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Abstract 
Background 
Due to increased environmental issues around the world, people are getting more and more aware of 
the effects of their consumption and their influence on the environment. Companies have therefore 
started to provide green products to the market to satisfy customer demand. However, there is a lack 
of knowledge in the literature when it comes to what customers really value when it comes to green 
products. Mainly green durable goods, as well as their determinants and what affects their green 
purchase intentions. 
 
Purpose  
The purpose of the study is therefore, to analyze what green determinants affect purchase intention 
for floors as an example of a green durable good. A related purpose is to investigate how green 
production attitude and consumption attitude impact floor purchase intention. The results of the 
investigation could help the floor manufacturers better understand what is valued by the consumer 
and thus be able to invest right resources for right action to meet customer needs. 
 
Method  
This study was a survey study using primary quantitative analysis and data collecting. The 
questionnaires were conducted with 97 participants around Sweden using social media and an online 
questionnaire. The data were tested through different reliability and validity tests and other kinds of 
statistical tests to analyze the proposed theoretical research model with help of SPSS and AMOS. 
 
Results  
Environmental production attitude (determinants of green production) significantly affects the 
purchase intention for durable goods. Environmental consumption attitude could not be tested due to 
failing in the reliability and validity tests, and therefore no confirmation about the effect of these 
determinants could be drawn.  
 
Conclusion  
For consumers in general, the perceived greenness of a floor lays in the determinants of the production 
which this study can prove.  
 
Delimitations  
This study has only focused on the Swedish demand-side when it comes to purchase intention for 
green durable goods and the effects of this and not the supply-side. Furthermore, the purchase 
intention is limited to today´s circumstances and the changes over time have not been under 
consideration. The product choice has been durable goods, with particular attention to floors.  
 
Keywords  
Purchase intention, Green durable goods, Green production, Green consumption 
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Sammanfattning 
Bakgrund 
På grund av ökade miljöfrågor runt om i världen blir människor mer och mer medvetna om effekterna 
av konsumtionen och deras påverkan på miljön. Företagen har därför börjat tillhandahålla miljövänliga 
produkter på marknaden för att tillgodose kundernas efterfrågan. Det finns dock brist på kunskap i 
litteraturen när det kommer till vad kunder verkligen värdesätter när det gäller gröna produkter, 
speciellt produkter med lång livslängd. Liksom deras bestämmande faktorer och vad som verkligen 
påverkar deras gröna köpintentioner. 
 
Syfte 
Syftet med studien är därför att analysera vilka miljövänliga påverkningsfaktorer som finns för golv, 
som är ett exempel på en produkt med lång livslängd. Ett relaterat syfte är att undersöka hur den 
miljövänliga produktionsattityden och konsumtionsattityden påverkar köpintentionen för golv. 
Resultaten av undersökningen är till för att golvtillverkaren bättre ska förstå vad som värderas utifrån 
konsumenten och därmed kunna investera rätt resurser på rätt aktivitet för att på så sätt möta 
konsumenternas behov.  
 
Metod  
Denna studie var en undersökningsstudie som främst nyttjat primär kvantitativ analys och 
datainsamling. Frågeformulären genomfördes med 97 deltagare runt om i Sverige med hjälp av sociala 
medier och ett online frågeformulär. Den insamlade datan testades genom olika pålitlighets- och 
validitetstester samt andra typer av statistiska tester för att analysera den teoretiska 
forskningmodellen med hjälp av SPSS och AMOS. 
 
Resultat  
Attityd för miljövänlig produktion (bestämmande faktorer för grön produktion) har signifikant effekt 
på köpintensiteten för produkter med lång livslängd. Attityd för miljövänlig konsumtion kunde inte 
testas på grund av brist på pålitlighet och validitet och därför kunde ingen slutsats/analys av effekten 
på dessa faktorer dras. 
 
Slutsatser  
För konsumenter i allmänhet ligger den uppfattade miljövänligheten hos en miljövänlig produkt med 
lång livslängd i produktionsattributen, vilket denna studie kan bevisa. 
 
Avgränsningar  
Denna studie har endast fokuserat på den svenska efterfrågesidan när det gäller köpintentioner för 
produkter med lång livslängd och effekterna av detta och inte utbudssidan. Vidare är köpintentionen 
begränsad till dagens omständigheter och förändringarna över tiden har inte varit föremål för 
överväganden. Produktvalet har varit varaktiga varor, med särskild hänsyn till golv. 
 
Nyckelord 
Köpintention, Miljövänliga produkter med lång livslängd, Miljövänlig produktion, Miljövänlig 
konsumtion 
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Nomenclature 
 
Acronyms 
 

AC  Actual commitment (actual behavior) 

Af  Affect (degree of emotionality attached to environmental issues) 

AGFI  Adjusted goodness-of-fit index 

AMOS  Analysis of a moment structures 

Att  Environmental product attitude  

AVE  Average variance extracted 

CC  Corporate communication 

CE  Corporate ethics 

CFA  Confirmatory factor analysis 

CFI  Comparative fit index 

Con  Green consumption attitude  

CR  Composite reliability 

CSR  Corporate social responsibility 

df  Degree of freedom 

EFA  Exploratory factor analysis 

GOM  Green Option Matrix 

IFI  Incremental fit index 

Int  Green floor purchase intention 

Kn   Environmental knowledge (about environmental issues) 

Kno  Perceived environmental knowledge  

P  Price 

PEP  Perceived external prestige 

PQ  Perceived quality 

Pro  Green production attitude 

PV  Perceived value 

PVC  Polyvinyl chloride 

RMSEA  Root mean square error of approximation  

S  Sacrifice 

SPSS   Statistical Package for the Social Sciences 

SD  Standard deviation  

SEM  Structural equation modeling  



 
 

IX 
 

Soc  Environmental product social affect/appeal 

VC Verbal commitment (expressed intention for environmentally friendly 

activities) 

VI  Visual identity 

WB  Willingness to buy 

β  Standardized regression weights (estimates) 

p  Significance value 

R2  Explained variance 

X2  Chi-square  

 

 
Explanations   
 
Customer involvement What requires of the customer before purchase, like time, 

money and information gathering 
  
Durable good A product with a longer lifetime and involvement in that 

way that it requires more investment like time, money and 
consideration before purchasing it 

 
Dependable variable A variable that is influenced and affected by 

undependable variables. Depend on other things  
 
Determinants  Factors that can affect something 
 
Environmental knowledge  Knowledge about how to be environmentally friendly and 

aware of environmental issues that exist today 
 
Green consumption attitude Attitude towards determinants/product attributes of 

consumption  
 
Green customer Customers that are concerned about the environment and 

actively started purchasing environmentally friendly 
products’ 

 
Green goods/products Environmentally friendly products that try to decrease its 

destruction of the environment or other living things 
 
Green production attitude Attitude towards determinants/product attributes of 

production  
 
Mediating variable A variable that is between two other variables and for 

example are affected by one and in its turn, affect the third  
 
Revealed consumption What people truly consume 
 



 
 

X 
 

Social appeal Something that gives a social approval from others, for 
example, a product, a personal attribute, etc.  

 
Stated consumption What people claim and say they consume  
 
Subjected environmental knowledge  Perceived knowledge, what someone believes they know 

but does not mean it is true 
 
Super phenomenon  A widespread moral agreement that affects the social 

behavior and the responsibility of people  
 
Undependable variable  A variable that does not depend on other variables or is 

influenced or affected by other variables 
 
Willingness to buy Another word for purchase intention   
 

  



 
 

XI 
 

[This page is intentionally left blank]   



 
 

XII 
 

Table of Content 
 
1 Introduction ..................................................................................................................................... 1 

1.1 Background .............................................................................................................................. 1 

1.2 Problem discussion .................................................................................................................. 1 

1.3 Purpose .................................................................................................................................... 2 

1.4 Delimitation ............................................................................................................................. 3 

1.5 Company example ................................................................................................................... 3 

2 Theoretical framework .................................................................................................................... 4 

2.1 Product purchase intentions ................................................................................................... 4 

2.1.1 Perceived value ............................................................................................................... 4 

2.1.2 Knowledge and social determinants ............................................................................... 5 

2.2 Determinants of green product purchase intention ............................................................... 6 

2.2.1 Green definition .............................................................................................................. 6 

2.2.2 Determinants of purchase intention for green products ................................................ 7 

2.3 Durable goods ....................................................................................................................... 10 

2.3.1 Durable definition .......................................................................................................... 10 

2.3.2 Determinants of purchase intention for durable goods ............................................... 11 

2.3.3 Product example: Floors ................................................................................................ 13 

2.4 The research model ............................................................................................................... 15 

3 Method .......................................................................................................................................... 17 

3.1 Introduction – survey study .................................................................................................. 17 

3.2 Selection of durable good for the study ................................................................................ 17 

3.3 Selection of sample ............................................................................................................... 18 

3.4 Survey design: measures and operalization .......................................................................... 18 

3.5 Data collection ....................................................................................................................... 20 

3.6 Data analysis .......................................................................................................................... 21 

3.7 Reliability and validity ........................................................................................................... 21 

4 Results ........................................................................................................................................... 23 

4.1 Measurement model: reliability and validity ........................................................................ 23 

4.2 Structural model: the fit of the model .................................................................................. 25 

4.3 Green production and consumption effects on purchase intention..................................... 25 

5 Discussion ...................................................................................................................................... 27 

5.1 Updated research model ....................................................................................................... 27 

5.2 Green production- and consumption attitude ...................................................................... 27 

5.3 The study versus previous literature ..................................................................................... 27 



 
 

XIII 
 

5.3.1 Perceived value ............................................................................................................. 27 

5.3.2 Knowledge-attitude-intention ....................................................................................... 28 

5.4 The control questions and geographic determinants ........................................................... 28 

6 Conclusion ..................................................................................................................................... 30 

6.1 Results of the research questions – a summary.................................................................... 30 

6.2 Implications ........................................................................................................................... 30 

6.3 Limitations in the study ......................................................................................................... 31 

6.4 Future research ..................................................................................................................... 32 

6.4.1 Potential theoretical perspectives ................................................................................ 32 

7 References ..................................................................................................................................... 34 

Appendix A – The questionnaire ........................................................................................................... 40 

 

