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Aim: The aim of this study is to explore why German millennials use the green search engine

Ecosia, as the organisation is experiencing considerable growth in Germany.

Theoretical Perspectives: This thesis adopts well-established theories such as the Theory of
Planned Behaviour, the Value-Belief-Norm Theory, and the Social Influence Theory.
Moreover, the theoretical perspective consists of the Multi-Level Factor Model of Green
Consumerism and Green Nudges intending to understand German millennials' reasons for

using the green search engine Ecosia from multiple angles.

Methodology: This study applies a qualitative research design using the green search engine
Ecosia as a suitable example and their users as embedded units. The study follows an abductive
research approach. The data was collected in April 2021 through 12 semi-structured interviews.
The interviews were conducted in German, translated and transcribed in English. The empirical

data was thematically analysed, following a six-step process.

Conclusion: Our study reveals six reasons for using the green search engine Ecosia from the
viewpoint of German millennials, which are endogenous, exogenous and structural in nature.
The reasons are (1) perceived behavioural ease, (2) a green lifestyle, (3) positive behavioural
beliefs, (4) social influence - internalisation, (5) positive perception about the organisation, and

(6) Ecosia’s tree-counter.
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1 Introduction

The introduction chapter provides background information on the emergence of green search
engines and introduces the organisation Ecosia. We further discuss the research aim, the
problematisation, and intended contributions from a theoretical and empirical angle. Moreover,

the research question is formulated. The chapter concludes with a thesis overview.

1.1 Background

We live in an increasingly digital world. The intrusion of technology and digitalisation into
human life is ubiquitous. The global digital population comprised 4.66 billion in January 2021,
translating into a global internet penetration rate of 59.5% (DataReportal, 2021). Search
engines like Google, Yahoo, or Bing help billions of online users discover the content they are
looking for at a rapid pace by consolidating the enormous amount of available online data. As
the leading search engine globally, Google made a revenue of 181.69 billion US dollars in
2020, which resulted in a global market share of 86.6% (Google, 2021). Even though Google
does not reveal exact numbers, it is expected that the company handles 5.6 billion searches per
day (BBC, 2020). These numbers illuminate the important role search engines play in directing
and navigating user flows in the digital environment. Intriguingly, on the horizon, alternative
search engines are emerging. Unlike Google, Yahoo, or Bing, green search engines invest a
substantial part of their profits in environmentally friendly projects. For instance, Ecosia, as
the world’s largest eco-conscious search engine, invests at least 80% of its monthly profits in
global tree-planting projects (Ohr, 2020). Over the past two years the green search engine is
experiencing a considerable increase in user numbers especially among German users

(StatsCounter, 2021).
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1.1.1 Ecosia - The Green Search Engine that Plants Trees

“The climate crisis is the biggest existential threat that humanity has ever faced, and we have
very little time left to prevent a global catastrophe. Our efforts to protect biodiversity have
never been more critical [...]. I am really proud of what we have achieved so far, thanks to our
passionate users. But we can’t stop here! I hope more people will now make the switch to
Ecosia and help us plant billions more trees”. (Christian Kroll, CEO of Ecosia, cited in Ohr,
2020, n.p.)

Ecosia is the world’s largest environmentally aware search engine, headquartered in Berlin,
Germany (Farmbrough, 2021). Ecosia stands out as the first one of its kind by investing a
substantial part of its monthly profits into global tree-planting projects (Ecosia, 2021). Like
other search engines, Ecosia generates money from clicks on advertisements on the search
engine result page. As of May 2021, the company financed over 125 million trees and
encouraged over 15 million individuals to use their green services (Ecosia, 2021). Especially
in the last two years, the company’s market share grew significantly. Between July 2019 and
February 2021, Ecosia’s global market share has increased from 0.04% to 0.13% (StatCounter,
2021). The countries in which the market share grew the most are France, Germany, and the

UK (StatCounter, 2021).

The social business was founded by the entrepreneur Christian Kroll in 2009. As opposed to
traditional search engines, Ecosia focuses on creating societal progress and economic
efficiency simultaneously by rethinking the goals and incentives that guide the company’s
decision-making. In 2014, Ecosia became Germany’s first certified B-Corporation (The Ecosia
Blog, 2014). The certification ensures that criteria like transparency, fairness, sustainability,
impact and dependability are met, and the certification is only distributed to businesses
fulfilling strict requirements (BCorporation, 2021). Since 2018 Ecosia is an organisation in
steward-ownership. While in conventional businesses, shareholders can sell, or dismantle a
company, a business in steward-ownership cannot be sold, and capital cannot be extracted
(Purpose, 2019). Within steward-ownership, companies act as social organisms, working for a
common purpose. These organisations redefine ownership by acting according to two common

principles: First, these organisations establish stewardship as an alternative to conventional



LUNDS

UNIVERSITET

control allocation and second, they are replacing shareholder value-maximisation (Purpose,
2019). Steward-owned businesses help to prevent capitalistic wealth accumulation as they are
self-owned and cannot be inherited. Every stakeholder contributes to the success and helps

develop a more equitable and regenerative economy (Purpose, 2019).

1.2 Problematisation

Exploring green search engine usage among German millennials at the example of Ecosia is of
interest for distinct reasons. Pressing environmental issues, such as climate change, ecological
degradation, deforestation, and pollution, are the challenges of our time (White, Habib &
Hardisty, 2019). To a large extent, these problems are anthropogenic in nature, which means
they are caused by how people live, consume and behave (White, Habib & Hardisty, 2019).
Establishing greener business solutions that benefit the environment is necessary. Ecosia
rethinks the existing business model of search engines and simultaneously shifts users towards
green consumerism. As reflected in the user numbers, more and more individuals are
demanding Ecosia’s green services. Over the past two years, the user numbers of Ecosia
increased from 0,22% to 1,07% in Germany (StatCounter, 2021). Considering the immense
market size of 66.4 billion internet users, this represents a considerable leap (ARD; ZDF, 2020).

What makes these users decide for the green search engine?

Understanding Green Search Engine Usage in a Green Consumerism Context

Green consumerism is often associated with the act of green products purchases; however, its
meaning is much broader. Sachdeva, Jordan and Mazar (2015, p.60) define green consumerism
as “all behaviors that are undertaken with the intention of promoting positive environmental
effects”. Even though no money changes hands between users and Ecosia, individuals share
their data, time and energy in exchange for the green services Ecosia provides. We argue that
green search engine usage can, from this angle, be understood as a form of green consumerism.
The body of literature about green consumerism has grown intensively over the past four
decades (Peattie, 2010). However, the ongoing narrowness of the field means its value remains
limited (Peattie, 2010). The majority of studies apply a quantitative research design and keep
circling around the same topics such as why people recycle, use low-energy light bulbs, decide

on green energy tariffs, consume organic food, or decide to drive a hybrid car (Kilbourne &



LUNDS

UNIVERSITET

Beckmann, 1998; Kurisu, 2015; Peattie, 2010). While we acknowledge the importance of these
studies, after all, food choices, modes of transportations and home management account for a
substantial portion of environmental impacts, we criticise that the field of green consumerism
lacks momentum (Peattie, 2010). Existing literature scarcely takes contemporary consumer
behaviour phenomena into account. Green consumerism, especially in the light of a changing
world, is seeing constant shifts, and we are only beginning to understand how a green consumer
lifestyle can look like in a digitised world (Peattie, 2010). We argue that green search engine
usage is an intriguing example of how digital green consumption can look like, and when
considering the positive environmental effects that arise, it is essential to understand why

individuals engage.

We have found distinct reasons for examining the phenomenon in relation to German
millennials. Ecosia is headquartered in Berlin, Germany’s capital city, and as previously
mentioned, its local market share grew remarkably over the past two years (StatCounter, 2021).
According to Ohr (2020), Ecosia experiences rapid growth, especially among the younger
population. The author reports that in a recent straw poll, over 80% of Ecosia users were under
the age of 29. Particularly millennials fall into this age group (Statista, 2020). Various
researchers have demonstrated that millennials seek a life according to environmental values
(Bresman & Rao, 2017; Deloitte, 2020; Wynes & Nicholas, 2017), and in a recent study,
climate change and the protection of the environment were named as the number one concerns
for millennials which makes the generation constantly looking for new opportunities to
leverage sustainability (Deloitte, 2020). Moreover, millennials were the first generation to
experience the digital world in their early years of life and are often referred to as digital natives
(Statista, 2020). In summary, due to the generation’s concern about the environment and their
digital engagement (Deloitte, 2020), millennials represent an intriguing research object in

relation to green search engine usage.
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1.3 Aim and Research Question

The aim of this study is to broaden our understanding of green consumerism by exploring green
search engine usage as an arising digital green consumerism phenomenon. The green search
engine Ecosia is experiencing rapid growth, particularly among the younger German
population (Ohr, 2020; StatCounter, 2021). However, thus far, no study has examined why
German millennials engage. Following the above-outlined problematisation, we aim to close
this gap by qualitatively exploring the reasons for green search engine usage from the

perspective of German millennials. The following research question arises:

What are the reasons for German millennials to use the green search engine Ecosia?

1.4 Intended Contributions

By exploring the phenomenon of green search engine usage among German millennials, this

study aims to contribute theoretically and practically.

First, we draw upon Palos-Sanchez and Saura (2018), who suggest that future research in the
field of green search engine usage is needed. The authors suggest looking at different users in
other geographical areas and by focusing on German millennials, we aim to contribute
theoretically as the green search engine usage in relation to German millennials did not receive
attention in research so far. Moreover, as outlined before, most green consumerism studies are
quantitative in nature (Kilbourne & Beckmann, 1998; Kurisu, 2015; Peattie, 2010). Hence, we
aim to contribute theoretically by applying a qualitative research design. We seek to develop
an in-depth understanding of the phenomenon through the qualitative research design. Further,
we incorporate various theories and models, such as the Multi-Level Factor Model by
Sachdeva, Jordan and Mazar (2015), the Theory of Planned Behaviour by Ajzen (1991), the
Value-Belief-Norm-Theory by Stern, Dietz, Abel, Guagnano and Kalof (1999), the Social
Influence Theory by Kelman (1958) and Green Nudges by Schubert (2017) to understand and
explore the rich nature of potential reasons for German millennials to use the green search

engine Ecosia.
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Second, this study holds practical implications for the organisation Ecosia as it illuminates the
reasons for the usage from the perspective of German millennials. As previously discussed,
millennials tend to be more environmentally conscious than their progenitors, and the
generation is eager to demonstrate this (Best & Mitchell, 2018). Hence, the demand for greener
product and service alternatives is anticipated to grow across all markets (Best & Mitchell,
2018). We conduct semi-structured interviews with German millennials who are using Ecosia
to qualitatively explore their main reasons and underlying influences to make sense of the
phenomenon. As the millennial generation expresses precise attention to green behaviours and
green consumerism in general (Deloitte, 2020), Ecosia can use the insights of this study to
better understand their users, optimise their green services according to their needs which can

ultimately lead to an increase in user numbers.

Third, for the moment, eco-conscious search engines remain a niche market. However, Ecosia
is not the only search engine with a sustainability focus. Other eco-conscious search engines,
like Ekoru, giveWater, and OceanHero, aim to do social good while users are searching the
web. Results of the present study can pave the way for other eco-conscious search engines to
increase user numbers, particularly among German millennials. Kotler, Kartajaya and Setiawan
(2010) suggest that organisations that act sustainably operate according to sustainable
principles and start to consider new ways of doing business can potentially earn long-term
profits. In the case of eco-conscious search engines, generating higher profits results in a shared

ecological value from which society benefits as a whole.
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1.5 Thesis Outline

=

N

3

The present thesis is structured in six chapters. The introduction chapter serves as
the opening. It provides background information on the emergence of green
search engines and introduces Ecosia. The research aim, the problematisation,
and intended theoretical and practical contributions are discussed. Moreover, the

research question is formulated.

The second chapter provides insights about the generation of German millennials
and presents existing literature on the fields of pro-environmental behaviours and
green consumerism. Furthermore, potential reasons for green search engine usage
among German millennials deriving from existing literature are discussed, which

derive from previous theories, models and concepts.

In the third chapter, we present the conceptual framework, which entails potential
endogenous, exogenous and structural reasons for green search engine usage. The

reasons logically derive from the literature review.

