important factors to enhance the purchase intention of FMCG.  
 
Furthermore, Rahbar & Abdul Wahid (2011) and D’Souza et al. (2006) claim that eco-labelling 
is nothing but a green marketing tool. It is however arguable that eco-labels are neither a 
marketing tool nor used for the greater good. In fact, we would like to argue that eco-labels 
offer a win-win situation, as we believe it is a great way to reduce climate change and at the 
same time increase sales of more sustainable products. 
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6.5 Chapter Summary 

This chapter aimed to elaborate and discuss the findings from the previous chapter and relate 
this to the literature and theory central to this thesis. This was done to fulfil the purpose of our 
thesis; to examine eco-label knowledge and eco-label trust, and their relation to planned 
sustainable behaviour. Furthermore, we aimed to answer the research questions regarding the 
relationship between consumers perception of eco-labels and planned sustainable behaviour, as 
well as what effect the education level had on these potential relationships. The main points in 
the discussion were the main relationships, which more specifically refer to consumers eco-
label knowledge and eco-label trust, the non-moderating role of education level. Finally, an 
overall discussion where we elaborated on the Theory of Planned Behaviour and more general 
topics that influenced the study, took place. 
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7 Conclusion 

This chapter outlines the main findings and insights of this thesis. Followingly, we also state 
the theoretical and managerial implications, as well as limitations and suggestions for future 
research. 

7.1 Aim and Purpose 

The aim of this thesis was primarily to develop a deeper understanding of consumer behaviour 
in relation to sustainable consumption. More specifically, this thesis examined eco-labels, and 
whether consumers knowledge and trust in eco-labels have an impact on purchase intention of 
eco-labelled food. The objective was to investigate whether eco-labels work regardless of 
consumers subjective knowledge and trust levels, or if consumers need of more communication 
regarding these labels. The objective was further to examine whether results differ among 
consumers with different education levels.  To investigate this, the Swedish market and the food 
sector of FMCG was studied through the lens of the Theory of Planned Behaviour. The 
collected data aimed to answer our research questions:  
 
RQ1: What is the relationship between consumers perception (knowledge and trust) of eco-
labels and planned sustainable behaviour? 
 
RQ2: Does education level moderate the relationship between consumers perception 
(knowledge and trust) of eco-labels and planned sustainable behaviour? 

7.2 Main Findings  

The findings confirmed some, but not all, of our predicted hypotheses. In short, the relationship 
between eco-label knowledge and planned sustainable behaviour was found to be significant in 
one out of three mediating effects. The dimension of perceived behavioural control was found 
to be significant, whereas attitude and subjective norms were not. This implies that consumers 
with greater knowledge about eco-labels feel more control, which increases the purchase 
intention of eco-labelled food. Moreover, the relationship between trust in eco-labels and 
planned sustainable behaviour was found to be significant in regard to two out of three 
mediating effects. More specifically, attitude and subjective norms were found to be significant, 
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however, perceived behavioural control was not. Our findings imply that improved trust in eco-
labels lead to improved attitude and care for subjective norms, which increase the purchase 
intention of eco-labelled food. Consequently, this thesis found knowledge and trust in eco-
labels to be of importance for planned sustainable behaviour. In other words, if knowledge is 
increased and trust is enhanced the purchase intention will increase. While knowledge affects 
perceived behavioural control, trust has an impact on attitude and the receptiveness of 
subjective norms and hence, completing one another.  
 
Moreover, education level was found not to moderate the relationship between neither eco-label 
knowledge and planned sustainable behaviour nor eco-label trust and planned sustainable 
behaviour. In other words, regardless of the consumer’s education level, the findings stay the 
same. This implies that education level is not something that should be taken into consideration 
when communicating regarding these labels, as the different group do not seem to differ.  

7.3 Theoretical Implications  

The rise of sustainable consumption has made it more important for both individuals and 
organisations to incorporate sustainable actions in their daily lives as well as operations. Eco-
labels can be seen as a means to enhance sustainable consumption. Sustainable consumption is 
a widely researched field, but there are however areas that have not yet been explored. Until 
now, literature has focused on the direct relationship between eco-labels and purchase intention. 
Thus, few have examined how knowledge and trust in eco-labels can affect purchase intention.  
 
Initially, this thesis aimed to examine whether consumers need to have knowledge about eco-
labels and trust the label in order for the eco-label to influence consumers towards sustainable 
consumption, or if the label itself is enough. Consequently, this study contributes to the 
literature on eco-labels by providing insights to the relationship consumers have with eco-
labels. Furthermore, by presenting knowledge in eco-labels and trust in eco-labels to affect 
purchase intention, our findings expand the insights regarding what affects purchase intention 
of eco-labelled food. Our findings support previous research stating knowledge and trust in eco-
labels to be important for sustainable behaviour and purchase intention (Daugbjerg et al., 2014; 
Sharma & Kushwaha, 2019; Taufique, Vocino & Polonsky, 2017).  
 