Table of figures 
Figure 1 The value-intention framework developed by Dodds and Monroe where perceived value is a 

mediating variable between product attributes like price and the willingness to buy .......................... 4 

 

Figure 2 The research model by Xiao Tong´s inspired by the Value-intention framework with another 

view of affecting the perceived value and purchase intention ............................................................... 5 

 

Figure 3 Proposed research model of Ricky Y. K. Chan. The determinants for purchase intention and 

purchase behavior. .................................................................................................................................. 8 

 

Figure 4 Proposed research model of Nelson Barber, Christopher Taylor, Sandy Strick. The 

determinants for purchase intention and willingness to purchase. ....................................................... 9 

 

Figure 5 Proposed research model of Rambalak Yadav and Govind Swaroop Pathak. The determinants 

for purchase intention and willingness to purchase. .............................................................................. 9 

 

Figure 6 Theoretical model of the influence of the corporate brand association with an indirect effect 

of the different determinants and the purchase intention................................................................... 12 

 

Figure 7 The theoretical research model of purchase intention for green durable goods ................... 16 

Figure 8 The updated research model .................................................................................................. 24 

 
Table of tables 
Table 1 Measurement-aspects .............................................................................................................. 19 

 

Table 2 Summery of Measurement Scales (N = 97) .............................................................................. 23 

 

Table 3 Correlation Matrix and Discriminant Validity for variables (N = 97) ........................................ 25 

 

Table 4 Structural Model Result (N=97) ................................................................................................ 26 

 

Table 5 Result of the Mediation Testing ............................................................................................... 26 



 
 

XIV 
 

[This page is intentionally left blank]   



1 
 

1 Introduction  
In the following chapter, the research problem is motivated, and an overview of the thesis is presented. 
Furthermore, the chapter includes the background of the study and the problems of today, as well as 
the purpose and delimitations.  
 

1.1 Background 
There has been an uprising of worrying ecological signs like land degradation, animal extinction and 
atmosphere pollution during the 1960s and 1970s. Then global warming and ozone hole in the 1990s, 
which resulted in consumers getting more and more aware of the environmental issues [1]. Some of 
the environmental issues were linked to the individual consumption which led to environmental issues 
were brought down to customer level [2]. In other words, more individuals became ecologically 
conscious consumers [1]. In the twenty-first century, the awareness of the environmental issues has 
increased even further [1]. This could be the reason that the environmental sustainability has become 
a “super phenomenon” when it comes to the marketing and society [3]. The marketing “super 
phenomenon” in this case means that the marketing envelops people in that way that it becomes a 
widespread moral agreement and affects the social behavior and the responsibility of people [4]. The 
result of the increased awareness in society is that the customers have become green customers that 
are concerned about the environment and have actively started purchasing green goods [5].  
 
In one study it was shown that 93% of consumers tried to be sustainable and 75% expressed that they 
thought it was important to purchase products from an environmentally responsible company [5]. To 
stimulate and attract those consumers, companies have in their turn started to produce more and 
more green products which have influenced green customer behavior and purchase even further [5]. 
The sustainable issues have become mainstream to the world [6], and this has led to that companies 
have been forced to try to use sustainable strategies. Also, integrate the sustainability into their 
business and marketing performance to meet the need of the customers [7] [6]. Some examples are; 
by developing new green products, developing recycled products or changing the processes towards 
greener ones [7]. Furthermore, companies try to stay competitive through planning new ways to 
position their green brands towards consumers, as well as focusing on the profit [8]. It is a way to 
differentiate their products through the green brand and communication [6]. A green brand, which 
offers reduced adverse environmental impact, can create a positive impression towards consumers 
[8].  
 
However, even if there is environmental consciousness today in the behavior of consumers, 
researchers are still trying to understand the nature of green customers and their behavior in different 
markets [9]. Because there exist different determinants that affect the purchase behavior of customer 
and consumers. This is something that the previous literature and researchers are aware of, for 
example, the environmental knowledge of the customer, the perceived product confidence, the 
willingness to compromise and the price of the product [3]. Therefore, there is a need for marketing 
research to understand and give a clearer a more unobstructed view of the attitude between green 
products and actual purchase intention in a situation and organization where this problem exists [3].  
 

1.2 Problem discussion 
Many studies mention that the concern and awareness about the environmental problems, like global 
warming, the destruction of the natural resources and pollution have increased, especially during the 
twenty-first century [3] [10] [5] [9]. People want to live healthier and spend more money for it [8]. This 
could be a reason for customers with environmental knowledge to have a strong intention to purchase 
green products, because of the green attributes and the green brand positioning [8]. Companies are 
also trying to become more environmentally conscious and work greener to preserve the environment, 
like Honda, Toyota, and GM [8]. Due to the increased awareness and customer value when it comes 
to sustainability, company try to gain competitive advantage through working with these aspects [7]. 
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The problem is though, that even if the consumers are expressing their concern about the environment 
and implicate that they purchase those environmentally friendly products, there is still a difference 
between the stated and revealed consumption in other studies [3]. Research showed that 87% of 
consumers in eight different countries mention their worries when it comes to the environmental 
issues, but only 33% consumers said that they purchased green products or had the intention to do so. 
However, in the same research, it was further seen that organic food and hybrid cars only had a niche 
market shares of about 3% and 2% respectively [11]. Furthermore, when it comes to more durable 
green goods, consumers tend to ignore these environment-friendly products like carpets made from 
recycled fiber and energy-saving computers, which was found in a Chain Store Age survey of 822 U.S. 
customers in 2007. Only 25% of the participants in the survey said that they bought a green product 
other than organic food or energy efficient lighting [11].  
 
When trying to understand customers´ decision-making process, it is mentioned that there needs to 
be an understanding of customers´ purchased-use-disposal consumption cycle of products as well. This 
is important for the product design from a sustainability perspective [3]. However, is it the use and the 
product itself; sustainable consumption that plays the most significant part and satisfies customers´ 
green preferences? Or is it about the sustainable production itself and the manufacturing of the 
product that plays the biggest part? However, this product classification of production and 
consumption is not that obvious either, due to different ways to classify green products. For example, 
Rosa Maria Dangelico and Pierpaolo Pontrandolfo bring up in their article different ways products can 
be green [12]. Furthermore, there is often no consistent purchase behavior, even from the ecologists 
that are known for frequently purchasing green products, which makes the behavior even more 
complicated due to its variation among different markets, products-segments and areas [3].  
 
These aspects mentioned above highlights a big issue; it is not obvious what kind of environmental 
factors and attributes are required for green goods, particularly not for durable goods, to attract green 
customers and correlate with their preferences to purchase the goods. The only thing that is known is 
that products´ attributes affect the purchase behavior [3]. Former research has been focusing on green 
consumer goods, which is products that often have a lower price and is often consumed compared to 
durable goods. Durable goods often have a higher price due to the longer lifetime, other kinds of 
characteristics and need more customer involvement. That is why it is interesting how much the green 
determinants really affect the purchase intention for these goods. When the price and involvement 
are higher, how much does greenness matter? Furthermore, for durable goods both production and 
consumption could be a critical factor for green aspects due to a larger effort for these aspects because 
of the products´ longer lifetimes and higher quality, in other words, more investments for their 
construction. 
 
Another issue is that even though there has been a lot of research about the relationship between the 
purchase behavior and knowledge/attitudes, there has not been that much when it comes to specific 
product-lines, like green durable goods [5]. For example, there are several contributions to the 
importance of environmental attitudes and behavior, but these have been more connected to 
behaviors like recycling or products that have a lower customer involvement. That is why durable 
goods that have a higher customer involvement are often more expensive, have a higher social risk 
where the customers´ image could be reflected and need more investigation and information before 
purchase, needs to be further investigated [13].  
 

1.3 Purpose 
The purpose of this study is to analyze what green determinants affect purchase intention for floors as 
a green durable good.  
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A related purpose is to investigate how green production attitude and consumption attitude impact 
floor purchase intention. This is a way to let the floor manufacturers better understand what truly 
matters and are valued by the consumers and thus be able to invest right resources for right action. 
 

1.4 Delimitation 
When it comes to green products, this study will be focusing on durable goods, with special attention 
to floors. This is a way to direct the study towards one product type and investigate the conditions for 
it. 
 
The knowledge, attitude, purchase intentions and purchase behavior can change over time. However, 
in this study, the time aspect will not be considered and the change over time. The study will instead 
focus on how the situation looks and works today and due to that, what needs to be considered in the 
future. Furthermore, the purchase behavior will not be tested or observed, in other words, the 
revealed behavior.  
 
Another delimitation is that this study will focus on the demand side, in other words, the focus will be 
on the consumers and their perspective. In other words, the study will focus on what kind of activities 
that are preferable for the consumers. This will then lead to suggested implication for the supply-side, 
but no further investigation of the supply. 
The study will only focus on purchase intention for Sweden, and the participants of the study will be 
consumers that live in Sweden.  
 

1.5 Company example 
The study will focus on floors. In that way, both focus and delimit the study towards one example of a 
durable good. Therefore, a floor manufacturer has been in association with this study to gain 
information about the products, production, and consumption. In that way better understand the 
product example and create a better information base for the study and the analysis.  
 
The manufacturer example is Tarkett AB in Ronneby, which is a manufacturing company that produces 
homogeneous plastic flooring, often to public places such as hospitals, shopping centers, and schools, 
etc., but also to private homeowners. The company has a solid history which began in the late 19th 
century with the manufacture of so-called massive stave parquet. Today the company works in 100 
countries and is merged with the French company Sommer Allibert´s floor division. Tarkett is also a 
manufacturer of wooden floors, laminate floors, textile floors, sports floors and vinyl floors. 
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2 Theoretical framework 
The following chapter has the purpose of giving a deeper understanding of the theory and other studies 
about customer purchase intention. The chapter first starts with a view of determinants of purchase 
intention with focus on perceived value for products in general with examples of different research 
models made in previous studies. This is followed by an explanation of green products and durable 
goods and their impact of the purchase intention that have been found in earlier made studies that are 
relevant for the report. Lastly, a research model has been proposed to explain the effect of the purchase 
intention in this study.  
  