In the fourth chapter, the research philosophy, the research approach, and the
research design are outlined. Moreover, the data collection process and the data
analysis are presented. The chapter concludes with a discussion about the research

quality and ethical considerations.

In the fifth chapter, we present the empirical findings which derive from the
thematic analysis. The themes are presented, discussed and related to theory,

respectively.

Chapter six entails the conclusion. The formulated research question is answered,
and theoretical and practical contributions are outlined. We furthermore
illuminate limitations of the study, make suggestions for further research and

finish with concluding thoughts.
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2 Literature Review

The present chapter aims to provide the reader with an overview of existing literature on the
fields of pro-environmental behaviours and green consumerism. We further illuminate how
German millennials fit into a green consumerism context. Through the literature review, we
aim to identify routes for understanding the phenomenon of green search engine usage by
shedding light on various theories and models. The literature review was carried out through

keyword searches. The databases that are primarily used are Scopus and Web of Science.

2.1 Pro-Environmental Behaviours

Several researchers have defined that individual behaviours contributing to environmental
sustainability are referred to as pro-environmental behaviours. For instance, White, Habib and
Hardisty (2019, p.24) define pro-environmental behaviour “as actions that result in decreases
in adverse environmental impacts”, Steg and Vlek (2009, p.309) refer to it as “behaviours that
harm the environment as little as possible, or even benefit the environment”, and Stern (2000,
p.408) defines it “as behavior that is undertaken with the intention to change (normally, to
benefit) the environment”. These definitions are sufficiently broad to include a variety of

behaviours.

Pro-environmental behaviour is an overarching term that describes over 200 different forms of
sustainable behaviours, such as recycling, waste management, reduction of meat consumption,
water-saving, energy-saving, or buying green products (Kurisu, 2015). According to Kurisu
(2015), pro-environmental behaviour is the term that appears most frequently in academic
literature. Other frequently used alternatives are environmental behaviour (Van Liere &
Dunlap, 1978), ecological behaviour (Kaiser & Fuhrer, 2003), environmentally responsible
behaviour (Thegersen, 2004), responsible environmental behaviour (Hines, Hungerford &
Tomera, 1987) and environmentally significant behaviour (Stern, 2000). Due to the
heterogeneity of the field, Stern (2000) suggests classifying pro-environmental behaviours into
four distinct categories, (1) environmental activism, (2) nonactivist behaviours in the public

sphere, (3) private-sphere environmentalism and (4) other environmentally significant
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behaviours. According to Stern (2000), green consumerism represents a form of private-sphere

environmentalism.

2.2 Green Consumerism

As outlined above, Stern (2000) classifies green consumerism as one form of pro-
environmental behaviour. According to Kilbourne and Beckmann (1998), a clear idea of green
consumerism first emerged in the 1970s, primarily in the United States. They report that
research concentrated on energy use and pollution problems related to a narrow array of
industries, including automobiles, oil, and chemicals. Moreover, consumption behaviours
focused mainly on recycling and energy-saving and customer responses to promoting and
labelling information. Market research data of the 1980s demonstrated further growing
consumer interest in the environment. Green consumer behaviour appeared to be identified as
a marketing opportunity for an expanding variety of businesses (Van Dam & Apeldoorn, 1996)
and evolved further as an area for research (Henion & Kinnear, 1976). Early attempts to profile
green consumers and recognise the connection between their attitudes and behaviours
developed into more sophisticated trials to understand their drivers and psychology as well as

the role of institutional factors (Kilbourne & Beckmann, 1998; Van Dam & Apeldoorn, 1996).

Sachdeva, Jordan and Mazar (2015, p.60) define green consumerism as “all behaviors that are
undertaken with the intention of promoting positive environmental effects”. The body of
academic literature about green consumerism has grown intensively over the past four decades
(Peattie, 2010). The majority of studies about green consumerism are quantitative in nature and
circle around topics such as why individuals recycle, use low-energy light bulbs, decide for
green energy tariffs, consume organic food or drive hybrid cars (Peattie, 2010). Green
consumerism is a complex topic, and the body of literature in the field has grown significantly
over the last four decades (Peattie, 2010). While green indicates the protection of
environmental sources, consumerism frequently includes their destruction (Jackson, 2005).
Magnusson, Arvola, Hursti, Aberg and Sjédén (2003) state that it overlays other concepts, like
ethical, sustainable, or responsible consumerism, pointing to a shortage of clarity and

consistency in awareness of green consumerism within research findings. Furthermore, the
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authors argue that green might be considered to relate solely to environmental issues

(Magnusson et al. 2003).

In the present chapter, we introduce ideas on understanding green search engine usage in a
green consumerism context by discussing multiple theories, models, and concepts. More
particularly, we discuss the Multi-Level Factor Model of green consumer behaviour by
Sachdeva, Jordan and Mazar (2015), the Theory of Planned Behaviour by Ajzen (1991), the
Value-Belief-Norm Theory by Stern, Dietz, Abel, Guagnano and Kalof (1999), the Social
Influence Theory by Kelman (1958) and Green Nudges (Schubert, 2017).

2.3 German Millennials and Green Consumerism

Millennials, also referred to as Gen Y, were born between 1986 and 2003 (Statista, 2020). The
millennial generation grew up in the time of technological revolution when the internet and
electronic devices became familiar and easily accessible (Gurau, 2012; Hanks, Odom, Roedl
& Blevis, 2008). Therefore, Millennials were the first to experience the digital world in their
early years of life and are often referred to as digital natives (Statista, 2020) as they use the
internet as their primary source of information (Oblinger & Oblinger, 2006). According to
Huntley (2006), millennials take full advantage of the internet, as it is the generation’s main
communication channel. Furthermore, the author stresses that millennials are highly connected,
seeking to build strong relations with the online and offline groups they belong to. Moreover,
millennials pay great attention to the opinions of their surrounding groups and social media and

rely heavily on them when making decisions (Morton, 2002).

Various researchers demonstrate that millennials seek a life according to green values
(Bresman & Rao, 2017; Deloitte, 2020; Wynes & Nicholas, 2017). For instance, Wynes and
Nicholas (2017) state that millennials strive for establishing lifelong sustainability patterns and
live according to environmental values. Also, the pandemic has influenced the environmental
attitude of the generation. Deloitte (2020) conducted two sets of surveys, a primary survey,
before the Corona outbreak and a pulse survey, during the pandemic. While the survey before
the pandemic showed that half of the respondents believed that climate change could not be

stopped, the second survey, four months later, showed a more optimistic view that climate

10
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change can be hindered (Deloitte, 2020). It is emphasised that millennials view the Corona
pandemic as an opportunity to reset and take action to change the future. The study shows that
millennials remain concerned about the anthropogenic effects on the environment and are

willing to support local companies that positively impact the environment (Deloitte, 2020).

2.4 Understanding Green Consumerism

Over the last decades, marketers and policymakers’ goal has been to understand the pillars that
shape green consumerism. The question of how green consumerism can be explained is a
complex one. Various authors have emphasized the heterogeneity of variables influencing
behaviours in a sustainability context (Guagnano, Stern & Dietz, 1995; Kollmuss & Agyeman,
2002; Sachdeva, Jordan & Mazar, 2015; Steg & Vlek, 2009). For instance, Sachdeva, Jordan
and Mazar (2015) suggest understanding green consumerism through endogenous, exogenous
and structural factors as illustrated in Figure 1. The model illuminates the multifaceted nature

of reasons that potentially lead to green consumerism.

Structural Factors

Endogenous Factors

GREEN CONSUMERISM

Figure 1 Multi-Level Factor Model of Green Consumer Behaviour, adapted from Sachdeva,
Jordan and Mazar (2015)

11



LUNDS

UNIVERSITET

2.4.1 Endogenous Factors

According to Sachdeva, Jordan and Mazar (2015), endogenous factors refer to the internal
psychological processes that lead to green consumerism. The authors state that endogenous
factors are the most commonly explored factors. The authors classify attitudes, personal values,

belief structures, and perceptions as endogenous factors impacting green consumerism.

Attitude describes the positive or negative feeling towards a person, an object or behaviour
(Sachdeva, Jordan & Mazar, 2015). While people’s attitudes can be shaped and influenced by
belief structures, cultural traditions, or other customs, it has been found that environmental
attitudes have a changing, most likely minimal impact on pro-environmental behaviours in
general (Kollmuss & Agyeman, 2002). Values are closely related to attitude and often referred
to in discussions on developing a more sustainable relationship with the environment, and they
also indirectly influence green behaviours through a feeling of moral obligations (Blankenberg
& Alhusen, 2019; Schwartz, 1977). According to Stern (2000), the basis of all pro-
environmental behaviours can be explained through attitudes and values. Furthermore,
Sachdeva, Jordan and Mazar (2015) name belief structures as an endogenous factor that
describes the expectation that behaving in a specific way results in a particular outcome.
Individual beliefs relate to the efficiency a given green behaviour can make on the environment
(Sachdeva, Jordan & Mazar, 2015). Belief structures are strongly intertwined with perceptions,
as these refer to the perceived effectiveness. Beliefs and perceptions describe the extent to
which consumers think that their actions can make a positive difference or impact (Peattie,

2010).

Due to the heterogeneity of endogenous factors influencing green consumerism, different
theories emerged over the years. The leading theory in the field has been the Theory of Planned
Behaviour developed by Ajzen (1991). The theory provides a good starting point to understand

endogenous reasons for human behaviour.
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2.4.1.1 Theory of Planned Behaviour

The Theory of Planned Behaviour grew out of the Theory of Reasoned Action, developed by
Fishbein and Ajzen (1975). The Theory of Planned Behaviour has been widely used to predict
and also explain human behaviour in various contexts (Ajzen, 2020). The theory holds that
certain components predict human behaviours, namely belief structures, attitude toward the
behaviour, subjective norms concerning the behaviour, and perceived behavioural control.
According to Ajzen (1991), belief structures can be further classified into behavioural beliefs,
normative beliefs, and control beliefs, influencing the components attitude, subjective norms,
and perceived behavioural control. While the first two components, attitude and subjective
norms, result in the intention to engage in a given behaviour, the component perceived

behavioural control can directly influence the behaviour.

According to Ajzen (1991), attitude toward the behaviour refers to the overall evaluation and
if it is positively or negatively valued. The attitude is influenced by behavioural beliefs, which
describes the belief that one’s behaviour leads to a specific outcome. The second variable is
called the subjective norm concerning the behaviour. Subjective norms are assessed through
the expectation if significant others approve of a given behaviour. Significant others can be
individuals or groups, such as the spouse, family, friends, teachers, supervisors, and co-
workers; it strongly depends on the studies context. According to the authors, subjective norms
are influenced by normative beliefs. Normative beliefs describe the perceived behavioural
expectations of significant others. Both aforementioned variables, attitude towards the
behaviour and subjective norms, were already included in the theory of reasoned action, while
the third variable, perceived behavioural control, is specifically added as a new variable for the
Theory of Planned Behaviour. Perceived behavioural control refers to a person’s belief of how
easy or hard it is to engage a specific behaviour or act in a certain way, determined by past

experiences and anticipated impediments or obstacles (Ajzen, 1991).

Most studies that used the Theory of Planned Behaviour are quantitative in nature (Yuriev,
Dahmen, Paillé, Boiral & Guillaumie, 2020). However, the factors of the theory can be applied
in qualitative studies as it allows researchers to analyse and present nuanced differences
between the respective internal factors (Renzi & Klobas, 2008). While quantitative studies

illustrate the usefulness of the theory to predict behaviours, applying the theory components in

13



LUNDS

UNIVERSITET

qualitative research can improve the understanding of the underlying belief structures that lead
to a certain attitude, subjective norm and perceived behavioural control, which ultimately result
in individual behaviour (Renzi & Klobas, 2008). The Theory of Planned Behaviour has been
widely used to understand behaviour in a vast range of different contexts, such as drug use,
recycling, safer sex, travel mode, consumer behaviour, and technology adoption. The theory,
however, remains an expectancy behaviour theory. It can incorporate affective or moral
antecedents of behaviour only insofar as these are modelled as attitudinal beliefs about or
evaluations of the outcomes of specific actions (Jackson, 2005). The following subsection
explores the Value-Belief-Norm Theory as a theory that attempts much more explicit

modelling of moral influences on environmental behaviour (Jackson, 2005).