The Theory of Planned Behaviour has been extensively used to determine the purchase 
intention of environmentally friendly products (e.g. Blazquez et al., 2020). However, by 
extending the TPB framework it is possible to examine more factors influencing purchase 
intention. The lack of consensus in the literature on eco-label knowledge and eco-label trust 
regarding purchase intention showed the need for a deeper examination of the topic. In line with 
this, we applied the TPB framework on the FMCG sector and extended the framework with the 
variables eco-label knowledge as well as eco-label trust and used the TPB dimensions as 
mediating variables. By adding mentioned variables, our study clarified the relationship 
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between eco-labels and planned sustainable behaviour, through attitude, subjective norms and 
perceived behavioural control. To our knowledge, this has previously not been done extensively 
and therefore our study adds a new perspective to current research. Hence, our study may be 
one of the first of its kind and therefore, our data can be seen to provide important insights for 
future research.  
 
Moreover, we have provided an original conceptual framework in order to understand the 
relationship between eco-label knowledge, as well as eco-label trust, and purchase intention. 
The findings of our paper add to existing literature and previous findings, as we confirmed the 
strength of the framework TPB as mediating variables, which is in line with Kang, Liu and Kim 
(2013). The lack of consensus in the literature regarding both eco-label knowledge and eco-
label trust has been explained to some extent. This is since attitude and subjective norms 
enhanced the relationship between eco-label trust and purchase intention, while perceived 
behavioural control enhanced the relationship between eco-label knowledge and purchase 
intention. Thus, our main contribution to the academical field was to provide an explanation of 
the lack of consensus in previous literature, as the three dimensions of TPB were shown to 
affect the relationships between eco-label knowledge and trust, respectively, and planned 
sustainable behaviour. 

7.4 Managerial Implications  

We have provided constructive research on knowledge and trust in regard to purchase intention 
of eco-labels. The findings have several implications for practitioners within the FMCG sector 
that seek to make consumption more sustainable through the means of eco-labels. We have 
provided insights regarding the communication of eco-labels to make people more inherent to 
purchase sustainable products.  
 
In this research, we revealed that consumers perceive communication in regard to eco-labels as 
insufficient. It is of importance for all stakeholders to improve and expand information 
regarding these labels. It has further been discussed how the majority of information regarding 
eco-labels has to be sought by the consumer today. We advocate that practitioners take a step 
forward and seek to provide the consumers with this information instead, rather than assigning 
responsibility to the consumers. Our standpoint is that all stakeholders need to be more 
proactive and reach out to consumers with information regarding the labels. This applies to all 
stakeholders whether it is authorities, eco-label organisations or companies certified with eco-
labels.  
 
Further, we urge companies and authorities to use eco-labels as a tool to address the issue of 
unsustainable and excessive consumption, and in the long run to reduce the environmental 
footprint. We encourage more eco-label campaigns such as the ones made by Svanen or 
Rainforest Alliance, as they proved to result in increased engagement and purchase intention.  
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In accordance with the Rainforest Alliance objective, we agree that it seems to be important for 
all eco-labels to not only build awareness but also to activate consumers. However, with the 
results from this thesis in mind, we would like to argue that it may be even more important to 
increase consumers knowledge and build trust. In fact, it seems as the combination of both 
knowledge and trust are important. Thus, it is important to both educate consumers about the 
eco-labels and to prove that the labels are legitimate. Knowledge and trust in eco-labels may 
not be sufficient to change behaviour, but it might be an important factor in changing 
consumption patterns. 
 
Moreover, our research implies that education level does not affect the indirect relationship 
between knowledge and purchase intention, nor the indirect relationship between trust and 
purchase intention. The managerial implication of this is that communication efforts do not 
have to be adapted based on consumers education level. Hence, the level of knowledge and 
trust needed to increase purchase intention among consumers, do not seem to differ depending 
on education level. In other words, knowledge and trust are important regardless of educational 
background.  
 
To sum up, the conclusion that can be drawn from our research is that managers and authorities 
should put effort to increase both consumers knowledge and trust in eco-labels. This is essential 
for increasing sales, as well as promote sustainable consumption and reduce climate change. 
Thus, resulting in a win-win situation. Hence, we suggest managers and authorities to provide 
consumers with more information, and especially information regarding the implications and 
legitimacy of the labels. By communicating eco-labels to a greater extent, purchase intention 
for eco-labelled products will increase.  

7.5 Limitations and Future Research  

This study was delimited to the Swedish market and since Swedish consumers have presented 
a generally high environmental awareness, it can be argued that our results are not generalisable 
outside the Swedish market. This since eco-labels tend to have a greater influence on those who 
are environmentally concerned (Sharma & Kushwaha, 2019), and as consumption of 
environmental products are dependent on consumers awareness of, and concern for, the 
environment (Singh, Singh & Thakur, 2014). Therefore, to attain more generalisability, future 
studies could be expanded to different countries where environmental awareness is not as 
prominent. Furthermore, as studies have shown different results between different nationalities 
when it comes to the relationship between trust and purchase intention (e.g. Andorfer & Liebe, 
2013), the study may have turned out differently if it was conducted in another country. 
Moreover, the result of our study could potentially have turned out differently if another sector 
would’ve been examined. In fact, Ajzen (1991) acknowledge that depending on what domain 
is being examined, there is a possibility that different factors of the model may differ in 



 

 61 

importance. Hence, future studies could examine other countries and sectors to give further 
insight to the topic. 
 