2.1 Product purchase intentions 

2.1.1 Perceived value 
When it comes to purchase intentions, this is argued to be connected with customers’ perceived value 
[14] [15] [16] [17]. This can be explained by the value-intention framework, developed by Dodds and 
Monroe [14]. In Dodd’s´ and Monroe´s study the relationship between the perceived quality and 
willingness to buy was investigated with the help of their framework, which can be seen in figure 1 
[14]. The P stands for price, PQ is the perceived quality, S is the sacrifice, the PV is the perceived value, 
and WB is the willingness to buy.  
  
 
 
 
 
 
 
 
Figure 1 The value-intention framework developed by Dodds and Monroe where perceived value is 
a mediating variable between product attributes like price and the willingness to buy  
 
Individuals’ behavior is affected by the perceived value of the behavior´s consequences which in turn 
is affected by determinants like perceived quality and sacrifices due to the price. The higher the 
perceived value is for the individual, the greater chance it is that the individual performs the behavior. 
The perceived value of the product is determined by the individual whom weights the cost with the 
perceived benefit in a so-called specific business transaction.  
 
According to other research that mentions perceived value, it is the different attributes of the products 
that influence the perceived value and the behavior of the customers, like repeated purchase [18]. 
Others also mention the connection of the attributes and the purchase intentions, and that this 
connection is affected by different determinants like perceived quality and value [19].  
 
As seen in figure 1, the price leads to positive effects on the perceived quality, and there is also a 
greater sacrifice due to higher prices. In other words, when price increases the other two determinants 
also increase. The relationship between the sacrifice and the perceived value is negative because it is 
a measure of what must be sacrificed to buy this chosen product. The sacrifice could, for instance, be 
another product, time or money that needs to be neglected for the sake of the other product that is 
chosen to be purchased instead. The perceived quality, on the other hand, gives a positive effect on 
the perceived value. The summed determinants then provide a representation of the 

PQ 

S 

P PV WB 

+ + 

+ 
- 

+ 



5 
 

willingness to buy, and if it is positive the customers are willing, but if it is negative, the customers are 
not willing to buy. As it can be seen, there is a mediating variable – the price does not affect the 
willingness to buy directly.  
 

However, Xiao Tong [20], has with the value-intention framework by Dodds and Monroe in mind, 
proposed a developed research model, which shows another view of the framework and perceived 
value. In other words, this model shows that it is more than the price that effects the perceived value, 
it also sources of income that affect. The different determinants/product attributes affect the 
perceived value more direct with different positive and negative determinants which in turn affect the 
purchase intention. In this case, purchase intention for university-licensed apparel (university symbol 
that often appears on sport-related merchandise like sweatshirts and caps), which can be seen in figure 
2 [20]. 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2 The research model by Xiao Tong´s inspired by the Value-intention framework with another 
view of affecting the perceived value and purchase intention  
 
These two different studies and models mentioned above shows that perceived value impacts the 
purchase intention. However, it is not evident in the various research what impact or affect perceived 
value. To understand perceived value, the question is yet again to know if the value lies in the 
production determinants or consumption determinants for the consumer. In that way better 
understand what impact purchase intention, in this case for durable goods like a floor.  
 

2.1.2 Knowledge and social determinants 
Another consideration when it comes to purchase intention is knowledge. For overall purchase 
intention for a general product, for example, a consumer good, brand knowledge is a determinant.

School 
Identification 

University Sports 
Team 

Identification 

Peer Influence 

Price 

Fitting 

Design/Style 

Product Quality 

Brand Name 

Perceived Value Purchase 
Intention 
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Knowledge, in this case, is referred to as awareness of the brand. According to Aaker, awareness 
together with brand associations and perceived quality are seen as perceptual/cognitive variables that 
impact purchase behavior, and they are also seen as key determinants of brand loyalty [21]. 
Furthermore, when it comes to purchase intentions for a spcific product or brand, Chernatony and 
McDonald have distinguished six different types of brand attributes [22]; 
 

1. Awareness 
2. Image 
3. Perceived quality 
4. Perceived value 
5. Personality 
6. Organizational associations 

 
Another aspect that influences purchase intention but also the perceived value or knowledge for a 
general product like consumer goods is the consumer socialization. Consumer socialization is the 
process where individual consumers are taking after other consumers in the marketplace by learning 
skills, knowledge, and attitudes from them through communications. In that way, they will imitate 
other consumers in the market [23]. The ones that affect the others could be seen as major 
socialization agents which are peers, parents and the media [24]. The peers can affect both attitudes, 
thoughts, and actions for the individual. The parent often affects the young consumers, but when these 
mature they regulary interact with the media and other kinds of peers instead when seeking market 
information [20].    
 

2.2 Determinants of green product purchase intention 

2.2.1 Green definition 
There are different meanings and names of concepts for sustainability/green, like environmentalism, 
eco-friendly, ethics, corporate social responsibility, and green, which are overlapping each other due 
to the disagreement of the researchers. In other words, there is no united description of the concept 
[3]. There are not only different definitions of green, but there are also different ways to classify 
products to different environmental features. This is because green products can be green in different 
ways, for example, according to Keabernick and Soriano [25], that “consider four product life cycle 
phases (materials, process, usage, and disposal) and divide products into two groups, distinguishing 
two kinds of impact drivers, namely energy based and material based” [12]. There are also the 
Ecodesign Matrix developed by Dewberry and Goggin [26], later used by R. Roy among others [27] 
which is about “classify the environmental impact of products on the basis of two dimensions: main 
life cycle stage (production, use, and disposal) and environmental focus (energy, materials/resources, 
pollution/toxic waste)” [12]. Rosa Maria Dangelico and Pierpaolo Pontrandolfo have with the help of 
the Ecodesign metrix developed the Green Option Matrix (GOM) where they mention the different 
phases of the products´ life and during which the green features are expressed. They consider three 
main phases in their study; before usage (“including materials’ extraction, production processes, 
transportation processes”), usage, and after usage (“end-of-life”) [12]. In this study, some of the 
different green features that are seen in the varous life phases expressed in GOM are used. Some of 
the green features from GOM could be seen below: 
 
Before usage (the production): 

- Production processes more energy efficient  
- Energy reuse in the production  
- Renewable energy sources for the production 
- Avoid use of toxic substances  
- Use of recyclable materials
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- Biomass fuel  
- Recycled fuel  
- Reduction of water 
- Reduction of waste production 
- Reduction of raw material use 
- Biomaterial/organic material 
- Eliminating chemicals harmful during production 
- Carbon neutral polymers (for example plant-based polylactic acid) 
- Reuse of wastewater 
- Reduce size of products 
- Reduce weight of products 
- Reduce components  
- Reduce packaging 

 
Usage/after usage (the consumption) 

- Durability 
- Resource-saving (for example easy maintenance) 
- Recyclable  
- Easy disassembly of products/components 
- Reduced content of toxic/bad emissions substances harmful during usage 
- Reduced content of toxic/bad emissions substances harmful after product disposal  

 
In this study, these two aspects, the incompatible definitions of green and the usage categorization 
are taken into consideration. Inspired by the research about these aspects mentioned above, this study 
treats green products as two components; green production and green consumption. In other words, 
there is a production dimension and attitude from the consumers, and a consumption dimension and 
attitude. The attitudes could be different for different consumers. Some may find that the green 
production matters the most or the consumption, which is in line with the research about the green 
classification [25] [12, p. 1609]. The green determinants of production and consumption that will be 
investigated in this study are seen from the research of GOM listed above.  
 
When mentioning green products, green customers also need to be mentioned. Green customers are 
customers that purchase green goods and are defined as; 

 
“demonstrate an interest in product’s characteristics such as recyclability and chemical 
content, favorably discriminating consumption towards products that are organic, energy 
efficient or have biodegradable packaging” [3, p. 282].  

 
However, there is no clear understanding of green customers and their purchase behavior in literature. 
Also, there is not much research when it comes to how green customers perceive green products in a 
marketplace context [3]. This is because there is a big difference between the stated and revealed 
consumption. For example, many people are expressing that they are concerned about the 
environmental issues, but not all of them say that they will purchase green goods, and even fewer of 
them are actually doing it [3]. 
 

2.2.2 Determinants of purchase intention for green products 
When it comes to understanding customers and their green behavior, researchers have recently 
discussed that it is essential first to understand how customers build their relationship towards the
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products or brand and how these create brand/product communities in their personal lives [28]. 
Earlier, the approach has been to investigate the attitude-intention-behavior paradigm [29] [30], and 
later the approach has emerged to the paradigm of knowledge-attitude-intention due to empirical 
evidence [31] [32] [33]. 
 
One important aspect in the literature of purchase intention for a green product is the relationship 
between environmental knowledge, attitudes, and environmental/green purchase intentions; in other 
words, knowledge-attitude-intention approach [31] [32] [33]. This framework is something that this 
study builds on. For example, the environmental knowledge affects the environmental attitude [34] 
[35]. The attitudes are also influenced by customers´ preferences and the general evaluation of the 
product or brand [36]. It has been showed that the positive attitude toward the product and brand can 
increase purchase intention [37] [6]. In other words, the attitude, due to knowledge about the 
environment which have developed customer preferences, is seen as the key determinant for the 
purchase intention for green products [38] [39]. People want to live healthier and spend more money 
for it. That is why there is a tendency for customers with environment knowledge to have a strong 
intention to purchase green products, because of the green attributes and the green brand positioning 
[8]. The knowledge creates a green marketing awareness and encourages the interest in 
environmentally friendly options [8]. Regardless the key determinant or critical factor, if the customers 
have a positive attitude towards purchasing the products [38], it creates an environmental purchase 
behavior. However, it is shown that subjective environmental knowledge is a better predictor when it 
comes to green purchase intention compared to objective knowledge [40]. In other words, consumers 
who believe they know a lot about the environment are more willing to purchase green products than 
those consumers that actually have more knowledge.  
 
It could be seen as following; the knowledge, for example about the environment can change and 
affect attitudes, the attitudes and the knowledge can in their turn influence the environmental 
purchase intentions which can, in the end, create an environmentally friendly purchase behavior 
(actual purchase of the green product) [8]. 
 