2.4.1.2 Value-Belief-Norm Theory

The Value-Belief-Norm Theory developed by Stern et al. (1999) is often used to explain human
behaviour in pro-environmental contexts. The Value-Belief-Norm Theory builds upon the
Norm Activation Model (Schwartz, 1977) and holds that there is a causal chain of values,
beliefs and norms which result in different forms of environmentally significant behaviour, one
of them being green consumerism. In his later work, Stern (2000, p.412) emphasises that the
Value-Belief-Norm Theory is “the best explanatory account to date of a variety of behavioral

indicators of nonactivist environmentalism”.

Stern et al. (1999) emphasise the importance of values in relation to pro-environmental
behaviour. Values can be defined as “guiding principles in the individual’s life” (Schwartz,
1992, p.17). Stern et al. (1999) state that values can be categorised into altruistic, biospheric
and egoistic values. Altruistic values describe a value system that motivates individuals to
contribute to the wellbeing of other people and species, which in turn motivates individuals to
engage in pro-environmental behaviours (Stern, 2000). Biospheric values, the second type of
value, are described as a value orientation, where “people judge phenomena on the basis of
costs or benefits to ecosystems or the biosphere” (Stern & Dietz, 1994, p.70), hence strongly
relates to the environment. The third type are egoistic values, which refers to an individual’s

self-interest regarding society, including authority, wealth, and being influential (Stern et al.
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1999). It is important to note that different values can co-exist in the same person and hence
influence pro-environmental behaviours (Jackson, 2005).

Although a direct relationship between values and behaviours can be drawn, this relationship
is stronger when there are other factors, such as beliefs or personal norms (Ghazali, Nguyen,
Mutum & Yap, 2019). As outlined above, the core idea of the Value-Beliefs-Norm Theory is
that values influence pro-environmental behaviours via beliefs and norms. Beliefs are
subdivided into an ecological worldview, the adverse consequences for valued objects and the
perceived ability to reduce threat (Stern et al. 1999). While an ecological worldview describes
human-environment relations, the second belief describes that environmental conditions
threaten the things the individual values, and the third belief describes that the individual can
reduce the threat through personal actions (Stern et al. 1999). As a third factor, the Value-
Belief-Norm Theory incorporates personal norms (Stern et al. 1999). According to Stern et al.
(1999), such norms lead to a general predisposition that influences different kinds of pro-
environmental behaviours. However, there are also personal norms that are behaviour specific.
In many different contexts, personal norms have been identified as a successful antecedent of
pro-environmental behaviour (Harland, Staats & Wilke, 2007; Jansson, Marell & Nordlund,
2011; Khare, 2015; Steinhorst, Klockner & Matthies, 2015).

Green behaviours have been analysed from different theoretical angles. Frequently used
theories are the Theory of Planned Behaviour by Ajzen (1991) and the Value-Belief-Norm
Theory by Stern et al. (1999). While the first theory emphasizes attitudinal aspects, it fails to
incorporate moral components. Beliefs and norms are emphasised in both theories, however
the importance of values in relation to green behaviours is more thoroughly incorporated in the

Value-Belief-Norm Theory.

2.4.1.3 Habits

One component which did not receive attention in the theories mentioned above are habits.
Habits describe automatic behaviours in specific situations (Peattie, 2010). Green consumption
research frequently employs behavioural models and theories that assume a high degree of
consumer involvement and conscious decision making. However, human behaviour is often

habitual and guided by automated cognitive processes rather than elaborate reasoning and
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deliberation (Steg & Vlek, 2009). In a message-dense and fast-paced world, habits play a core

role in the consumption of products and services (Peattie, 2010).

Habits and routines receive increasing attention in green consumerism research (Steg & Vlek,
2009; Stern, 2000; White, Habib & Hardisty, 2019; Peattie, 2010). Green behaviours often
require a transformation of old habits (Dahlstrand & Biel, 1997; Stern, 2000; White, Habib &
Hardisty, 2019). This transformation may involve high costs for the individual, even if the new
behaviour is more environmentally friendly. One way to encourage green behaviour is to make
the adaptation as easy as possible, resulting in habitual behaviour. As Frederiks, Stenner and
Hobman (2015) outline, this could be setting the sustainable option as the default, which
simplifies the decision-making process for the individual and will most likely lead to repetition
of the sustainable action. Individuals are often reluctant to make active choices, which has to
do with bounded rationality (Beshears, Choi, Laibson & Madrian, 2008). The impact of setting
green defaults is principally independent of pre-existing personal environmental attitudes
(Vetter & Kutzner, 2016). Research within the green default setting has been perceived across
various experimental and applied contexts, including residential energy consumption
(Brennan, 2007; Hartman, Doane & Woo, 1991; Pichert & Katsikopoulos, 2008; Sunstein &
Reisch, 2014).

2.4.2 Exogenous Factors

As outlined above, previous theories and models on human behaviour commonly apply a
person-centred approach, assuming that green consumerism can be sufficiently explained from
within the individual. However, a substantial body of literature emphasises the relevance of
exogenous reasons in relation to green behaviours (Guagnano, Stern & Dietz, 1995; Kollmuss
& Agyeman, 2002; Sachdeva, Jordan & Mazar, 2015; Stern, 2000). Stern (2000, p.418) stresses
that “studies that examine only attitudinal factors are likely to find effects only inconsistently,
because the effects are contingent on capabilities and context. Similarly, studies that examine
only contextual variables, such as material incentives, social norms, or the introduction of new
technology, may find effects but fail to reveal their dependence on individuals’ attitudes or
beliefs”. Individual green consumerism is embedded in a social context, in the sense that green

behaviours are dependent on social influences from others. According to Abrahamse and Steg
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(2013), social influence refers to how human behaviour is affected by other people. In a meta-
analysis, the authors name social factors as one of the strongest factors to encourage green
behaviours. The Social Influence Theory developed by Kelman (1958) is a theory that can be

utilised to understand how social influences can work.

2.4.2.1 Social Influence Theory

The Social Influence Theory holds that significant others influence an individual’s beliefs,
attitudes, and subsequent behaviour through three main processes: compliance, identification,
and internalisation (Kelman, 1958). The three processes have to be understood as different
ways of how social influence can occur. According to Kelman (1958), the first process
describes compliance which occurs when individuals accept social influence because they hope
to achieve a favourable reaction from significant others or group members. Further, the induced
behaviour is only adopted because the individual thinks it avoids social disapproval. To put it
in Kelman’s (1958, p.53) own words, “the satisfaction derived from compliance is due to the
social effect of accepting influence”. Hence, through compliance, the behaviour is not adopted
because the person is convinced internally. The second process Kelman (1958) describes is
identification, which occurs when an individual accepts influence due to the desire to establish
or keep a relationship with another person or group. The individual adopts the induced
behaviour because it is connected with the desired relationship. Kelman (1958, p.53)
emphasises that “he [sic] adopts the induced behavior because it is associated with the desired
relationship”. The third process, internalisation, is assumed to occur when an individual accepts
to be socially influenced because the induced behaviour is intrinsically rewarding for that
person. The individual adopts the induced behaviour because it is congruent with the personal
value system (Kelman, 1958). Kelman (1958, p.53) elaborates, “the satisfaction derived from

internalization is due to the content of the new behavior”.

2.4.3 Structural Factors

Above, we have talked about a myriad of factors that potentially influence and explain green
consumerism endogenously and exogenously. Sachdeva, Jordan and Mazar (2015) suggest

another category of factors, namely structural factors. The authors state, “green consumerism
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may be addressed by restructuring the landscape in which green consumer choices are currently
made” (Sachdeva, Jordan & Mazar, 2015, p.63). According to Sachdeva, Jordan and Mazar
(2015), decision nudges, an instrument stemming from behavioural economics, have

explanatory power in relation to green consumerism.

2.4.3.1 Green Nudges

The term nudge gained wide recognition through the influential book by Thaler and Sunstein
(2009). The authors state that nudges can influence individual choices from the outside, and
when knowing how people think, suitable choice architectures and other tools can be used to

nudge individuals toward a particular behaviour without risking the freedom of choice.

Schubert (2017) further elaborates on nudges in a green consumerism context. Green nudges,
green due to the environmental context, are regarded as a promising way to direct individuals
towards all kinds of green behaviours (Schubert, 2017). The author distinguishes between three
variations of environmental nudges. The first variation refers to simplifying product or service
information or marking particular product or service aspects more salient. The second variation
of green nudges refers to the herd behaviour of people. Individuals tend to imitate their peers’
behaviour and generally have a strong desire to fit into a group. Hence instruments that leverage
a feeling of we-ness can be successful instruments for nudging green behaviour (Schubert,
2017). Within this variation of green nudges, Peattie (2010) talks about collective action and
activism to motivate green consumption behaviour. There is increasing acknowledgement that
the behavioural adjustments required for sustainability will not be accomplished by
concentrating only on the behaviour and attitudes of individuals (Southerton, 2005).
Community projects for the provision of further pro-environmental actions appear as part of
the pro-environmental communities’ movement. So far, the consumer behaviour associations
of such collective solutions are still inadequately understood. However, anecdotal proof shows
that community-based strategies promoting green consumption behaviours are especially
influential and effective (Burgess, 2003). The third type of green nudges coming from an
organisation refers to making green behaviours the default option, such as energy providers

offering green energy as a default (Schubert, 2017).
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3 Conceptual Framework

The above-presented discussion highlights the multifaceted nature of reasons that potentially
explain green behaviours. Furthermore, the discussion shows the necessity of looking from
multiple angles to explore potential reasons for green search engine usage. Previous green
consumption research was often quantitative in nature and applied theories and models from
consumer behaviour research, such as the Theory of Planned Behaviour or the Value-Beliet-
Norm Theory trying to explain green consumerism solely from within the individual (Peattie,
2010). To get an in-depth understanding of the underlying reasons, we extend this one-
dimensional view and qualitatively explore potential reasons from three different angles. The
table shown below provides an overview of potential endogenous, exogenous and structural
reasons. We have identified the potential reasons through the literature review in chapter two

and grouped them into the three categories.

Type of Potential Leading Question Literature

Reason Reason

Endogenous | Beliefs, Attitude, Are there endogenous Ajzen, 1991; Stern et al.
Norms, Perceived reasons which lead to ereen 1999; Stern, 2000;
Behavioural g Sachdeva, Jordan &
Control, Values, search engine usage? Mazar, 2015
Habits

Exogenous | Social Influence Are there exogenous reasons | Kelman, 1958; Sachdeva,
through which lead to green search Jordan & Mazar, 2015;
Compliance,
Identification, engine usage?
Internalisation

Structural Green Nudges Are there structural reasons | Sachdeva, Jordan &

Oy R (e for green search engine Mazar, 2015; Schubert,

organisation Ecosia 2017; Thaler & Sunstein,
usage? 2009

Table 1 Potential Endogenous, Exogenous and Structural Reasons for Green Search Engine

Usage among German Millennials
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3.1 Endogenous Reasons

Belief structures, the attitude towards the behaviour, norms concerning the behaviour,
perceived behavioural control, and values derive from the Theory of Planned Behaviour
(Ajzen, 1991) and the Value-Belief-Norm Theory (Stern et al. 1999). In line with our
discussion above, habits can represent a potential endogenous reason for green search engine
usage, as they play an essential role in relation to human behaviours, especially in a green
consumerism context (Aarts, Verplanken & van Knippenberg, 1998; Steg & Vlek, 2009; Stern,
2000; White, Habib & Hardisty, 2019). The components mentioned above have been frequently
utilised to understand and explain human behaviour in a green consumerism context (Jackson,
2005). We aim to understand if there are endogenous reasons for German millennials to use

the green search engine Ecosia.

3.2 Exogenous Reasons

Social influences are important to consider in a green consumerism context as human behaviour
is embedded in a social context and is dependent on the behaviours of others (Kelman, 1958;
White, Habib & Hardisty, 2019). In a meta-analysis, Abrahamse and Steg (2013) named social
factors as one of the strongest factors that encourage green behaviours. Kelman (1958) states
three distinct processes of how social influence can be facilitated: compliance, identification,
and internalisation. The present study aims to understand if social influences play a role in

relation to green search engine usage among German millennials.