Further, the data for this thesis was gathered through a survey, with 232 valid responses. The 
number of respondents has been considered sufficient; however, an even higher response rate 
may have resulted in stronger significance levels. Moreover, a good spread of education levels, 
ages and other demographics were found among respondents. However, the distribution 
between the genders was rather uneven, with 73% females. This may have affected the findings 
of our study as previous research has shown differences between the genders when it comes to 
pro-environmental behaviour and sustainable consumption (e.g. Costa Pinto et al., 2016; 
Milfont & Sibley, 2016; Zelezny, Chua & Aldrich, 2000). 
 
Furthermore, a more representative sample could potentially have been gathered through a non-
probability sampling method. The fact the convenience sampling was the chosen sampling 
method for this thesis is our greatest limitation, as participants may have been biased as well as 
homogeneous. However, with our resources available for this thesis, a non-probability sampling 
method was regarded as out of reach. Further, the use of convenience sampling might have 
made it more difficult to obtain an equal and representative sample, which also aggravates the 
generalisability. Therefore, further research could conduct a similar study but with a non-
probability sampling method which might generate greater validity.  
 
Furthermore, in this thesis we examine two specific variables; eco-label knowledge and eco-
label trust and its influence on purchase intention. As previous research show, there can be 
several external factors influencing purchase intention which enables future research to explore 
other factors. Moreover, this study reviewed consumers subjective knowledge regarding five 
specific eco-labels. There is a possibility this might have influenced the result in comparison to 
if more general eco-label knowledge would have been measured, which would have made the 
respondents freer in their associations. Further, future research could examine objective 
knowledge of eco-labels and its meaning, rather than subjective. Moreover, it would be 
interesting for future research to do a qualitative study to explore the underlying factors that 
creates trust and knowledge. This would give deeper insights into what it is that creates trust 
and knowledge among consumers. Furthermore, a qualitative study could also be carried out 
through a document study to gain deeper insights regarding how eco-labels are being 
communicated today.  
 
Additionally, future research could also examine the impact of the specific brands carrying the 
eco-labels has on consumers. In line with this, an examination of private eco-labels would also 
be of interest. This, since private labels has previously been proved to claim more than they can 
live up to (Wong, Hsu & Chen, 2018), in other words greenwashing. By examining this, it 
would allow to see whether corporations employ eco-labels for the right reason, as there have 
been certain disagreements in previous literature regarding whether eco-labels are being used 
as a marketing tool or not.    
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Finally, future research could, in general, contribute with a more distinct and well-defined 
understanding of what factors do influence consumers to make more sustainable choices and 
increase their willingness to consume sustainable products. This would assist authorities and 
managers further to address relevant challenges on today’s market to balance consumers’ 
demand with the need of the planet. 
 

So, once again we would like to ask you to imagine you are stood in the grocery 
store, looking at two rather similar products. You are trying to decide which 
product to choose when you notice one of the products hold an eco-label. You 
shrug your shoulders and wish the communication regarding eco-labels was a 
bit more extensive. Then you pick up the slightly less expensive product that does 
not hold a label, as you are not quite sure what the label stands for, nor if it is 
legit. At least that is what most of you would do. 
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Appendix A 

Questionnaire 
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Appendix B 

Mean and Standard Deviation Values  
 

Variabel  Min Max Mean Standard Deviation (SD) 

Eco-label knowledge  0.00 7.00 4.79 1.56 

Eco-label trust 0.00 7.00 5.11 1.57 

Attitude 1.00 7.00 5.82 1.26 

Subjective norms 1.00 7.00 5.30 1.35 

Perceived behavioural control 1.00 7.00 5.11 1.53 

Purchase intention  1.00 7.00 5.24 1.50 
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Appendix C 

Structural Model  
 

* p < 0.10 ** p < 0.05 *** p < 0.01 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
Path coefficients  
 

 
T-statistics 

 
P-value  
 

 
Eco-label knowledge → Attitude 
 

 
- 0.112 

 
1.324 
 

 
0.186 
 

 
Trust in eco-labels → Attitude 
 

 
0.507 
 

 
5.364 

 
0.000*** 

 
Eco-label knowledge → Subjective norm  
 

 
- 0.096 
 

 
1.182 
 

 
0.238 
 

 
Trust in eco-labels → Subjective norm 
 

 
0.423 

 
4.615 

 
0.000*** 

 
Eco-label knowledge → Perceived behavioural control 
 

 
0.166 

 
1.841 
 

 
0.066 * 
 

 
Trust in eco-labels → Perceived behavioural control 
 

 
0.097 

 
1.159 
 

 
0.247 
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Appendix D 

Total Effects  
 

  
T-statistics 

 
P-value 

 
Eco-label knowledge → TPB → Purchase intention  
 

 
0.403 

 
0.687 

 
Eco-label trust → TPB → Purchase intention 
 

 
4.943 

 
0.000*** 

* p < 0.10 ** p < 0.05 *** p < 0.01 

 
 