There are several different research models when it comes to knowledge-attitude-intention aspects 
found in the literature. Most of them are showing that the knowledge is indirect affecting the purchase 
intention. Some of these research models are seen below; 
 
 
 
 

 
 
Figure 3 Proposed research model of Ricky Y. K. Chan. The determinants for purchase intention and 
purchase behavior. KN = Environmental knowledge (about environmental issues), AF = Affect 
(degree of emotionality attached to environmental issues), VC = Verbal commitment (expressed 
intention for environmentally friendly activities), AC = Actual commitment (actual behavior) [31]

Kn AC VC Af 
+ + + 
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Figure 4 Proposed research model of Nelson Barber, Christopher Taylor, Sandy Strick. The 
determinants for purchase intention and willingness to purchase [34].  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
Figure 5 Proposed research model of Rambalak Yadav and Govind Swaroop Pathak. The 
determinants for purchase intention and willingness to purchase [38].  
 

Furthermore, when it comes to knowledge, the information asymmetry also needs to be taken into 
consideration. Which means, the producers of the product know more and has more information 
about the product than the buyer [41]. The information, in other words, the knowledge, is something 
that interferes with the attitudes and later on the purchase behavior as mentioned before, in other 
words, the actions.  
 
From earlier made studies about determinants affecting the purchase intention and behavior for green 
goods other than knowledge and attitudes, can be seen below; 
 

• The health aspect of purchasing products that are green are affecting the product choice [3] 
[42]. 

• Young consumers (18-30 years) have a significant effect when it comes to purchase of green 
goods [43]. 

• If the products were produced locally or not [3].
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• Some people are quite skeptical towards green products´ claim due to “greenwashing” 
(mislead communication about company’s environmental work, highlighting the good and is 
silent about the bad) [3]. 

• Availability of the product [44].  

• The level of education of the customer [44]. 

• Not harmful to the environment [45]. 

• Products with minimized waste and energy saving [45] 

• Decreased pollution of the product [46]. 

• Decreased use of natural resources [46].  

• More recycling, like the material itself and the recycle-opportunity after usage [47]. 
 
Furthermore, the social appeal was affecting the purchase decision as well [9]. The social appeal is 
referred in the study as; 

 
“In an environmentally friendly society, consumers widely perceive that it is 
reputational and modern way of lifestyle to behave environmentally friendly. And if they 
do not behave so, they will be perceived as out-dated in the society” [9, p. 330]. 

 
Other studies have shown that when it comes to purchase intention for green goods, the egoistic 
attributes need to be fulfilled before the green product attributes which will increase the purchase 
intentions more than if only the green attributes would be met [48]. The study´s product example was 
a moisturizer. The egoistic attributes were low price, familiar or well-known brand. The green product 
attributes were cruelty-free and with a low environmental impact. In other words, environmentally 
conscious customers do not choose products only because of the environmental characteristics, the 
selection was made by a multiattribute assessment process [48]. Andrew D. Gershoff and Judy K. Frels 
mention in their study how customers perceive green products. They proposed that it has to do with 
how customers think about the attributes that define the product, which is supported by the study of 
Sloman, Love, and Ahn [49]. Gershoff and Frels describe it as “a feature or attribute of an object is a 
defining or immutable characteristic of the mental representation of that object” [47, p. 98]. They also 
mention that “that perceptions of product greenness are influenced by the extent to which green 
benefits come from attributes that are central to product concepts.” [47, p. 98]. This was also found in 
the result, in other words, if the central attribute of the product, offers a green benefit, then the 
product is perceived as greener than the other option that has the same environmental benefit but 
where the central benefit does not provide a green benefit [47].  
 

2.3 Durable goods 

2.3.1 Durable definition 
In this study, the definition of durable goods is seen as products with longer lifetime compared with 
consumer goods. Durable goods also have a higher customer involvement, are often more expensive, 
needs more investigation and information before purchase [13]. These kinds of products usually have 
a higher social risk where the customers´ image could be reflected [13]. Furthermore, these durable 
goods are “tangible goods that normally survive many uses” [50, p. 324]. Due to these aspects, the 
purchase intention might look different compared to consumer goods, even between green durable 
goods and green consumption goods. 
 
Today literature exists when it comes to the consumer goods, but not as much for durable goods [51]. 
Even if there is a gap in the literature about the subject, the durable goods market has still increased 
[10]. Furthermore, people are getting more and more aware of the environment and the 
environmental issues. The result of this is that the durable goods, which are produced for the long-
term use, are seen as a better option [10]. That is why the durable goods industry has become more 
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and more commercialized, and the market needs to start viewing the market from customers´ 
perspective [10]. 
 

2.3.2 Determinants of purchase intention for durable goods 
Even if there is not much literature and previous research about purchase intention for durable goods, 
a study was found by Vicki G. Morwitz, Joel H. Steckel and Alok Gupta that brought up the subject 
about purchase decision [52]. The study suggested that the customers see the purchase decision for 
durable goods as more important compared with non-durable goods. It is expected that customers 
spend more time gathering information and evaluating alternatives before purchasing durable goods. 
Therefore, their study examined if the customers could predict their future behavior for decision 
making due to the more formal nature of their decision process. It was found that intention was more 
correlated with actual purchase of durable goods compared with non-durable products [52]. 

 
Another aspect found in the literature about durable goods and the purchase intention is the impact 
of the different corporate brand associations on consumers´ rational and emotional responses [53]. 
The study that investigated this identified different types of corporate brand associations and 
proposed that they led to product purchase intention and represented both functional and emotional 
facets. The result showed some interesting aspect and how the different brand association affected 
the purchase intention in the durable sector [53]; 
 

- The VI1 (i.e. corporate symbols and such) did affect the purchase intention by the influence 
of the affective commitment towards the company, it gave an attractive signal due to the 
higher price.  

- The CSR2 work (corporate social responsibility) affect the consumer product attitude 
positively in the USA where people are willing to pay a premium price for environmental 
products, but negatively in India. The reason for this was that many people in India believed 
(rooted in the Indian psych) that it is the government´s responsibility for environmental and 
social projects. 

- The CC3 (corporate communication) in the durable sector affect the consumer affective 
commitment negatively, in other words, does not strengthen the emotional bonding with the 
company. Many customers believe that information from the company, “company controlled 
information sources” are unreliable, have a lot of bias and only wishes to convince people to 
buy the products of the company even if they do not want to. 

                                                           
1 VI - visual identity: “…includes the variables that describe the consumer perception of physical 

attractiveness of the company in terms of the organisation’s symbols, such as, logo, slogan, colour, 

buildings, etc. VI elements are used in CC and on a variety of other applications such as buildings, 

vehicles and corporate clothing” [53, p. 233]. 

2 CSR - corporate social responsibility: “…refers to the customers’ perceptions of the corporate 
efforts and the behaviours with regard to societal issues”…” It consists of the variables that reveal 
the company’s concern for society and community; examples include community involvement, 
sponsorship of cultural activities and corporate philanthropy.” [53, p. 233]. 
 
3 CC - corporate communications: “…related to the customers’ belief that the company is providing 

the required information to the public about its behaviour, activities and products/services” [53, p. 

233]. 
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- PEP4 (perceived external prestige) and CE5 (corporate ethics) did not have any impact on the 
customers. 

- CA&G6 (corporate ability and growth) and SB7 (symbolic benefits) did affect all kind of sectors 
and not only durable goods sector.   

 
The same study´s theoretical model, which can be seen in figure 6, which show how the different 
corporate brand associations affect the purchase intention. Just like the value-intention framework, 
mentioned earlier, the model shows an indirect effect on the purchase intention. In other words, there 
is a mediating variable – the different identified brand associations (determinants) does not affect the 
purchase intention directly. 
 
The different brand associations affect customers´ attitude for the products of the company, which in 
its turn affect the purchase intention. This is similar to green products. The brand associations affect 
the corporate commitment which is defined as customers´ emotional attachment to the brand. The 
corporate commitment affects the product attitude as well as the purchase intention [53].  
 

 
 
Figure 6 Theoretical model of the influence of the corporate brand association with an indirect effect 
of the different determinants and the purchase intention [53]

                                                           
4 PEP - perceived external prestige: “…reflects the consumers’ perception regarding the way people 

outside the organisation think about the company” [53, p. 233]. 

5 CE - corporate ethics: “describes the ethical behaviour of the company towards its stakeholders, 

including employees, customers, community at large and competitors. It is associated with the ability 

and the interest of the company to honestly treat its stakeholders and to empathise with them.” [53, 

p. 233]. 

6 CA&G - corporate ability and growth: “This association measures the extent to which the consumers 
perceive a company as successful ”…” Based on such corporate ability associations, consumers 
conjecture company’s expertise and competency in producing quality products/services” [53, p. 232]. 
 
7 SB - symbolic benefits: “…is linked to variables that describe intangible benefits that consumers 

seek from the products or services of a company beyond the tangible functional benefits. These 

abstract benefits are the more extrinsic advantages of product consumption and relate to 

consumers’ desire for social approval, self-esteem, self-fulfilment and personal expression” [53, p. 

232]. 
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Some literature could be found about the subject durable goods; however, it is not much and gives 
just a small fraction of an understanding what might affect green durable goods. However, this study 
is trying to dig a little deeper and investigate what matters for green durable goods by considering the 
determinants of green production and green consumption as mentioned before. In that way fill the 
research gap better. This is done with the help of considering one kind of product type, which is floors, 
which will be explained in next section below.  
 

2.3.3 Product example: Floors 
Below some floor alternatives are presented together with aspects of production and consumption 
taking from the company example Tarkett AB, which the study has been focused. There are different 
types of floors existing today; some common types are plastic with PVC or without PVC and wood like 
parquet. These floor examples will be presented below.  
 
2.3.3.1 Production plastic floors 
When it comes to the production of plastic floors this process is as followed: 
 

1. The first step is blending the raw materials; PVC, plasticizer8, mineral additives, stabilizer, and 
pigments  

2. Then there is an extrusion of the blended mass, which means that the mixture is processed 
into a homogeneous mass 

3. Next step is the calendering, which shreds the material into a flat mass 
4. After that, there is a granulation, where the flat mass is pushed through to create granulate 

(small pieces of the mass, looks like small tablets) 
 
Then there are three most common way for the pressing-process which creates different kinds of 
looks/designs for the floor with help of the granulates from step 4; 

• Single belt  

• Double belt (which gives no directional for the floor) 

• Calendering (gives directional for the floor) 
 

 

Single belt [54]      Double belt [55]     Calendering [56] 
 
 
2.3.3.2 Consumption plastic floors 
Durability: At least 20 years  
 
Recyclability: Is possible as long as the glue can be removed as well as dirt like filler and concrete          
that might come along when disassembling the used floor. When it is a homogeneous floor (where the 
material is the same through the whole product), it is possible to grind the surface so it will be as new 
again

                                                           
8 For the floor without PVC there is no need for a plasticizer 



14 
 

 
Disassemble: There are good and effective methods today, however, today glue and dirt comes along 
the material 
 
Emissions when used9: PVC: 10µg/cubic meter of air. Without PVC: less than 100µg/cubic meter of air. 
 