3.3 Structural Reasons

We are interested to understand how users perceive Ecosia as an organisation and if the
organisation nudges its users to demand green services. As elaborated in chapter two, Schubert
(2017) describes green nudges as a powerful tool to make individuals engage in green
behaviours. Hence, we aim to explore if users feel induced by the organisation Ecosia in any

way and if this represents a reason for the usage.
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Perceived
Behavioural
Beliefs Attitude Control Green Nudges
Endogenous ) Green Search Structural
Reasons Engine Usage Reasons
‘ ‘ ‘ 7y
Habits Norms Values
Exogenous
Reasons
Compliance Identification Internalisation

Figure 2 Conceptual Framework Depicting Potential Reasons for Green Search Engine

Usage from the Viewpoint of German Millennials
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4 Methodology

Chapter four provides the reader with methodological reasoning. We worked with the
“Research Onion” by Saunders, Lewis and Thornhill (2007) to develop the methodology for
the present thesis. The reader can expect to gain information on the research philosophy, the
research approach, and the research design. The data collection process, as well as the data
analysis, are outlined. The chapter concludes with a discussion about the research quality and
ethical considerations. The methodological limitations are outlined under general limitations

to be found in chapter six.

4.1 Research Philosophy

The research philosophy supports the methodological approach and is the basis of any study as
it explains the set of beliefs the research is constructed on (Easterby-Smith, Thorpe & Jackson,
2015). In that vein of thinking, Saunders, Lewis and Thornhill (2009, p.124) state that the term
research philosophy “refers to a system of beliefs and assumptions about the development of
knowledge”. The authors argue that a research philosophy is developed from an ontological
and epistemological perspective and contains essential assumptions about how researchers
view the world. Ontology describes “the nature of reality and existence” (Easterby-Smith,
Thorpe & Jackson, 2015, p.46), epistemology describes “the theory of knowledge and helps
researchers understand best ways of enquiring into the nature of the world” (Easterby-Smith,
Thorpe & Jackson, 2015, p.46). According to Bryman and Bell (2011), research philosophies
operate on different ontological and epistemological assumptions. These will impact the
development of research strategy, research design, and research interpretation. Therefore, the
relationship between epistemology and ontology to business research is important to

understand (Bryman & Bell, 2011).

As Bryman and Bell (2011) defined, ontology, by nature, comes from the position of
objectivism and constructivism. The authors state that social phenomena are developed based
on people’s perceptions, considering that there could be a different view of reality. The first
viewpoint, objectivism, holds that “the position that social entities exist in reality is external to

social actors” (Saunders, Lewis & Thornhill, 2009, p.129). In contrast to that, the second
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aspect, constructionism, states that “social phenomena are created from the perceptions and
consequent actions of those social actors concerned with their existence” (Saunders, Lewis &
Thornhill, 2009, p.110). In summary, the former implies that reality is independent of the views
of social actors, while the latter indicates the opposite. Having this in mind, we built the current
study based on the assumption that “social actors have subjective perception and understanding
of the world” (Easterby-Smith, Thorpe & Jackson, 2012, p. 70). An epistemological
interpretive position describes “the understanding of the social world through an examination
of the interpretation of that world by its participants” (Bryman & Bell, 2011, p.386). While the
epistemological approach of positivism focuses on the idea of one correct interpretation of
reality, the interpretive constructionists’ view illustrates complex reality through the
interpretive meaning of social actions (Saunders, Lewis & Thornhill, 2009). Since we strive to
understand the multifaceted reasons for using the green search engine Ecosia from the
perspective of German millennials, we adopt the epistemological view of interpretivism and an
ontological view of constructionism. Hence, we assume that the world is socially constructed,

and answers derive from people based on subjective opinions.

4.2 Research Approach

To understand the relationship between theory and research, it is essential to find a suitable
research approach (Bryman and Bell, 2011). By defining a fitting research approach, the
authors can ensure the achievement of the study’s intended results and appropriate design
(Bryman and Bell, 2011). According to Saunders, Lewis and Thornhill (2009), there are three
distinct approaches to theory development: deductive, inductive, and abductive, which
represent approaches to logical reasoning. According to Meyer and Lunnay (2012), while a
deductive approach occurs when a theory guides the research process, an inductive approach
occurs when researchers move between theory and data. For the present study, we applied an
abductive research approach. Abduction refers to analysing data that does not fall into the initial
theoretical frame (Meyer & Lunnay, 2012). The main difference between a deductive approach
and an abductive approach is that abduction shows how things might be while deduction proves

that something has to be in a certain way (Meyer & Lunnay, 2012).
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The abductive approach has been selected as the investigation started with a theoretical
discussion based on observations. Abduction can be understood as a combination of inductive
and deductive elements and occurs when available premises are used to generate testable
conclusions (Saunders, Lewis & Thornhill, 2009). The theoretical discussion is based on
components of the Theory of Planned Behaviour developed by Ajzen (1991), the Value-Beliet-
Norm Theory developed by Stern et al. (1999), the Social Influence Theory developed by
Kelman (1958), the Multi-Level Factor Model of Green Consumer Behaviour developed by
Sachdeva, Jordan and Mazar (2015) and Green Nudges developed by Schubert (2017). Our
objective is to understand underlying reasons for green search engine usage from the
perspective of German millennials. To do so, we have regarded the phenomenon in the light of
existing theoretical foundations. However, the abductive approach allows us not to be

unnecessarily constrained by adhering to previously developed theory.

4.3 Research Design

Easterby-Smith, Thorpe and Jackson (2015, p.67) state that a research design is about
“organizing research activity, including the collection of data, in ways that are most likely to
achieve the research aims”. The authors emphasize that a fitting and well-formulated research
design determines the quality of the research. Furthermore, the research design represents an
explanation and justification of what kind of data is needed and how it will be collected.
Additionally, it specifies how the findings are analysed and how they can be applied to answer

the research question.

According to Malhotra (2010), qualitative and quantitative research designs are the most
commonly used methods. The author states that the main difference between these two methods
is the way data is collected and analysed. While quantitative studies are numerical in nature
and seek to quantify the data to make the knowledge generalizable, qualitative research is about
getting an in-depth understanding through linguistics (Landrum & Garza, 2015; Malhotra,
2010). Qualitative research is often criticized for lacking in analytical rigour and generating
data that cannot provide generalizable conclusions (Saunders, Lewis & Thornhill, 2019).

However, there are also clear advantages to a qualitative research design. For instance,
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qualitative data collection allows an in-depth understanding of the underlying reasons for the
behaviour in questions, as the researchers can interact with interviewees (Saunders, Lewis &
Thornhill, 2019). Furthermore, it becomes possible to explore underlying belief structures and
attitudes towards a given subject. This aligns with Bryman and Bell (2011, p.466), who state,
“in qualitative interviewing, there is much greater interest in the interviewee’s point of view”.
The research design is determined by the data that we require to answer the research question
(Bryman and Bell, 2015). As we aim to understand why German millennials use the green

search engine Ecosia, we choose a qualitative research design.

Furthermore, there are two types of time horizons for academic studies, namely longitudinal
and cross-sectional studies. While longitudinal studies require collecting data over a specific
period of time, cross-sectional studies gather the data at a particular point in time. We are facing
a practical constraint due to the limited time frame of only ten weeks preparing this study.
Hence, we have to decide on a cross-sectional study, meaning we collect the data at one point
in time. Therefore, our results are based on semi-structured interviews which we execute during

a brief period in April 2021.

4.4 Data Collection and Process

In the previous sections, we have discussed the research philosophy, research approach and
research design. As emphasized by Easterby-Smith, Thorpe and Jackson (2015), before the
data collection process can begin, the researchers need to think about the research method that
is being used and the selection process of potential participants. For the present study, we
decide on collecting primary data through semi-structured interviews with German millennials

using Ecosia.

4.4.1 Research Method

Semi-structured interviews are among the most popular and widely used data collection
methods for a qualitative research design (Easterby-Smith, Thorpe & Jackson, 2015). Semi-
structured interviews are described as “guided open interviews” (Easterby-Smith, Thorpe &

Jackson, 2015, p.139), which are valuable as they allow for the collection of subjective
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viewpoints and experiences (Evans & Lewis, 2018). Semi-structured interviews are
conversationally conducted, with one interviewee at a time (Adams, 2015). Typically, the
interviewer has a list of formulated questions that are subject to change. For instance, if the
participant gives an unclear answer, semi-structured interviews allow the interviewer to ask
further questions to comprehend the underlying motivations for giving that particular answer

(Adams, 2015).

There are clear advantages but also drawbacks to semi-structured interviews, which we would
like to highlight at this point. A clear advantage is that the interview technique allows for a
flexible interview between the researcher and the interviewee, which means it represents a
suitable instrument for gaining individuals’ independent thoughts as the basis for collecting
rich data (Adams, 2015; Easterby-Smith, Thorpe & Jackson, 2015). Even though researchers
can work with an interview guide including preformulated questions, there is a possibility of
changing the order of the questions or adding a follow-up question to understand better the
participant’s perceptions and reasoning (Adams, 2015). However, the main drawback of semi-
structured interviews is the time and effort needed to conduct the interviews, as well as to
analyse the high volume of data (Adams, 2015). Particularly while doing the data analysis, the
researchers need to act carefully not to lose valuable insights. Furthermore, semi-structured
interviews are often accused of not being objective due to a potential researcher bias (Adams,
2015). Moreover, semi-structured interviews require a high level of interviewing skills
(Adams, 2015). Despite the drawbacks, we considered semi-structured interviews as the most
appropriate and suitable qualitative research method for the present study, as we aim to
understand the underlying reasons for green search engine usage, which we aim to explore

from multiple angles.

4.4.2 Interview Guide and Procedure

According to Bryman and Bell (2011), an interview guide is a set of questions that is formulated
before the beginning of the interview. Furthermore, the authors state that it has to be structured
in different areas covered in the interview, and unlike a structured interview agenda, an
interview guide allows a more open and general approach. Bryman and Bell (2011) state that

the questioning allows interviewers to investigate the ways participants view their social world
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as well as flexibility in conducting the interviews. Moreover, the formulated questions help to
strengthen the dependability of a study. In preparation for the semi-structured interviews, we
developed an interview guide with a list of key questions based on the theoretical foundations
discussed in the previous chapters to ensure a good understanding and appropriate structure
with the interviewees. The appliance of questions varied between the interviews, dependent on

the flow during the conversation.

All interviews were conducted in April 2021. We were facing difficulties due to the
circumstances emanating from the pandemic. Personal meetings were still restricted during the
time of data collection. Hence the interviews were conducted digitally. We discussed
availability with the participants beforehand. We have decided that the same interviewer would
conduct all interviews to guarantee consistency. However, both researchers were present.
Every participant was interviewed once, and we aimed to incorporate all questions of the
interview guide. Some participants answered additional or follow-up questions when the
answer was not entirely comprehensible for us. In total, we conducted twelve semi-structured
interviews. At one point, the answers started to repeat themselves, and we did not get any new

insights. Hence, we decided to stop the data collection process after the twelfth interview.

The first step was to introduce ourselves, and we explained the purpose and the motivations of
the study. Furthermore, the participant was informed that the participation is voluntary, and
that participation can be ceased at any time. The interviewer emphasized that there would be
no right or wrong answers and that we would be merely interested in hearing personal options
and thoughts. We explained the interview process and asked if the interview could be recorded.
Furthermore, it was emphasized that the transcripts are anonymized, and that the interviewee
cannot be identified as an individual. We ensured that the data would be stored carefully.
Before the interviews were conducted, all participants signed the official consent forms from
Lund University School of Economics and Management. Each participant was asked if they
would feel comfortable in the interview environment to make sure nothing would disturb a
fluent interview process. In the end, descriptive questions were asked not to intimidate the
interviewee, as Adams (2015) suggested. All interviews were conducted in German. The

interview guide, as well as the introduction, is illustrated in Appendix A.
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4.4.3 Pilot Study

As suggested by Adams (2015), we conducted a pilot study to prevent misunderstandings
before conducting the semi-structured interviews to ensure clarity during the actual data
collection. It is important to ensure that questions do not evoke pressure to give specific and
socially acceptable answers. The author states that pilot studies with a few intended respondents
can be an excellent way to secure the interview guide’s quality. Moreover, conducting semi-
structured interviews requires a high level of professionalism and skills from interviewers. We
followed the recommendations by Adams (2015, p.502) and applied “a casual, conversational
approach that is pleasant, neutral, and professional, neither overly cold nor overly familiar”.
Due to the pandemic, our pilot study was conducted digitally and consisted of two participants
to pre-test the questions. The questions were modified according to the pilot study’s feedback

and resulted in the final interview guide, illustrated in Appendix A.