Toxic after use: If the combustion is done in a correct (right temperature) and controlled way then 
there are no problems and no dioxins. Dioxins are environmental pollution and not good for the 
environment. However, the goal is to reuse the material and not burn it for energy recovery.    
 
The maintenance is the main action for the use of plastic floors, in other words, the cleaning. According 
to the floor manufacturer used in this study, they describe the cleaning and maintenance like this for 
their plastic floors; 

 
“Modern day cleaning methods now focus on reducing wet cleaning procedures and are 
replaced by drier cleaning techniques. For example, the use of pre-impregnated mops 
laundered centrally, plus making use of appropriate cleaning machines. This makes work 
easier for the cleaning staff, more effective and influences the environment as little as 
possible. Less or even no chemicals and less fresh water are used. This way the cleaning 
procedures yield improved results of a constant quality. iQ flooring by Tarkett has a PUR 
reinforced wear layer as well as an unique construction making full restoration without 
chemicals possible throughout the life time of the flooring [57]” 
 

2.3.3.3 Production wood floors 
When it comes to the production of more organic floors like parquet this process is often as followed: 

1. The higher quality wood that will be on the surface is cut into thin layers 
2. The carrier layer of a less “finer” wood or wood components are glued under the “finer” wood 

to stabilize the floor 
3. Lack or oil is applied to the surface to protect the wood 

 
2.3.3.4 Consumption wood floors 
Durability: It is often up to the user, it can last for several years. It is more about the look and surface 
of the floors that usually is the issue. The technical lifetime is approximately 25 years.  
 
Recyclability: It is possible to recycle the floor, sometimes to new carriers, but also to the whole floor 
due to the “older look”. The floor can be sold to a new kind of customer in that way. 
 
Disassemble: No glue is needed; the floor has been clasped together like Lego. Therefore, the 
disassemble is easy as well as the recycling of the floor as a whole 
 
Emissions when used: Wood releases formaldehyde, which is an emission but natural for wood. 
However, this is not measured in µg/cubic meter of air.  
 
Toxic after use: If done in right way, with right temperature then there are no dioxins, which are 
environmental pollution and not good for the environment.   
 
The maintenance for wood floors is also essential to make sure that the floor lasts and keep its look. 
Some suggestions are to avoid: 
 
“• Do not clean or wet mop your floor with water. This can permanently damage the wood flooring.  

                                                           
9 Today the requirements are emission below 1000µg/cubic meter of air  
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• Never pour cleaner or any other liquid directly onto the wood floor surface.  
• Do not use wax, oil-based detergents or other household cleaning agents on your wood floorings, 
since these products may dull or damage finish; leave a greasy film that makes floors slippery, make 
maintenance more difficult.  
• Do not place potted plants on your wood floorings, condensation can cause damage.  
• Do not raise or lower temperature of subfloor radiant heat system by more than 2.8°C per day when 
turning system on and off. The wood surface temperature must never exceed 27°C” [58].  
 

2.4 The research model  
In this paper purchase intentions are investigated with the focus on green products with a longer 
lifetime, where the example in this study is green floors. As seen in the theory there are different 
attributes and determinants that influence purchase intention for products of various kinds. However, 
there are questions about what green products are meant by and how much influence the different 
attributes and aspects have when it comes to the purchase intention for green durable goods. There 
is not much literature on this subject, and it is not obvious what matters either. However, some 
literature brings up that products can be green in different ways, as mentioned earlier it is often up to 
the customer and if the central attribute of the product has green benefits according to the customer 
and their perceived value. What this study is trying to understand and identify is what this central 
attribute and perceived value are. At least what kind of aspect matters for perceiving a product as a 
green durable good, like floors. According to one of many works of literature brought up in this study 
the products can be split up into production (before usage) and consumption (usage/after usage) and 
consumers might have different attitudes towards these aspects. In other words, think that one or the 
other one is more or less critical. Is it the determinants of the production, the determinants of the 
consumption or the combination or neither, etc.? That is why this research model will investigate this 
further.  
 
Another aspect that is brought up when mention purchase intentions are knowledge and attitudes, 
which also have been brought up in previous research. For green products in general, these aspects 
are known to affect the purchase intention, but when it comes to a specific green product type like 
green durable goods, like floors, is it the same? From the durable goods research, it is showed that 
attitude is also a determinant which is similar to the green product research, but also other kinds of 
determinants. What happens to the research model when these research models and frameworks are 
combined? 
 
The research model below in figure 7 tries to demonstrate how the purchase intention could be 
affected when it comes to green durable goods with inspiration and combination of earlier studies and 
research models. Like many of the previous studies, there is often an indirect effect of the 
determinants and the purchase intention, which have been adopted in this model. Perceived 
environmental knowledge affect the attitudes of the green determinants. These green determinants 
are divided into determinants of production (before usage) and consumption (usage and after-usage) 
with inspiration from the Green Option Matrix (GOM) and their examples of different green attributes. 
Then the attitude of the green determinants, depending on what matters for the consumer, affect the 
purchase intention more or less. Perceived environmental knowledge also affect the social effect and 
social appeal (with inspiration from the literature) which in turn affect the purchase intention.  
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Figure 7 The theoretical research model of purchase intention for green durable goods
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3 Method 
The following chapter will describe how the study has been conducted and explain what kind of 
methods have been used for the data collection and data analysis. Furthermore, an explanation of the 
reason why those methods have been used. The chapter starts by describing the type of study that has 
been used and ends with validity and reliability of the methods. 
 

3.1 Introduction – survey study 
This study is a survey study examining the relationship between different determinants when it comes 
to purchase intention for green floors as a green durable good. Survey research is a method that can 
give a quantitative explanation of, for example, attitudes and opinions of a chosen sample of a 
population [59]. This study uses a quantitative approach to test which and how determinants affect 
the purchase intentions through statistics. In other words, this study test how the green production-
dimension (before usage) and green consumption-dimension (usage/after usage) affect consumers´ 
purchase intention for floors.  
 
The reason for a quantitative approach is when examining and test theories, like a research model, 
with the help of exploring the relationship between variables, quantitative research is favorable [59]. 
The data is collected to test the research model and to measure the green knowledge/awareness, 
green attitude, the social appeal and how much the production respectively usage/consumption 
matters [59].  
 

3.2 Selection of durable good for the study  
The choice of the product type for this study is durable goods due to the lack of research for these 
kinds of products. For example, the investigation of the relationship between the environmental 
knowledge and the purchase intention is more studied in the field of consumer goods. There is none 
or little about this when it comes to high involvement products [13].  
 
For the selection of the durable good, the study has had some criteria; 
 

- Have a longer lifetime than typical consumer goods  
- Is not purchased often or continuously  
- Needs high customer involvement (e.g., information gathering about the product) 
- Production has quite an extensive process, which can be green or non-green (like toxic or 

non-toxic material, energy, water, etc.) 
- The consumption could also be green or non- green (like recyclability, emissions, etc.) 
- Some contact with a manufacturer producing products with the criteria above 

 
With the criteria set in mind, floors were decided to be the selected as the durable good for the study 
due to the fit. In that way limit the research and target one durable aspect. Floors is a durable good 
that has a long life if maintained properly (for example, wood-floor up to 50 years, vinyl-floor at least 
10-20 years) [60]. This study has had good contact with a floor manufacturer that has been a provider 
of information about the products when necessary. According to the floor manufacturer, due to the 
long lifetime, the product is not often purchased, and the customer needs to get involved with the 
different options on the market to know which one will be preferred for his/her needs. For instance, 
different determinants need to be taken into consideration before the choice. For example, the design, 
price, environment-friendly aspects to produce the material, environment-friendly aspects for the 
usage, function, the maintenance, etc. The customer also needs to gain information about the products 
in a more comprehensive way due to the more significant investment that purchase of floors often 
requires choosing the right one. Also, due to the lack of knowledge many consumers got when it comes 
to floors, it is not a product many needs to consider that often or notice like many other consumer 
goods that are met on a daily basis. 
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3.3 Selection of sample 
In this study, a non-random sample was used, due to the use of Facebook to send out the online 
questionnaire and a sample of grown-up Swedish population (above 18years old) was used. Facebook 
was utilized because it was a cost-effective and easy way to reach people in less time. Furthermore, 
social media like, Facebook, would make it possible to send the online-survey to many different people. 
According to a report about the Swedish people and internet, it was shown that 74% of the population 
used Facebook year 2017 [61]. Furthermore, the population of Sweden was over 10 million which 
made it possible to reach enough people to get a reliable analysis [62]. However, the drawback of using 
Facebook is that the study only reaches that category of people that use Facebook. In other words, it 
is not known if these kinds of people have other purchase intentions compared to those that have not 
been signed up to Facebook. The choice of people older than 18 years was made due that these people 
often have a better income and is more likely to purchase floors or products that have a higher price. 
The criteria for participation in the study were in other words; Grown people/consumers living in 
Sweden and use Facebook.  
 
The survey was first tested to identify what kind of determinants of the production and consumption 
that were most popular to be able to minimize the length of the survey and if there were any problem 
with the other questions. The test was made of over 100 answers from different regions around 
Sweden, most from south Sweden. From the test, the survey was improved, and some similar 
questions were put together to make a more effective questionnaire that would be easier to answer 
and attract more participants. The test also showed that the use of Facebook was an excellent way to 
conduct different kinds of people with different backgrounds. In other words, a useful tool for the 
spread of the survey.  
 
The tested survey was then sent out with the help of the so-called Snowball sample, which means that 
the participants are developed from the contacts of an initial few people, and then from the contacts 
of those contacts. It is a standard way of tracing specific groups, like in this case, people using Facebook 
[63, p. 644]. That was why the survey was sent to different people from own network of Facebook-
friends with a request of helping to spread the survey forward to their Facebook-friends. This was done 
due to trying to reach other people than those that had to participate in the test-survey and in that 
way reach people from other parts of Sweden than the south.   
 
From the survey, a usable sample of 97 respondents was collected. The age-range from 18 to 68, mean 
age of 33, from different parts of Sweden, most from south Sweden (Malmö and Karlskrona). 65 (67%) 
were females, 30 (31%) were male, and 2 (2%) did not want to define themselves. 54 (56%) worked, 
and 35 (36%) studied. The questionnaire, the Swedish version, can be seen in Appendix A.  
 

3.4 Survey design: measures and operalization 
In this research, a survey study is conducted since the aim is to analyze consumers´ purchase intention 
for green durable goods which means that data collection is needed. Collecting data from a primer 
source allows theories to be tested and conclusions are taken [64]. Furthermore, it is an effective way 
to get opinions from a large number of respondents and an excellent way to quickly capture 
relationships between determinants [64]. 
 
Questions for the survey were developed through the research model for the study, with the aim to 
investigate the purchase intention of consumers, in general, to identify what kind of green 
determinants matter and are valued. The questions were taken from already verified and tested 
measurements from previous research. This was done to make sure that the answers to the survey 
would be reliable and measure the right thing for the research model. The survey was sent out to 
people living in Sweden, and that was why the questions were translated into Swedish and tested of 
Swedish people if they understood what was needed to be answered.    
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To test the research model, existing construct measurement scales developed in the literature has 
been adapted (Cronbach alpha over 0,7). The reason for this was to make sure that the questions 
measured the right aspect and were valid to endorse that the analysis would be accurate. A Likert-
scale 1-5 was used, 1 measuring “Strongly disagree” and 5 denoting “Strongly Agree”. This type of scale 
was used to be consistent with current research where the questions/items were initially being taken 
from. 
The use of the literature/secondary data has been a way to identify variables. Which is, in a 
quantitative research study, a way to answer a research question or predict expected result [59]. For 
example, independent (those that influence or affect the outcomes - determinants) and dependent 
variables (those that depend on the independent variables and are the outcomes when the 
undependable variables affect them – purchase intention) [59]. There were four different 
aspects/variables measured in the survey; 
 

- Purchase intention for green durable goods (floors) 
- Perceived environmental knowledge 
- Environmental product´s social appeal/social determinants  
- Production versus consumption determinants  

 
The different aspects were measured with three items/questions each. However, the green production 
versus green consumption determinants had six question each. The questions/items could be seen in 
table 1 categorized in their respective measurement-aspect. 
 
 
Table 1 Measurement-aspects 

Green floor purchase intention Adapted from 

I avoid buying floors which are potentially harmful to the 
environment 

[43] 

When I have to choose between two similar floors, I choose the one 
that is less harmful to the environment 

[43] 

I will not consider environmental issues when making a purchase10 [43] (reverse) 

Perceived environmental knowledge  Adapted from 

I know more about recycling than the average person. [65] 

I know how to select products and packages that reduce the amount 
of waste ending up in landfills. 

[65] 

I understand the environmental phrases and symbols on product 
package 

[65] 

Environmental product social affect/appeal Adapted from 

To make sure I buy the right green product or brand, I often observe 
what others are buying and using. 

[66] 

I rarely purchase Green products until I am sure my friends approve 
of them. 

[66] 

It is important that others like the green products that I buy. [66] 

Green production attitude (before usage) Adapted from 

It is important that the production processes are energy efficient 
when producing the floor 

[12] 

It is important that renewable energy sources for the floor production 
is used 

[12] 

                                                           
10 Were transformed to a reverse-scored item when using SPSS and AMOS: “I will consider environmental 
issues when making a purchase” 
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It is important to avoid use of toxic substances when producing the 
material 

[12] 

It is important to use recyclable materials for the floor production  [12] 

It is important to reduce the water use when producing the floor  [12] 

It is important to reduce waste production [12] 

Green consumption attitude (usage/after usage) Adapted from 

It is important that the floor is durable/of good quality [12] [14] [21] [22] 

It is important that the floor is easy to maintain/clean/manage [12] 

It is important that the floor or parts of it can be recycled  [12] 

It is important that the floor or its components can easily be 
disassembled  

[12] 

It is important that there is reduced content of toxic/bad emissions 
substances harmful during usage 

[12] 

It is important that there is reduced content of toxic substances that 
are harmful after disposal of the floor 

[12] 

 
Two “non-green” undependable variables; price and design, were also used and worked as control 
variables, to investigate if and how these aspects affected the purchase intention compared to the 
other aspects. These questions were in line with previous research about purchase intention 
mentioned in theory. Different demographic variables were also examined, inspired by previous 
research about purchase intention mentioned in this report. Age, gender, occupation (to better 
understand the income) variables were used to examine correlation with the purchase intention. In 
that way identify which population was investigated and which were not for the future research and 
limitations of this study.  
 
The reason for not having too many questions of each aspect was due to the prioritization of getting 
more answers and to increase the possibility to attract more participants if the survey took less time 
to finish. This was done even if the original measures, where the questions were taken from, had more 
questions/items that measured the same thing. The green production versus the green consumption 
had some more questions due to the rich alternatives that could be seen in the literature, which made 
it harder to take away too many of them. This was a deliberation that was done together with the test 
of the questions, which resulted in that some of the similar questions/items were put together to 
decrease the number of questions/items. 
 

3.5 Data collection 
The survey started by introducing the participants to the study with a small explanation and what the 
study was for, in other words, for a master thesis. Then the participants met various statements which 
they chose if the agreed or disagreed on about the different aspects (intention, knowledge, social, 
production and consumption) and the control variables. The last part was the demographic questions 
together with the choice to write their email if the participants wanted to have the chance to be 
randomly selected to receive a cinema-ticket.  
 
The survey was an online-survey created with the help the of the survey software QuestionPro. The 
online-survey were shared on Facebook with help of a link to the questionnaire were the participants 
could fill it in. With the help of the survey software, the answers were collected online, and reports 
were done automatically. However, the data was downloaded into Excel 2016 to be later put into the 
statistical tool SPSS and analyzed. The survey was active from 25/4 2018 until the 7/5 2018. 
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3.6 Data analysis 
The gathered data were first screened for assumptions of outliers and normality. The normality of the 
data was measured through skewness index (measuring the degree of asymmetry of a distribution) 
and kurtosis index (a measure the degree of relative flatness of distribution, describe the outliers) [67].   
 
SPSS and AMOS have been used for the data analysis. First testing the measurement to investigate if 
the data was functional with the help of CR (composite reliability) and Cronbach alpha. As well as AVE 
and the square root of AVE. AVE examines how well the items capture what is intended to be measured 
to investigate that no wrong measurement items were used. The square root of AVE measures the 
correlation between the different aspects/determinants [68].  
 
AMOS was used to test the research model due to the possibility to examine correlations between 
different determinants and direct effects for the purchase intention (the dependent variable). 
Furthermore, the two-step approach was also used – measurement model and the structural equation 
model (SEM), developed by Anderson and Gerbing [69]. The measurement modeling was used to 
calculate the fit of the data of the model, in other words, the validating the measurement model. Then 
using the structural equation modeling to capture the direct and indirect effect of purchase intention 
for floors. In other words, test the relationship between the independent and dependent variables 
[53].  
 
The factor loadings in AMOS was used to investigate how well the different items picked up on the 
various aspects and to explain the research model. In other words, the regression analysis that was 
used in AMOS identified how green production and consumption affected the purchase intentions for 
green durable goods. The beta coefficients were used to test the significance of the direct 
connections/effects. To capture the mediating variables Aroian and Sobel test was used [68].   
 

3.7 Reliability and validity 
For the results of the study to be credible and reliable, the results of observations or measurements 
should be interpreted equally if the study had been repeated by others [70]. Furthermore, to generate 
high validity, it is about measuring the phenomenon that is intended to be measured [64]. Due to these 
two aspects and to avoid response style bias, already tested measurement scales from the prior 
research was adopted to make sure to measure the right aspects. Although the questions were taken 
from existing literature, a statistical process was still implemented to ensure their reliability and 
validity. As mentioned the data were tested and screened, for example, to identify outliers. 
Furthermore, SEM (structural equation modeling) was used for the data analysis which is a powerful 
statistical tool that validates the model [65]. 
 
Another way to create reliability and validity is to have multiple indicators to capture a given construct 
and cover the aspects that will be measured [64]. For all de features of measurements (intention, 
knowledge, social appeal and production vs. consumption) at least three questions have been asked 
for the different features to create more robust indicators. However, the survey was held quite short, 
so it would not take a long time to finish. This was prioritized so the participants would not “get tired” 
of the questions and risk that they did not respond truthfully. Data screening was therefore also used 
to avoid response style bias in that way that empty rows where investigated and standard deviation 
were used to see if there were someone that had clicked the same answers through the whole survey 
(in other words, had not cared about the questions). Furthermore, outliers were also investigated, in 
this case, to see if the respondents were inside the stratum. 
 
The Cronbach alpha, measuring reliability by examining the internal consistency of the item/question, 
was also set high (>0.7) to make sure the measurements were dependable [20] [71]. AVE and the 
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square root of AVE are also measurements of the correctness/reliability measurement of the items 
and the determinants making sure to measure the right items respectively aspects.  
 
Furthermore, to boost the online survey response rates an award through a lottery was promised the 
participants, in the form of a cinema-ticket [72]. The more participants, the more significant was the 
chance to capture the right purchase intention and get a better result. 
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4 Results 
In this chapter, the results of the study will be presented. In other words, the results of the survey. The 
data from the survey were tested using different statistical test and methods for conducting a reliable 
analysis as well as test the research model. 
 

4.1 Measurement model: reliability and validity  
First data screening was made to make sure to get correct and valid data. There were no empty rows, 
and the standard deviation values were acceptable (>0). There were also no outliers or respondents 
outside the stratum.  
 