4.4.4 Sampling Method and Selection of Participants

Bryman and Bell (2011) point out that selecting participants for qualitative interviews can bring
a certain level of difficulties regarding the selection’s transparency. While there are many
different sampling methods, we have decided to concentrate on purposive sampling as a non-
probability sampling technique for the present study. Easterby-Smith, Thorpe and Jackson
(2015) illustrate that it enables researchers to determine eligible samples based on particular
criteria deemed necessary to fulfil the purpose of the study and the probability that they will
contribute to the theoretical understanding of the phenomenon. However, due to the current
pandemic, it is essential to note that there is also a degree of convenience in selecting
respondents. Thus, we followed McIntosh and Morse (2015), who argue that purposeful
sampling can be used as a form of convenience sampling technique, enabling the researchers
to choose respondents based on their availability and willingness to participate. The authors
further emphasise that it is important that the chosen participants are adequate in the quest of

gathering in-depth data suitable for answering the research question.

For this study, we concentrated on finding German millennials who are using the green search
engine Ecosia. We selected the participants regarding the study’s purpose to ensure valuable

insights. The details of the semi-structured interview participants, including the anonymized

28



LUNDS

UNIVERSITET

name, age, gender, and the date and time of the interview, are presented in Appendix B. As we
aimed for a balanced sample, we interviewed six female and six male users. We first selected
potential participants from within our network and contacted them via online platforms based
on the determined sampling methods. Henceforth, we got eight German millennials who are
using Ecosia from our immediate social environment who suited the criteria. Also, we
contacted several users over Ecosia’s official Facebook and Instagram page and found four
matching candidates. Following Adams’ (2015) advice, we formulated a detailed but explicit
message sent online to request their participation. The statement introduced our research topic
and some information about it without exposing too much information yet. We also added
information on the confidentiality of the study and overall conditions. Interviews with the

participants were made and planned via different online platforms.

4.5 Data Analysis

Data analysis refers to the process of interpreting and drawing conclusions from the collected
set of data (Evans & Lewis, 2018). The process of data analysis requires careful and reflexive
consideration, as well as thorough attention (Evans & Lewis, 2018). We applied a thematic
data analysis which involved various steps. According to Braun and Clarke (2012), thematic
analysis refers to the practice of identifying themes and patterns in the data set. The authors
state that thematic analysis is a method within qualitative data analysis that is accessible,
flexible, and increasingly popular. In the context of green search engine usage, thematic
analysis represented a helpful approach as it enabled us to get an in-depth understanding of the
interviewees’ perspective. Braun and Clarke (2012) suggested that the analysis entailed six
important steps, namely familiarisation with the data, coding, generating initial themes,

reviewing themes, defining themes and writing up.

Before we started the familiarisation phase, we had to display the data. Semi-structured
interviews are conversational in nature, hence with the consent of the interviewees, we recorded
the interviews and transcribed the audio with the platform ‘happyscribe.com’ (HappyScribe,
2021). We decided to conduct all semi-structured interviews in German since all participants

are native German speakers. Consequently, the semi-structured interviews had to be translated
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from German to English. It is essential to follow a clear structure while transcribing to make
sure no misinterpretations arise (Stuckey, 2014). The transcript must include precisely what
has been said during the interview to present pure and unbiased research (Stuckey, 2014).
Bryman and Bell (2011) emphasise that if interviewees repeat themselves, do not speak
adequately, or speak with dialect, researchers can edit phrases if applied as quotes, but they
should not be paraphrased. We followed these suggestions to display the collected data as
accurately as possible. We decided to work with an Excel spreadsheet. Even though the semi-
structured interviews differed from one another, following the interview guide gave a certain
structure and helped to group the data in the spreadsheet. Once the data was displayed, the

thematic analysis started.

The first step of thematic analysis was to familiarise ourselves with the data. This involved
reading and re-reading the data multiple times to become immersed and intimately familiar
with the content (Braun & Clarke, 2012). Evans and Lewis (2018) stress that themes typically
appear more than once in the data set, but the frequency of instances of a theme does not
automatically indicate its importance. It was an extensive process until we completed the
familiarization phase and entered into the second phase, the coding process. This phase
involved creating codes to identify essential characteristics of the data relevant to answering
the research question. We have coded the entire data set, and afterwards, we extracted the most
relevant data and codes for greater analysis. The third step incorporated generating initial
themes, which involved assessing the codes and sort data more thoroughly to find patterns and
form initial themes. To highlight initial themes, we have used colour coding to match each
theme with a different colour. The third step was followed by the fourth step, which included
reviewing the identified themes. This phase involved checking the themes against the data to
determine if they tell a convincing story of the data and can be used to answer the research
question. In this phase, we have refined the identified themes, which sometimes involved
splitting or combining them. We considered this stage of data reduction a critical challenge as
it required careful considerations to reduce themes and not lose valuable insights. However,
data reduction is an important step as it serves to determine the data which is relevant to answer
the research question. In the fifth phase, we identified and named the most relevant themes,

from which some later translated into the reasons for using the green search engine Ecosia. The
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sixth and last step in our thematic analysis journey was writing up and exemplifying thematic

reasoning.

4.6 Quality of Research

According to Saunders, Lewis and Thornhill (2019), there are different criteria when evaluating
the quality of research, such as validity and reliability. The authors state that validity refers to
the appropriateness and accuracy of the measurements, whereas reliability refers to the
consistency of the measurement. However, validity and reliability are often used for judging
the quality of quantitative studies. Since qualitative research has a different nature than
quantitative research, we had to find more suitable criteria for ensuring the quality of our
research. Bryman and Bell (2011) suggest trustworthiness as appropriate measures for judging
the quality of qualitative research. To guarantee trustworthiness, we considered different
components. Lincoln and Guba (1985, pp.76-77) state: “In combination the criterion of

credibility, transferability, confirmability and dependability are viewed as trustworthiness”.

4.6.1 Trustworthiness

As outlined above, trustworthiness can be classified into different criteria, namely credibility,
transferability, confirmability and dependability. The first component, credibility, can be
evaluated to determine which findings are accurate and not biased (Lincoln & Guba, 1985).
Our chosen method is semi-structured interviews. Intending to secure credibility, we have
recorded and transcribed all conducted interviews to guarantee high-quality data. Since we had
a specific target group with two distinct traits, German millennials and Ecosia users, purposive
sampling was determined as the most suitable sampling technique, however, we like to
emphasise that the study’s credibility may be impacted by the use of a technique such as
purposive sampling due to a potential bias. Transferability relates to the extent to which the
findings of the study can be applied to other situations and contexts or even the same situation
(Lincoln & Guba, 1985). This aspect of trustworthiness is often difficult to ensure in qualitative
research due to the fact that it lies in the nature of qualitative research that samples are much
smaller than quantitative samples, which makes transferability more difficult to achieve.

However, Lincoln and Guba (1985) argue that researchers can focus on adding a thick
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description of the qualitative research process, including the research aim, research design,
theoretical frameworks, outcomes, and interpretations. Based on the descriptions we provided
in this chapter, the reader can identify if it is possible to transfer the findings to other contexts
or participants. Drawing upon the formulated research philosophy, the aim of this study was to
understand the phenomenon within the specific context rather than creating transferability. The
concept of confirmability in qualitative research can be seen as the matching pendant to
objectivity, which is an essential measure in quantitative research (Lincoln & Guba, 1985).
Confirmability can be seen as a verification that the research findings logically derive from the
participants’ answers more so than a researcher’s bias shapes them. Lincoln and Guba (1985)
stress that conformability is given when data and information can be traced back to their origins
and that the logic behind the interpretations is comprehensible and coherent. To create
confirmability, we have outlined our data collection measures and processes in great depth in
the previous paragraph. Lincoln and Guba (1985) use dependability to be more specific with
the term of reliability in qualitative research. Dependability refers to the consistency between
raw data and findings (Saunders, Lewis & Thornhill, 2019). To guarantee dependability, we
made ourselves aware of potential biases while conducting a qualitative study. Since semi-
structured interviews are not a standardized approach, we developed an interview guide we
presented and discussed with our supervisor. The discussion served as an external audit for the
questions and ensured that we did not ask questions that lead the respondent in a specific

direction.

4.7 Ethical Considerations

According to Easterby-Smith, Thorpe and Jackson (2015), ethical considerations can be seen
as the moral principles that guide human actions. The authors state that the deliberation of
ethical aspects is of utmost importance in academic research. Moreover, ethical considerations
are essential for protecting the participants, the integrity of the study, and the academic
institution’s reputation. Ethical considerations guided the entire research process of the present
study through securing a high level of confidentiality, privacy and consent before, while and
after the study. The aforementioned ethical considerations were particularly considered in

relation to the semi-structured interviews.
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Each interview started with a short introduction, followed by outlining the purpose of the study.
We aimed to make sure that participants had sufficient information to make well-informed
decisions about their participation (Bryman & Bell, 2011). We verbally emphasized at the
beginning of each interview that the participant could request to halt the interview and
withdraw from the study at any time. We confirmed this in an email sent out to all participants
prior to the interview. To further respect the principles of confidentiality and privacy, we did
not reveal the participants’ full name when presenting the findings. We have informed our
participants that we would store the information for future reference. However, we assure that
the collected data would be kept in a secure place. All present study participants were informed
thoroughly about the research agenda and signed a consent form before the interview was
conducted. Our interviews were conversational in nature and did not include factors, such as a
physical experiment. As a result of this, we confirm that we could not detect any ethical or
privacy risk resulting from our study for the participants, the integrity of our study or the

academic institution.

33



LUNDS

UNIVERSITET

5 Findings and Discussion

In chapter five, we present and discuss the empirical findings of this study. We have studied
the data through thematic analysis and identified seven relevant themes. In the following, we

present, discuss and relate the themes to theory.

5.1 Endogenous Themes

Four endogenous themes were identified from the interviews, namely ‘perceived behavioural
ease’, ‘green lifestyle’, ‘positive behavioural beliefs’ and ‘perceived disadvantages’. In the

following, the themes are presented.

5.1.1 Perceived Behavioural Ease

Our interviews reveal that green search engine usage is perceived as easy to engage in. For
instance, participant 9 considers green search engine usage as an effortless way to do something
positive for the environment as the participant spends a lot of time in front of his computer.
The participant describes further that he utilizes a search engine many times a day and considers

using Ecosia over Google as easy to benefit the environment.

“I mean, I spend all day in front of my computer. I probably search at least 200 different
things a day because I just search every thought that goes through my head. And I think
quite honestly, if you search so much and you can do something positive for the
environment just by using Ecosia instead of Google, everyone should do it”. -

Participant 9
Also, participant 3 says that he spends a lot of time in front of his computer and uses the green
search engine daily. He emphasises that the usage feels natural for him as he does not actively

think about it anymore.

“I spend so much time in front of my computer. I use Ecosia on a daily basis, and using

it is nothing I am actively thinking about anymore. It feels natural”. - Participant 3
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Participant 12 points out that she perceives using Ecosia as “kid-friendly”. She uses the internet

anyway, and Ecosia offers the participant an additional benefit to plant trees.

“The interface is almost kid-friendly, and Ecosia works as well as any other search
engine. There are no technical hurdles. However, by using Ecosia, I have the additional

benefit of planting trees”. - Participant 12

Participant 1 mentions an interesting point. Ecosia is set as the default search engine on her

laptop and mobile phone, which simplifies the usage and makes it accessible.

“Ecosia is my default search engine on my laptop and mobile phone. This makes it

easily accessible”. - Participant 1

Participant 7 also reports about the default setting and elaborates further. The participant reports
that she did not install Ecosia as the default initially, which led to her not thinking about the
green search engine anymore. The participant describes that through the default setting, the

usage got convenient and habitual.

“In the beginning, I had not set Ecosia as my standard search engine and continued to
use Google. I more or less forgot about Ecosia back then. However, since I installed it

as my standard, it is very convenient, and no hurdle anymore”. - Participant 7

We also note that some participants compare green search engine usage to other green actions
they engage in. For instance, participant 2 compares it to nutrition changes and reducing air
travel, which he considers more difficult. The participant also talks about the favourable

environmental effects resulting from using Ecosia.

“I believe using Ecosia is a really great thing. I would use a search engine anyway,
and I can as well do it with something that plants trees. There are now so many ways

to do something for the environment, and many are also relatively difficult for me. For
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example, eating less meat or reducing flights. But you have to change your habits,

which is not easy for me, especially in terms of nutrition”. - Participant 2

Also, participant 8 claims green search engine usage to be easier than other green actions. The
participant uses shopping as an example and says that shopping in contrast to Ecosia usage

requires a certain level of active decision-making.

“Green search engine usage for me is easier than other sustainable actions that |
engage in because you set Ecosia once as your standard, and then it stays that way. It
is not a daily decision that I have to make. I do not decide for or against Ecosia every
time [ search for something. With shopping, for example, it is perhaps also internalised

by now, but definitely an active decision every time”. - Participant 8

We identify ‘perceived behavioural ease’ as an endogenous theme for green search engine
usage due to two factors in particular. First, green search engine usage is considered as an easy
act to do something positive for the environment. Participants report that they use the internet
on a daily basis. Hence green search engine usage feels natural. We have outlined in chapter
two that millennials are often described as digital natives and that they are the first generation
to experience the digital world in their early years of life (Statista, 2020). In contrast to the
previous Generation X, who view technology as isolating, millennials take full advantage of
the internet as a communication channel with the surrounding world (Huntley, 2006). We
conclude that the digital context is a factor that facilitates green behaviours for German
millennials, which became particularly clear when interviewees compared green search engine
usage to other sustainable actions. For instance, participant 2 says that green search engine
usage brings fewer sacrifices for him than other sustainable actions. Second, ‘perceived
behavioural ease’ is linked to the default setting option. Participants emphasise that by making
Ecosia the default, the usage got easier and more habitual. The user does not have to make an
active decision for or against the green search engine anymore. All twelve interviewees set
Ecosia as their default search engine either on their mobile phone, laptop, or on both devices.
This aligns with Frederiks, Stenner and Hobman (2015), who emphasise that setting the
sustainable option as the default, simplifies the decision-making process for the individual and

will most likely lead to repetition of the sustainable action. The default setting in relation to
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Ecosia seems to make the usage habitual and fosters the perceived easiness. We note that
‘perceived behavioural ease’ relates to the component of perceived behavioural control, a
component of the Theory of Planned Behaviour discussed in chapter two. In the theory, the
component of perceived behavioural control refers to people’s perception of being capable of
executing a particular type of behaviour (Ajzen, 1991). Capability refers to the perceived ease
or difficulty of performing a given behaviour. In our case, we found that green search engine

usage is seen as an easy act for German millennials, which they feel capable of.

Due to the above-stated discussion, we identify ‘perceived behavioural ease’ caused by the
default setting option and the digital environment as an endogenous reason for green search

engine usage among German millennials.

5.1.2 Green Lifestyle

We recognize that our interviewees report an environmentally friendly way of life, which seems
to be of great importance for them. For instance, participant 4 speaks about several green
activities he engages in. The participant describes that he follows a sustainable lifestyle and
was actively looking for more sustainable actions to engage in, and this is how he learned about

Ecosia.

“I try to live sustainably in all areas of life. The first thing I did was to see where I
might produce the most waste, and then I kind of started with clothes and food and then
tried to buy more sustainably and more regionally and without plastic. And with
clothes, 1 did a no-buy-year for a year and actually did not buy anything for a year. So,
[ think my sustainable actions actually started with nutrition and clothes, and then I
informed myself what else I could do, and that is how I found out about Ecosia”. -

Participant 4

Also, participant 11 describes that he lives an environmentally friendly lifestyle, and Ecosia

usage represents another way to leverage sustainability for him.
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“I try to live as sustainable as possible in all areas of life, and for me using Ecosia is
another great way to leverage sustainability. In the end, afforestation tackles

pollution”. - Participant 11

Participant 5 reports that adopting a green lifestyle is an ongoing project for her. She describes

that the process is in its early stages.

“I started to pay more attention to waste separation, buy less plastic, avoid plastic bags
in the supermarket, etc. But of course, it is all a long way until it is really

environmentally-conscious”. - Participant 5

Participant 6 shares his opinion about the European lifestyle, which, he thinks, is not beneficial
for the environment. He says his engagement in green search engine usage is linked to the fact
that we need to rethink the way we live. The participant wants to benefit the environment and

future generations.

“The way we live in European countries harms the environment. Of course, Ecosia is
just a drip on the hot stone. We need more initiatives like Ecosia as we urgently need
to rethink the way we live. Otherwise, future generations cannot live on this planet

anymore”. - Participant 6

We notice that interviewees engage in various sustainable activities and try to live sustainable
lives. For our interviewees, green search engine usage is embedded in a broader idea of an
environmentally friendly life concept. Ecosia usage represents one facet of the green lifestyle.
In chapter two we discussed the relevance of values in relation to green behaviours. Values are
considered to underlie individual green behaviour, which often builds the basis for engaging in
different types of sustainable activities (Schwartz, 1977), in this case, the green lifestyle. It is
illuminated in the Value-Beliefs-Norm Theory developed by Stern et al. (1999) that values play
an essential role in general green behaviours. Particularly environmental protectionism and
prevention of pollution were mentioned in the interviews, revealing that participants are
thinking about the environment when making lifestyle decisions. We conclude that biospheric

values, a value orientation where individuals make judgements and decisions based on costs
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and benefits for the ecosystem, seem to play a role in relation to green search engine usage
(Stern & Dietz, 1994). Interestingly, participant 6 is the only participant who emphasises future
generations when speaking about environmental concerns. This answer can be associated with
altruistic values, which describe a value system motivated by the well-being of other people
and species (Stern & Dietz, 1994). According to Jackson (2005), several values can co-exist in

the same person and influence green behaviours.

Due to the above-stated discussion, we identify ‘green lifestyle’ caused by the biospheric values
and altruistic values as an endogenous reason for green search engine usage among German

millennials.

5.1.3 Positive Behavioural Beliefs

We notice enthusiastic feelings and a prevalent belief that green search engine usage will lead
to positive environmental outcomes among our participants. For instance, participant 12
describes that the usage creates a positive feeling to help fight climate change which she

perceives as a widely discussed topic.
“I believe one of the reasons why I use Ecosia and not Google or so is because it makes
me feel good. It gives me a feeling of doing something. You hear everywhere about

climate change and using Ecosia feels like helping to fight it”. - Participant 12

Likewise, participant 3 describes a positive feeling that emerges through the usage of Ecosia.

He perceives the usage as a contribution to “a good cause”.

“I am contributing to a good cause by using it, and that gives me a good feeling”. -

Participant 3

Also, participant 10 describes the positive environmental outcome. Her definition of the

environmental outcome is helping “to minimize pollution” through afforestation.
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“Through afforestation, the environment is supported as this helps to minimize

pollution.” - Participant 10

Moreover, participant 2 mentions that he is aware of the negative impact the western lifestyle
has on the environment. He perceives the usage of Ecosia as an act of minimizing the damage

and benefiting the environment.

“So, in Germany, we are living a lifestyle which is not sustainable. We have one of the
biggest footprints in the world. Initiatives like Ecosia contribute to minimizing that

footprint”. - Participant 2

Participant 1, a female student who has been using Ecosia for years, reports that she had
positive behavioural beliefs, particularly at the beginning of the usage. She is still aware of her

positive contribution but not as strong as in the beginning.

“In the beginning, I felt like I was actively doing something for nature, and it was
always nice to see the number of trees you contributed. I still have a positive feeling
when using Ecosia, but the feeling is not as strong as it was in the beginning”. -

Participant 1

We have identified ‘positive behavioural beliefs’ as an endogenous theme for green search
engine usage since participants report a feeling of benefiting the environment through the
usage. More particularly, participants believe that through their behaviour, positive
environmental outcomes are supported. Beliefs were emphasised by Ajzen (1991), who
suggests that behavioural beliefs generally influence the overall attitude towards a given
behaviour. Beliefs are further highlighted in the Value-Beliefs-Norm theory by Stern et al.
(1999). The authors describe a causal chain of values, beliefs, and norms, which build the basis
for pro-environmental behaviours. They classify beliefs into three different types: an ecological
world view, the adverse consequences for valued objects, and the perceived ability to reduce
the threat. Particularly, the third belief seems to play a role in green search engine usage among
German millennials. Through the usage, our participants believe in tackling climate change and

pollution problems. The theme ‘positive behavioural beliefs’ is connected to the theme
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‘perceived behavioural ease’ and the theme ‘green lifestyle’ as participants repeatedly report

that usage would positively contribute to the environment.

Due to the above-stated discussion, we identify ‘positive behavioural beliefs’ caused by the
expected positive outcome for the environment as an endogenous reason for green search

engine usage among German millennials.

5.1.4 Perceived Disadvantages

During the interviews, we recognise that some participants named negative points concerning
the green search engine usage. Firstly, participants report that they sometimes switch to Google
when they perceive that Ecosia delivers weaker search results. For instance, participant 11
explains that he switches to Google if the results are not satisfying, even though Ecosia is set
as the default. The participant emphasised that he would Google if Ecosia could deliver the

same search results.

“I always start searching with Ecosia, as it is my standard search engine, but if the
results are not satisfying, I switch to Google. I would ban Google completely if I could

get the same search results with Ecosia”. - Participant 11

This point is further highlighted by participant 4. She names weaker search results as the only

negative point about using Ecosia.

“The only thing that might be negative about Ecosia is that it is just not quite as

powerful in terms of results as Google”. - Participant 4

While several participants speak about the weaker search results, participant 2 names another
disadvantage, namely missing-add-ons. He emphasises that Google offers services, and users

can create their own account and use different devices through it.

“Compared to Google, a certain comfort is missing, but it is hard to compare Ecosia

and Google. Search results are one thing. Of course, this is also related to the fact that,
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unlike Google, you are not logged in. With Ecosia, the search queries are not
personalised, and it runs on Bing. And where Google is still way ahead is the
interaction between different platforms: Maps, Google Drive, and much more. While

Google integrates everything, Ecosia cannot keep up with that”. - Participant 2

However, we note that disadvantages are often quickly relativised. For instance, participant 2
adds, when speaking about disadvantages, that it would be hard to compete with an organisation
like Google and emphasises that he is willing to forgo a certain comfort when there is the

additional value of doing something good for the environment.

“Google has almost a monopoly position as a search engine. And that Ecosia search
results are not the same as Google search results, I think, is clear. And that is perhaps
also a bit of the philosophy of Ecosia: not all data is connected. Yes, a certain comfort
is missing, but that is okay since Ecosia offers a different kind of value for the

environment which Google does not”. - Participant 2

In sum, the interviews reveal two disadvantages concerning Ecosia usage. First, weaker search
results and second missing add-ons. The service of Google is perceived as very high and hard
to compete with. Nonetheless, participants set Ecosia as their default and use Google only if
they perceive the search results as insufficient. Particularly, participant 2 shows that the

perceived positive environmental impact represents a value, which Google does not offer.
We acknowledge that ‘perceived disadvantages’ do not influence German millennials to forego

Ecosia as biospheric and altruistic values as well as the expected positive environmental

outcome seem to outweigh the disadvantages.

42



LUNDS

UNIVERSITET

5.2 Exogenous Themes

We have identified one exogenous theme, namely ‘social influence - internalisation’. In the

following, the theme is presented.

5.2.1 Social Influence

We note that all participants have individuals in their immediate environment who are using
Ecosia. Interviewees name family members, friends and fellow students. Participant 1 explains
that part of her family and friends are using Ecosia. She reports the initial influence came from

her aunt, who is working for the world wildlife fund for nature (WWF).

“Part of my family is using Ecosia and also some of my friends. My aunt, who is
working for the WWF, encouraged me initially to use Ecosia a few years ago”. -

Participant 1

Participant 8 speaks about his fellow students who celebrated the tree-counting behind Ecosia.

He reports that he immediately liked the idea behind the initiative.

“Hearing from my fellow students how they celebrated this counting of trees made me

want to use it too. I thought right from the start it was a great idea”. - Participant 8

Participant 4 is a student at Munich Business School, a German higher education institution
that switched all campus devices from Google to Ecosia. The participant reports that through

the change, he learned about Ecosia and started using it as a private user a little later.