Skewness and Kurtosis were also investigated. Those questions that showed skewness values above 3 
or less than -3 as well as kurtosis values above 10 or less than -10 were detected [38]: 
 
Skewness:  

- Social2: “I rarely purchase Green products until I am sure my friends approve of them” 
- Consumption1: “It is important that the floor is durable/of good quality”  

Kurtosis: 
- Social2: “I rarely purchase Green products until I am sure my friends approve of them” 
- Consumption1: “It is important that the floor is durable/of good quality” 
- Consumption2: “It is important that the floor is easy to maintain/clean/manage” 
- Consumption6: “It is important that there is reduced content of toxic substances that are 

harmful after disposal of the floor” 
 
Due to the few items for each measure (3 questions for social, 6 for consumption), it was decided to 
keep them, but notice and watch them when doing further tests. The Kurtosis test could depend on 
the similar answers these questions got, however, these were also monitored.  
 
For the internal consistency and to assess construct reliability Cronbach alpha (α) and composite 
reliability (CR) were used. The levels of those measurements were suggested to be above 0.7 [68]. 
However, environmental product social affect/appeal and green consumption attitude were below 0.7 
for both measurements which can be seen in Table 2, together with the rest scales and data reported. 
Because of this, it was decided that these two aspects were eliminated in the theoretical research 
model and were therefore not included in the other tests due to the lack of reliability and validity. The 
updated research model that has been used for the other tests can be seen in Figure 8. 
 
 
Table 2 Summery of Measurement Scales (N = 97) 

Construct 
reliability 

Item Mean SD Loading Composite CR Cronbach´s 
Alpha 

Green floor 
purchase 
intention 

Int1 3.6289 1.14855 0.87 0.370431 
 

0.812 0.801 

 Int2 3.7835 1.26018 0.73    

 Int3 3.0 1.42156 0.70    

Perceived 
environmental 
knowledge 

Kno1 3.3299 1.256 0.90 0.84349 
 

0.776 0.75 

 Kno2 2.6804 1.3582 0.78    

 Kno3 3.6804 1.07574 0.48    
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Environmental 
product social 
affect/appeal 

Soc1 2.3711 1.34876 0.22 0.668391 
 

0.462 0.324 

 Soc2 1.2577 0.66581 0.78    

 Soc3 1.2577 0.68127 0.37    

Green production 
attitude 

Pro1 3.6289 1.07354 0.74 0.750095 
 

0.895 0.893 

 Pro2 3.9691 1.05528 0.75    

 Pro3 4.5361 0.86677 0.75    

 Pro4 3.7526 1.11832 0.69    

 Pro5 3.8557 1.06056 0.81    

 Pro6 4.0722 1.06309 0.86    

Green 
consumption 
attitude 

Con1 4.9381 0.28190 0.18 0.559592 
 

0.643 0.587 

 Con2 4.6701 0.70299 0.08    

 Con3 3.8969 1.05559 0.53    

 Con4 3.9381 1.03897 0.24    

 Con5 4.6186 0.75613 0.84    

 Con6 4.5052 0.81807 0.88    
Notes: All measurement scales used a Likert-type scale (1-5)  
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
Figure 8 The updated research model  
 
For convergent validity average variance extracted (AVE) was used, which shows the average variance 
a construct has in relation to the observed variables. The square root of AVE was also used, to show 
discriminant validity between the different constructs. AVE should be above 0.5 to be acceptable, and 
the square root of AVE should be greater than the correlations with the other constructs to be 
acceptable [68]. The result of the AVE analysis, both the convergent and discriminants validity can be 
seen in Table 3. As it can be seen, the AVE estimates ranged from 0.549-0.593 for the constructs and 
were therefore acceptable. The square root of AVE (bold on the off-diagonal) was also acceptable and 
showed supported discriminant validity.   
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Table 3 Correlation Matrix and Discriminant Validity for variables (N = 97) 

 AVE Int Kno Pro 

Int 0.593 0.770*   

Kno 0.549 0.252 0.741*  

Pro 0.589 0.478 0.190 0.767* 
Notes: AVE = Average variance extracted, Int = Green floor purchase intention, Kno = Perceived environmental 
knowledge, Pro = Green production attitude, *= the square root of AVE 
 

4.2 Structural model: the fit of the model 
To identify the model´s overall goodness-of-fit different measurements were used [68]. Chi-
square/Degrees of freedom (X2/df, <5), root mean square error of approximation (RMSEA, <0.08), 
adjusted goodness-of-fit index (AGFI, >0.8), incremental fit index (IFI, >0.9), comparative fit index (CFI, 
>0.9) [73]. All of them, except the RMSEA, met the recommended values. However, RMSEA were quite 
close to the recommended value. Therefore, the model could be said to have quite a good fit, which 
can be seen in Table 4.  
  

4.3 Green production and consumption effects on purchase intention 
The significance of the standardized path to test hypothesized relationships between the different 
determinants were calculated. As well as the amount of variance for the different constructs for the 
structural model. The various measures can be seen in table 4. The result showed that Green floor 
purchase intention stood for 26% of the variance in the research model. In other words, the 26% of 
the purchase intention is explained by the undependable variables. Furthermore, purchase intention 
for green durable goods was found to be positive and significantly affected by green production 
attitude (β = 0.447; p < 0.001). However, the other determinants were positive, but not found 
significant affecting each other.   
 
For the control and demographic variables, gender, age, occupation, price and design, it was found 
that age (β = -0.192; p < 0.05), occupation (β = -0.213; p < 0.05) and price (β = -0.225; p < 0.05) had a 
significant effect on purchase intention for green durable goods, however a negative one.  
 
The indirect effects on purchase intention for green durable goods were also tested with the help of 
Sobel and Aroian tests. The summarized result of these tests can be seen in table 5. No significant 
mediating effects between the relationship of perceived environmental knowledge and purchase 
intention of green durable goods were found. In other words, not between the indirect path between 
perceived environmental knowledge and green production attitude (Sobel = 1.49: Aroian = 1.44; P > 
0.05). 
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Table 4 Structural Model Result (N=97) 

Fit 

  X2 df RMSEA  AGFI 
 

IFI 
 

CFI 

Structural model  88.9 51 0.088 0.802 0.931 0.929 

Explained variance in endogenous constructs 

Endogenous construct Explained variance (R2) 

Green floor purchase intention 0.26  

Perceived environmental 
knowledge 

0.00  

Green production attitude 0.04 

Standardized path estimates   

Path Standardized path coefficient (estimates, standardized) 

Perceived environmental 
knowledge  Green production 
attitude 

0.190 

Perceived environmental 
knowledge  Purchase intention 
for green durable goods 

0.166 

Green production attitude  
Purchase intention for green 
durable goods 

0.447*** 

Notes: *** p-value < 0.001; fit indices values for structural model corresponds to fit indices values for 
measurement model; Χ2 = chi square; df = degrees of freedom; RMSEA = root mean square error of 
approximation; AGFI = Adjusted goodness of fit index; IFI = Incremental fit index; CFI = Comparative fit index 

 
 

Table 5 Result of the Mediation Testing 

Independent 
variables 

Mediators Sobel test 
statistics 

P-value Aroian test 
statistic 

P-value 

Knowledge Production 1.49 ≥ 0.05 1.44 ≥ 0.05 
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5 Discussion 
In this chapter, the results are discussed and analyzed together with a comparison of the former studies 
and research. It starts with a discussion of the results of the tests made and a comparison between the 
result and previous literature. Finally, ending with an analysis of the control and demographic variables.  
  

5.1 Updated research model 
First of all, the validity and reliability tests showed that neither social affects/appeal and green 
determinants of consumption could be accepted. The reason for this might have been the lack of 
questions/items, but also the way the questions were asked could have been a cause. In other words, 
these items did not measure what they were supposed to regulate. Therefore, a new updated research 
model was used for the other tests with those items (perceived environmental knowledge, green 
production attitude and purchase intention for durable goods) that measured the right aspect.  
 

5.2 Green production- and consumption attitude 
One aspect that this study investigates but is not explicitly mentioned in previous research is the green 
production determinants versus the green consumption determinants. As mentioned, the 
determinants of consumption attitude did not pass the validity and reliability tests and were therefore 
not tested for the structural model nor the mediator test. However, the green production attitude was 
accepted and tested through the rest of the tests. However, the purpose of the study was to find out 
what mattered when it came to purchase intention for green durable goods, with the focus on green 
floors. Green production determinants and/or green consumption or none of them? The study could 
only test green production determinants and could confirm that this matter for the purchase intention 
for floors. Still, when viewing the survey´s statistical data without doing any reliability tests nor validity 
tests, it can be seen that the consumption determinants have a higher mean score compared to 
production determinants which can be seen in table 2. Even if the measurement of this aspect is not 
reliable, it is still an interesting indicator that consumption should not be rejected from the model and 
should be investigated further with other items that measure the right aspect. The question remains 
if green consumption determinants are affecting purchase intention for durable goods, like floors, and 
if they matter more than production determinants.  
 

5.3 The study versus previous literature 

5.3.1 Perceived value 
When comparing the study´s result with previous literature, this study has tried to identify the 
perceived value and the central attribute of floors and what affects the perceived value. According to 
the previous literature about perceived value studies are showing that there could be different ways 
to affect the perceived value. However, this has been done for consumer goods or no specific product 
type. For a green durable good, like floors, the perceived value and central attribute were showed to 
be the production determinants. In other words, green production determinants were found to be 
significant influencing. A reason for this could be that when it comes to durable goods, consumers 
might believe that production is quite significant and extensive, which leads to more material use and 
energy use etc. Consumers might compare those products with consumer goods that might not have 
the same energy or material used, etc. That is why the production might be something that consumers 
take into consideration when thinking about purchase floors or other types of durable goods. 
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5.3.2 Knowledge-attitude-intention 
When it comes to the relationship between knowledge, attitude and purchase intention, many 
different sources from the previous literature have found this to be significant when it comes to green 
goods as mentioned in theory. However, this was not the case in this study when testing green durable 
goods like floors. Environmental knowledge affected neither the production attitude nor the purchase 
intention directly. An explanation for this could be that environmental knowledge for a durable good 
is not enough for the customers of green durable goods. As mentioned in this study durable goods 
often require more customer involvement, for example, more information about the product. For 
durable goods, like floors, many people do not have much information to begin with, if compared with 
consumer goods, which the customers meet more frequently and do not often contain too much 
unfamiliar and unrecognizable substances. Floors and durable goods may contain more of these kinds 
due to a more extensive or complex production because of the different use, longer lifetime, and 
quality. In other words, there is an information asymmetry where the company has more information 
about the products than the customers. This results in that even if the customers are aware and have 
a lot of knowledge about environmental issues this does not affect the purchase intention for green 
durable goods. The model should be rearranged in that way were perceived environmental knowledge 
together with product knowledge about floors (a durable good) affect the green attitude (for 
production or/and for consumption). Also, perceived environmental knowledge together with product 
knowledge about floors could directly affect the purchase intention.  
 