“I am studying at Munich Business School, and all computers on campus have Ecosia
installed as the default. This is how I got aware of Ecosia in the beginning. The idea

sounded convincing, thus I started using Ecosia privately a little later”. - Participant 4
Participant 10 reports that she was not influenced by friends but by social media. She says that

one post by an influencer caught her attention. The participant liked the idea behind the

organisation.
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“I know some friends who are using Ecosia, but I think the influence, in the beginning,
came from social media. I am following some environmentally conscious influencers,
and one of them posted something about Ecosia. This caught my attention. I researched

a little more and liked the idea a lot”. - Participant 10

Also, participant 9 has individuals in his immediate social environment who are using Ecosia.
However, the participant reports that the initial influence came through an article in a German

newspaper. The article aroused awareness.

“I think I read about it in the newspaper at some point. There was an article in the SZ.
I have not heard about Ecosia before but reading the article got me interested. By now

I know many people who are using Ecosia instead of Google”. - Participant 9

We note that participants report about social influence coming from family members, friends
and fellow students. Other interviewees report they experienced an influence through media,
for instance, participant 9, who read a newspaper article about Ecosia, and participant 10, who
reported about an influence through social media. Participant 4 reports that his higher education
institution switched all devices to Ecosia, which made him aware of the search engine Ecosia.
Hence, we note a certain influence from the social environment. As discussed in chapter two,
Abrahamse and Steg (2013) argue that social influence refers to how human behaviour is
affected by others. The authors say that social factors are one of the strongest motivators in
relation to green behaviours. Our findings need to be further understood through the Social
Influence Theory by Kelman (1958). The theory holds that others influence individual
behaviours and describes three main processes of how social influence can occur: compliance,
identification, and internalisation. Through our interviews, we were able to identify that green
search engine usage is internalised. Kelman (1958) says internalisation occurs when an
individual accepts being socially influenced because the induced behaviour is intrinsically
rewarding. This aligns with the present study’s findings, as interviewees report that they
experience an initial influence to use Ecosia. However, the continuous usage is caused because
the behaviour is considered internally rewarding. This may be because the behaviour is

congruent with the personal values and beliefs as outlined under the endogenous factors.
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Due to the above-stated discussion, we identify ‘social influence - internalisation’ deriving
from family members, friends, fellow students, media and the university as an exogenous

reason for green search engine usage among German millennials.

5.3 Structural Themes

We have identified two structural themes, namely ‘positive perception of the organisation’ and

‘Ecosia’s tree-counter’. In the following, the themes are presented.

5.3.1 Positive Perception of the Organisation

We note that the organisation Ecosia is well received among our interviewees. For instance,
Participant 12 talks about her long-time usage of Ecosia. From her perspective, Ecosia is a

good and trustworthy organisation which influences her using the green services.

“I have been using Ecosia for a long time. If you look more closely into the
organisation, it is pretty easy to understand that they are reliable, and it makes sense

what they are doing”. - Participant 12

Participant 7 speaks about the tree planting and financial reports Ecosia publishes. The
participant explains that through the reports, a certain level of transparency is given. Participant
7 says she sometimes looks at the reports, which influences her positive perception of the
organisation. An equal point is elaborated by participant 5, who says that through the reports,
the organisation appears honest. The tree-planting reports make the initiative more tangible

from the participants perspective.

“They somehow seem transparent. They show their financial reports even on
Instagram, and they let you know where they plant the trees. As a user, you know what
happens with the money they are generating. Especially when I started using Ecosia, 1

looked at these reports a couple of times”. - Participant 7
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“What I have experienced so far is that Ecosia is a tangible organisation. Their website
shows the number of trees they have planted and the projects the planting sites they are
supporting. You can also find monthly reports about it on their website. I look at that

from time to time just to follow the development”. - Participant 5

Participant 3 reports about the steward-ownership of Ecosia. The participant reports that from
his point of view, this increases honesty and authenticity.

“In my view, the company has changed quite a bit with the info that they signed a
contract that the owner cannot sell the company. This makes the whole thing authentic

and honest somehow”. - Participant 3

Furthermore, participant 1 talks about her positive connotations with Ecosia, which she
explains through transparent communication and clear business focus on afforestation. She
highlights that many companies seem not trustworthy these days since sustainability is often

solely used to increase sales.

“I think nowadays it is hard to trust organisations. In my opinion, many companies use
the topic of sustainability for their benefits. Green washing is a big problem. For me,
Ecosia is doing a good job because they have a clear focus on afforestation. The
organisation is actually taking the urgent environmental topic seriously, and I trust that

they are not doing green-washing”. - Participant 1

The given answers reflect that the organisation Ecosia is positively connotated. No negative
points were mentioned in our interviews in relation to Ecosia. Participants use attributes like
transparent, honest, authentic, trustworthy and tangible to describe the organisation. The
positive connotations seem to be based on transparent communication. Interviewees
particularly highlight financial reports and tree-planting reports that are published. The answer
of participant 3 reveals that his positive connotations are linked to the company’s business
model. Participant 1 reports that nowadays, many firms have started to make false promises
about their green activities. However, they fail to do their justice. As discussed in chapter two,

organisations can nudge green behaviour. According to Schubert (2017), green behaviour can
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be nudged by simplifying information or making certain aspects more salient. In the case of
Ecosia, it appears that through a clear business focus on afforestation, the sustainability

component of the organisation becomes clearer for users.

Due to the above-stated discussion, we identify “positive perception of the organisation’ caused
by transparent communication and the organisation’s clear focus on sustainability as a

structural reason for green search engine usage among German millennials.

5.3.2 Ecosia’s Tree-Counter

When we ask what else induces our participants to use Ecosia, many answers entail the tree-
counter, which is a tool Ecosia offers to visualise the number of trees users finance through
their search queries. Participants name various aspects in relation to the tree-counter, for
example, that the counter represents a reward system. For instance, participant 11 describes a

direct reward he is gaining through the tree-counter.

“Ecosia deals with an urgent topic, and the reward is right in front of your eyes. With
Ecosia, you always see directly how many trees you have financed through your

searches. That also motivates you to keep using it”. - Participant 11

Ecosia provides two types of tree-counters. One shows the trees that all users collectively
financed, and the other one shows the individual contribution. Participant 9 says that the tree-

counter was one of the main reasons for downloading the green search engine in the first place.
“The tree-counter was one of the main reasons why I downloaded Ecosia 4 years ago.
[ like that I can see in the top right corner my own contribution as well as that Ecosia

shows the total number of trees all users contribute collectively”. - Participant 9

Also, participant 10 speaks about the tree-counter and highlights an interesting point of view.

She reports that in the beginning, the use of Ecosia had a gaming effect for her.
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“At the beginning, that was somehow a bit like when you play a game like you can win
something. [ think the first 3 or 4 days where I used Ecosia, I really typed in an
incredible amount of search queries just because I like that the number went up”. -

Participant 10

Participant 5 describes that the tree-counter is strongly influencing her usage. The participant

is even saying that without the tree-counter, the usage is pointless.

“If I could not see how many trees I have planted, there would be no point in using it”.

- Participant 5

Another important point that was brought up concerning the tree-counter refers to the feeling
of contributing collectively to the mutual goal of positively impacting the environment. For
instance, participant 3 says that the tree-counter increases his awareness that many people are
simultaneously contributing. He states to feel good about contributing something through the
use of Ecosia.

“For me, the tree-counter increases awareness. You can see that the number keeps
increasing. And then you think to yourself that you are part of it, that the number also

grows because of you”. - Participant 3

Also, participant 6 touches upon the tree-counter and reports that the tree-counter creates a
community feeling. Seeing the increasing numbers gives him a positive feeling about not being

the only one who uses Ecosia.

“Whenever I land on the official site where the main tree-counter is displayed, it is
great to see how it goes up by every second. It creates a sense of community. It is very
nice to know that others are using the search engine and that you are not alone because

one person is not really making an impact”. - Participant 6

Our findings identify the tree-counter as an important reason for using the green search engine.

The reasons are versatile. While participant 11 considers the tree-counter as a direct reward
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system, participant 9 talks about the visualised contribution on the individual as well as
collective level. Further, participant 5 considers the tree-counter a vital tool that motivates her
to use the search engine. It appears that the tree-counter makes the topic more tangible for the
users. Reczek, Trudel and White (2018) outline that green behaviours may feel psychologically
distant and vague for the individual; therefore, an abstract visualisation can lead to participation
in eco-friendly actions. Interestingly, participant 10 is the only interviewee who is reporting
about a game effect in relation to the tree-counter. Even though the tree counter is not an
interactive game, her answer can be related to the concept of gamification. Hamari, Koivisto
and Sarsa (2014, p.2) define gamification “as a means of supporting user engagement and
enhancing positive patterns in service use, such as increasing user activity, social interaction,
or quality and productivity of actions”. Gamification has been used to enhance services and
provide a gameful experience in various contexts, particularly in digital networks (Huotari &
Hamari, 2012). The answers further reveal that the tree-counter gives a feeling of collective
action, representing a strong influence for the users. This aligns with Bandura (1997), who
outlines that a feeling of collective action represents a key motivator for green behaviours.
Furthermore, White, Habib and Hardisty (2019) emphasise that collective action especially
motivates individuals within the domain of sustainability. We recognise collective action as an
influence for participants to use the green search engine evoked through the tree-counter. It
seems that the tree-counter serves as an effective instrument to keep users motivated and
engaged as it is a tool that influences and nudges the user choice from the outside (Thaler &

Sunstein, 2009).

Due to the above-stated discussion, we identify ‘Ecosia’s tree-counter’ as a structural reason
for green search engine usage among German millennials because it creates a feeling of
collective action, represents a reward system, and visualises the individual and collective

contribution.
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5.4 Chapter Summary

In the present chapter, we presented and discussed the findings of the twelve semi-structured
interviews conducted in April 2021. In total, seven themes were identified, which are
endogenous, exogenous and structural in nature.

The four identified endogenous themes are ‘perceived behavioural ease’, ‘green lifestyle’,
‘positive behavioural beliefs’, and ‘perceived disadvantages’. (1) ‘Perceived behavioural
ease’ describes that green search engine usage is perceived as easy to engage in and an easy
act to do something positive for the environment. Due to the facts that German millennials use
the internet daily and that Ecosia is set as the default, the usage becomes easy and habitual, and
no active decision for the usage is required anymore. (2) Participants report that green search
engine usage is embedded in an overall ‘green lifestyle’. The answers reveal that the decision
for the green lifestyle is based on costs and benefits for the environment as well as future
generations. Hence, we identified biospheric and altruistic value systems underly the usage. (3)
We identified ‘Positive behavioural beliefs’ as our participants reported the prevalent
perception of contributing something positive to the environment. This contribution refers to
tackling climate change and pollution. (4) The interviews reveal two ‘perceived
disadvantages’ about the usage compared to Google, namely weaker search results and
missing add-ons. However, the disadvantages were quickly relativized and did not hinder the
usage. The identified environmental values and positive behavioural beliefs seem to outweigh

the disadvantages.

We have identified one exogenous theme in relation to green search engine usage. (5) We found
the theme ‘social influence - internalisation’ as all interviewees have individuals in their
direct social circle who are using Ecosia. Interviewees reported the initial influence came
through family members, friends and fellow students, as well as media and a higher education

institution. The continuous usage can be explained through internal rewards.

Moreover, we have identified two structural themes, namely ‘positive perception of the
organisation’ and ‘Ecosia’s tree-counter’. (6) The first identified structural theme is the
‘positive perception of the organisation’. Ecosia is positively connotated which can be

explained through the transparent communication and the clear sustainability focus of the
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organisation. (7) ‘Ecosia’s tree-counter’ serves as an instrument of the organisation to
visualise the individual and collective contribution of the usage. The tree-counter is seen as a
reward system that motivates the continuous usage of the green search engine. Furthermore,
the tree-counter creates a feeling of collective action as it visualises the total number of trees

that are financed collectively.
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6 Conclusion

The present chapter entails the conclusion. The formulated research question is answered, and
theoretical contributions and practical implications are discussed. Furthermore, we outline the
limitations of the study and provide suggestions for future research. The chapter ends with

concluding thoughts about the study.

6.1 Answering the Research Question

This study aimed to explore the arising phenomenon of green search engine usage among
German millennials in a green consumerism context. Ecosia, as the world’s largest eco-
conscious search engine, is experiencing rapid growth, and we were particularly interested to
understand why German millennials use the green search engine Ecosia. We were able to fulfil
the research aim by developing a conceptual framework shown in chapter three, in which we
have presented potential reasons for green search engine usage. The components of the
conceptual framework guided the semi-structured interviews conducted with Ecosia users. Our
findings reveal six distinct reasons for using the green search engine Ecosia from a German
millennials’ perspective, which are endogenous, exogenous and structural in nature. The
reasons partly derive from the seven identified themes presented in chapter five. We depict a
model of reasons in Figure 3, which shows the six reasons classified according to the three

categories. In the following, we elaborate on our findings by answering the research question.
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Figure 3 Model of Reasons for Green Search Engine Usage among German Millennials

First, we identified three endogenous reasons for using the green search engine Ecosia from

the perspective of German millennials, namely ‘perceived behavioural ease’, ‘green lifestyle’

and ‘positive behavioural beliefs’. The three endogenous reasons are intertwined as the

interviews revealed that green search engine usage is perceived as an easy and effortless way

to do something good for the environment, which is embedded in an overall environmentally

friendly life concept based on biospheric and altruistic values.

(1) Our interviewees use the green search engine Ecosia because they perceive it as easy to

engage in and an easy act to benefit the environment. Two points influence the perceived

behavioural ease in particular. On the one hand, search engine usage is natural for German

53



UNIVERSITET

millennials as the digital environment is their natural habitat where they spend a lot of time,
and on the other hand, setting the green search engine as a default makes the usage easy and

habitual as no active decision for using Ecosia is required anymore.

(2) The German millennials we have interviewed use the green search engine Ecosia because
the behaviour is embedded in an overall green lifestyle. The green lifestyle entails several green
activities, such as recycling or avoiding plastic. We identified that the green lifestyle is built
upon an altruistic and biospheric value system as the decision for a green lifestyle is made due

to weighing cost and benefits for the environment and future generations.

(3) The third endogenous reason for using the green search engine Ecosia are positive
behavioural beliefs. Our interviews revealed that positive behavioural beliefs are based on the

feeling of contributing to favourable environmental outcomes.

Second, we identified one exogenous reason for using the green search engine Ecosia, namely
‘social influence - internalisation’. Social influence describes how human behaviour is

influenced by others.

(4) Our findings reveal that the initial Ecosia usage is socially influenced. On the one hand, by
family members, friends, fellow students, and on the other hand initiated by the media or the
higher education institution. Through our interviews, we noted that social influence occurs
through internalisation (Kelman, 1958). The continuous usage of the green search engine is

considered as internally rewarding and aligns with the individual’s values and beliefs.

Third, we identified two structural reasons for using the green search engine Ecosia, namely

the ‘positive perception of the organisation’ and ‘Ecosia’s tree-counter’.

(5) The first structural reason we have found is a positive perception of the organisation.
Participants used attributes like transparent, honest, authentic, trustworthy and tangible to
describe the organisation. We recognised that the organisation is positively connotated, as no
negative points were mentioned during the interviews. The assessment of our interviewees is

based on transparent communication and the clear business focus on sustainability.

(6) The interviews revealed that Ecosia’s tree-counter is one point that induces users to use the
green search engine. The tree-counter visualises the individual and collective contribution and

is perceived as a reward system that motivates continuous usage. Moreover, for some

54



LUNDS

UNIVERSITET

participants, the tree-counter creates a feeling of collective action as it shows that many people

use Ecosia simultaneously.

6.2 Practical Implications

By exploring the phenomenon of green search engine usage among German millennials, this
study entails practical implications for Ecosia. We conducted twelve in-depth interviews with
Ecosia users. While the green services Ecosia provides are overall well-received among the
German millennials we have interviewed, two disadvantages were mentioned. First, the search
results Google provides are overall perceived as more precise. Second, among our
interviewees, Google add-ons are considered as a convenient benefit for the users. Even though
the disadvantages were quickly relativised in the interviews, we recommend Ecosia to further
optimise their services by focusing on delivering more precise search results and developing

add-ons to attract more users.

Second, the findings obtained during the research provide helpful insights for the practitioners
of other eco-conscious search engines, such as Ekoru, OceanHero, and giveWater. Our findings
reveal that the idea of a search engine that does environmental good is very well received.
Millennials are a generation that expresses precise attention to green actions in general
(Deloitte, 2020), and practitioners should leverage the interest from this generation for
increasing user numbers. We strongly urge practitioners to provide default setting options as
our study participants reported that once they set Ecosia as their default search engine, the
usage became habitual for them as no active decision for the usage is required anymore, which
leads to perceived behavioural ease. Additionally, Ecosia’s tree-counter was named as a
motivator for the continuous usage as it visualises the positive environmental outcome and
represents a direct reward system for the users. The tree-counter is also a tool that fosters
collective action, as users can see that others contribute simultaneously. Therefore, we
recommend other eco-conscious search engines to nudge the usage through an abstract
visualisation of their contributions, easily visible for users. Transparent communication can

also lead to a positive perception of the organisation, as shown in our study.
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6.3 Theoretical Contributions

First, the lion share of green consumerism research is quantitative in nature. Hence the present
study has made an important theoretical contribution by qualitatively exploring green search
engine usage as a new digital green consumerism phenomenon. The study demonstrated the
effectiveness of using a qualitative method and contributed to understanding why German
millennials use a green search engine. Further, we drew upon Palos-Sanchez and Saura (2018),
who suggested that more research in the field of green search engine usage in different

geographical locations is necessary.

We followed the suggestion of Sachdeva, Jordan and Mazar (2015) to understand green
consumerism behaviour from different angles. We affirm that the Multi-Level Factor Model
by Sachdeva, Jordan and Mazar (2015) can be used to understand reasons for green search
engine usage among German millennials, as our study highlights the importance of a
multifaceted understanding of underlying reasons for green consumerism behaviours. Also the
components of the Value-Belief-Norm Theory, the Theory of Planned Behaviour, the Social

Influence Theory and Green Nudges can be utilized to understand green search engine usage.

6.4 Limitations and Suggestions for Future Research

The study was able to answer the formulated research question and, as a result of this,
contribute both theoretically and practically. However, we admit that our study entails several
limitations. We do not claim our study to be flawless as master students with time and budget
constraints. We hope to inspire future research projects by openly describing the limitations of

this study.

First, there are methodological limitations to the present study. As outlined, we conducted
semi-structured interviews to understand the motives for green search engine usage among
German millennials. Due to the corona pandemic, all interviews were conducted virtually.
While this circumstance does not represent a methodological limitation per se, meeting
research participants in person could have led to additional and valuable insights.

Communication is by no means limited to voice, as facial expression and body language can
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convey a great deal of information. While semi-structured interviews are an excellent tool to
grasp the independent thoughts of research participants, this method requires interviewer
sophistication (Adams, 2015). We did our best to familiarize ourselves with the requirements
by reviewing relevant literature. However, we are not trained as professional interviewers. An
interview guide is never carved in stone, and interviewers need to be flexible, objective while
simultaneously making sure that the questions are not evoking pressure for the participant. To
increase the reliability of our data, we conducted a pilot study to test the questions and practice
interviewing skills. We furthermore decided that only one of us would conduct the interviews
to secure consistency (Adams, 2015). In that vein of thinking, Adams (2015, p.493) highlights,
“without an enormous outlay of time and personnel, SSIs [semi-structured interviews] are
unlikely to encompass a large enough sample to yield precision of the “plus or minus 7 percent”
variety”. Another methodological limitation is linked to the fact that all answers were translated
from German to English. While semi-structured interviews allow for personal exchange, we
suggest focus groups as another exciting approach to gain further valuable insights and reasons

for green search engine usage.

Second, in the present study, we explored green search engine usage at the example of Ecosia.
While Ecosia is the largest green search engine in the market and is experiencing rapid growth,
it would be of interest to understand the phenomenon from the perspective of users of other
eco-conscious search engines, such as ekoru or OceanHero. Moreover, the present study
focused on German millennials as the research object, following the distinct traits of this
generation. We have chosen German users as our research object due to the considerable
market leap that occurred over the past two years. The market share of Ecosia grew even more
significantly in France. Hence conducting a comparison study between German and French
users would be of interest. Additionally, our study solely concentrated on active Ecosia users.
Future research could integrate people who have stopped using the green alternative or never

used the engine before to elaborate on their reasons.

Third, we decided on a qualitative research design because we were interested in gaining an in-
depth understanding of underlying reasons for green search engine usage. The aim has been
achieved as we were able to gain valuable and rich insights into the phenomenon from the
perspective of German millennials. However, we would have preferred to apply a mixed-

method approach, but this was not practicable due to the limited time frame of only ten weeks
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and the pandemic. Future studies shall consider a mixed-method research design or focus on a
quantitative study to validate and generalise the findings. Moreover, we admit that conducting
a case study would have been an interesting approach to explore the phenomenon, especially

because secondary data would have been incorporated into the analysis.

Fourth, the chosen sampling method was purposive sampling. Purposive sampling is a
technique in which the researchers rely on their judgments when choosing the sample. Hence
the sampling technique itself brings a certain level of vulnerability due to potential biases in

the selection process (McIntosh and Morse, 2015).

6.5 Concluding Thoughts

Ecosia and other green search engines hold only a tiny slice of the current search engine market
share (Statista, 2021). However, it is worth keeping an eye on them. The millennial generation,
and the subsequent generation Z, have concerns about environmental degradation and climate
change, which gives them the desire to help drive positive change in the world (Deloitte, 2020).
Both generations continue to push for a world where companies put sustainability ahead of
profits and prioritise the environment (Deloitte, 2020). Our study reveals that green search
engine usage is very well received among German millennials, not least due to organisational
traits and tools that come along with Ecosia as an organisation. Ultimately, in an increasingly
eco-conscious world, providing attractive digital green services can result in new ways of

leveraging sustainability.
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Appendix A: Interview Guide

“Hi, firstly we would like to express our deepest appreciation and gratitude for your

participation today. Thank you so much for taking the time. We are Lea and Michelle, current

students at Lund University School of Economics and Management. For our master thesis, we

examine the reasons for using the green search engine Ecosia from the viewpoint of German

millennials. There are no right or wrong answers. We are merely interested in hearing your

personal opinion. Your participation is voluntary, and you have the right to stop and withdraw

from the interview at any time. If you wish us to not use your answers, you can call or email

us anytime. We would like to emphasise that the interview will be anonymous so that you

cannot be identified as an individual. We are not including personal information from the

interview that could reveal your identity. Any data will be handled and stored carefully. Thank

you for signing the declaration of consent.”

General “Are we allowed to record the interview?”

Questions “Do you feel comfortable in the current interview environment?”
“Do you have questions before we start?”

Endogenous | “Why do you use the green search engine Ecosia?”

Questions

“How does Ecosia usage make you feel?”

“How would you describe your attitude towards green search engine usage
in your own terms?”

“What would be the main reward for you using a green search engine?”
“Do other people in your direct environment use Ecosia?

“Do you feel that people who are important to you think it’s a good idea to

use a green search engine like Ecosia?”
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“Do you experience any kind of social pressure to use a green search
engine?”

“Would you consider green search engine usage as easy or difficult? And
why?”

“What is your default search engine? Why?”

“How would you describe your lifestyle?”

Exogenous “Would you say you were influenced by somebody to use Ecosia?”

Questions
“Are people in your direct social environment using Ecosia?”

Structural “What is your perception about the organisation?”

Questions “Are there additional aspects that induce you to use the green search engine
Ecosia?”

Personal “How old are you?”

Questions

“What is your nationality?”

Appendix A: Interview Guide
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Appendix B: Interview Participants

Name Age Gender Nationality Interview Date.
Participant 1 26 Female German 07/04/2021,
1.30pm
Participant 2 24 Male German 16/04/21,
3 pm
Participant 3 28 Male German 16/04/21,
S pm
Participant 4 20 Male German 19/04/21,
3 pm
Participant 5 20 Female German 19/04/21,
S pm
Participant 6 32 Male German 19/04/21,
8 pm
Participant 7 24 Female German 21/04/21,
2.30 pm
Participant 8 22 Female German 21/04/21,
S pm
Participant 9 25 Male German 26/04/21,
3 pm
Participant 10 25 Female German 26/04/21,
S pm
Participant 11 31 Male German 29/04/21,
Ipm
Participant 12 32 Female German 30/04/21,
Ipm

Appendix B: Overview of Semi-Structured Interviews Participants