The environmental knowledge did not affect the green production determinants either as much 
previous research has shown. One reason for this could be that the green production attitude 
measured a different kind of attitude compared to previous literature. The items of the knowledge and 
production used in this study have never together been tested before. The questions/items that were 
used for perceived environmental knowledge and the green production attitude were taken from 
separate sources and different kinds of research. The green production attitude was taken from 
research that more investigated how green products can be categorized, and the perceived 
environmental knowledge was taken from research that focused on green purchase intention. This 
could be the reason for the non-significant effect between these two determinants.  
  
Other reasons for the different results in this study compared with previous studies could also be due 
to the lack of questions/items in this study. If more questions about each determinant have been used, 
it might give a better analysis and result of the different test, both the validity and reliability tests and 
the test of the model. Furthermore, it might have been given a heavier analysis and more precise view 
of consumer´s determinants for knowledge and attitude. However, the previous research is focusing 
on either green consumer goods, non-green consumer goods or only durable goods, in other words, 
these aspects separately. This study tries to connect them all and investigate if the same effects will 
appear and this could also be a reason for the different results.  
 

5.4 The control questions and geographic determinants  
When testing the control questions, only the price determinants showed a significant effect, a negative 
impact on the purchase intention for green durable goods. The item was “It is important that the floor 
has a low purchase price”, which indicates that if it shows a negative effect, it means that the price is 
not relevant when it comes to purchase intention for green durable goods. The analysis of this is that 
when it comes to the actual intention to purchase a green durable good, it does not matter in the same 
way. This might be the case because the respondents may not be interested in purchasing floors or 
green floors at all. In other words, just because it is an important determinant, in general, does not 
mean it will create an intention of purchase for green durable goods like green floors.  
 
Another analysis is that consumers are not interested in purchasing green floors but rather wants to 
purchase ordinary floors instead. This has been shown in a study investigating in green consumers´ 
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product demands and consumption process. The result of the study showed that people were 
prepared to pay a green premium price, but to a certain extent which depended on the base price [3]. 
When it came to products that were bought less frequently and was more expensive the price was 
more of a critical factor that affected the consumption, compared to less expensive products like 
organic food and cloth. This indicates that green floors, which often mean a bigger investment in 
money, might not be interesting for consumers. Also, the green determinants of the floor will not 
create a purchase intention. However, even if some of this study´s result shows that green production 
matter for purchase intention for green floors, this is still a stated intention, in other words, just 
something that the consumers say. The analysis of the price could reveal the real consumer purchase 
intention; there might not be any intention.  
 
When it comes to the demographics, it was showed that the mean of the age was quite young, 33 
years, and still it gives a negative effect on the purchase intention for green durable goods. Yet, 
research has found that young consumers (18-30 years) have a significant effect when it comes to 
purchasing green goods [43]. However, this study is not about consumer goods, which might be 
different when it comes to the younger consumers. These kinds of consumers might be more aware 
and more interesting in those products that they meet on a daily basis and not products like floors that 
are rarely bought, which would explain the adverse effect.    
 
The occupation did also affect the purchase intention negatively. It was seen that over 50% worked 
and over 30% studied, the rest were either unemployed, on parental leave or retired. This result 
indicates that people that have jobs do not have much purchase intention when it comes to green 
durable goods. What is not known is the education level these people have. Because previous research 
has shown that the level of education matters when it comes to green goods, which resulting in higher 
purchase intention for these products [44]. However, just like with the young consumers, this group 
of people might not purchase floors for instance that often and that is why there is a low purchase 
intention in general when it comes to these kinds of goods. 
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6 Conclusion 
In this chapter, the overall conclusion is explained as well as the implications and limitations of the 
study. The chapter ends with suggestions for future research were theoretical approaches are proposed 
.  

6.1 Results of the research questions – a summary 
In this study, it has been shown that green production attitude is affecting the purchase intention for 
green floors in a positive way. The other determinants that have, with the help of previous literature, 
been theoretical developed did not show any effects except some of the control and demographic 
variables. However, there is no clear understanding of the green production aspects are more 
important for consumers than consumption aspects or if green consumption determinants matter at 
all. The green consumption determinants could not be measured due to their failure in the reliability 
and validity tests. Even though the green consumption determinants did have a high mean, there is 
still no guarantee that it measure green consumption.  
 
For consumers, the perceived greenness of a green durable good, like floors (central attribute and 
perceived value) lays in the attributes of the production which this study can prove.  
 

6.2 Implications  
This study implies that if a company produces green floors, green determinants of the production 
matters for the consumer. The implication of this is that there is a perceived value for the consumer 
when it comes to green manufacturing of floors. The greenness of the product is a result of the green 
production, and it matters for the consumers and how they are validating the product. For example, 
according to these results, a company that produces a green floor that is, for instance, toxic-free during 
use, do not emit emissions and is recyclable, must also have a green production that can support the 
greenness of the use/consumption. However, it might be important for the consumer to know that the 
production is green and how it is green. In other words, the floor manufacturer needs to consider its 
information asymmetry, i.e., when the producer has more information about the product than the 
customer [41]. For example, become more transparent and communicative about the production of 
the floor. However, this communication must be carefully planned due to some previous research have 
shown that when companies try to communicate about their durable goods (so-called corporate 
communication), the consumers are a bit suspicious [53].  
 
However, there are not only implications for floor manufacturers or similar durable goods, but also for 
environmental policy-makers. To help consumers better know and understand floor production, these 
policy-makers can support these with green labels that explain how production is green or not. Like 
eco-labels for the product itself, there might need to be one specific for the production also. Primarily 
due to the more complex and comprehensive production that might exist for durable goods or more 
complex and “bigger” products. However, these green labels for the production should be developed 
together with the manufacturers, to let them be part of the discussion of what is required for being 
labeled green. Furthermore, a way for manufacturers to feel that they are being evaluated in a fair and 
serious way and in that way, attract more manufacturers to work towards a greener production. Due 
to the consumers´ negative view of corporate information when it comes to durable goods as 
mentioned before, this could help the manufacturers seriously reach the consumer. In other words, 
with the help of an independent third party in the form of policy-makers that can help the 
manufacturer communicate the production information without revealing corporate competition 
secrets. One suggestion is to be inspired by the items that have been used in this study of the 
production determinants. 
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6.3 Limitations in the study 
The items that were measured were only a few (3 and 6 respectively), and this could have limited the 
tests. However, this was decided due to test the model and make sure to gain more respondents. An 
alternative would have been decreasing the number of determinants in the model and not test all the 
aspects and increase the items in those chosen aspects instead. For example, the variables of attitudes 
of consumption, attitudes of production, knowledge and purchase intention should have only been 
investigated. Another limitation in this study have been the variables of green consumption because 
these did not measure the right aspect and limit the analysis of this study´s investigation; analyze what 
affect purchase intentions for green durable goods, like floors. A solution for this could be to try out 
other items for the green consumption measurement.  
 
The survey was first tested before sending out the “right” survey, which this study has used for the 
result and analysis. However, the research model could not be tested with the test-survey due to the 
survey did not have the same scale for all the questions. Furthermore, the questions about the 
different determinants for the production and consumption used a ranking method to identify which 
determinants were unpopular to increase the length of the survey. When using a ranking system for 
those questions, it is not possible to test how the determinants affect each other in a correct way. 
Therefore, no test of the fit of the data for the model and questions could be done either. This was 
corrected for the “right” survey so the model could be tested correctly.  
 
There also have been limitations when it comes to respondents; the study would have needed more 
people from different parts of Sweden. The most respondents were from south Sweden (most 
Karlskrona and Malmö) due to more Facebook contacts in those regions. It would have been 
interesting to see if there were similar results in the rest of the country.  
 
When it comes to product type, this study is limited by one example of durable good, floors. Even if it 
is an excellent example of durable good, it was shown in the study that floors might have been a too 
rarely bought product and that could be the reason that the purchase intention was negative for the 
demographic groups. In other words, the results are limited by one product type, a very rarely bought 
product that has a very long lifetime which results in that not many people have had the chance to 
consider this kind of product. 
 
This study had also only focused on the intentions for “today” and have not considered the future state 
and how the purchase intentions will change over time. In other words, instantaneous measurement 
of the different determinants. 
 
Another limitation of this study is the stated versus the revealed purchase. This study only investigates 
the stated purchase intention where the respondents can choose to expose as much as they want and 
not their revealed purchase behavior. Consumers may have whole different behavior and even another 
intention that they do not want to reveal when answer a survey, yet if the attitude of a product often 
can reveal the behavior according to some literature [74]. This was unfortunately not showed in this 
study´s result and therefore cannot the purchase behavior be detected or analyzed.
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6.4 Future research 
First of all, this study has only investigated the green production aspect when it comes to purchase 
intention. Therefore, the green consumption aspect also needs to be taken into consideration. In other 
words, try other kinds of green consumption questions or ask the question differently. Furthermore, 
the investigation could be done in other parts in Sweden than the south, or other countries, to 
understand the purchase intention for green durable goods in a more general perspective to make the 
analysis more solid.  
 
It would also be interesting to investigate other kinds of products than floors as an example of durable 
good. This would be a way to see if there are similarities or dissimilarities between different or similar 
product categories for durable goods. For example, both similar lifetimes as floors and high 
involvement, like houses, but also for durable goods with a shorter lifetime and customer involvement 
than floors, like cars, kitchen appliance, etc.     
 
Other future research could also be to investigate if there are other kinds of product 
categories/perceived value aspects/central attributes except for production and consumption 
attitude, which have been the focus of this study. In other words, could there be another view for the 
purchase intention for green durable goods or green goods that what have been investigated in this 
study? Another suggestion would be to examine how it works for consumer goods when it comes to 
production and consumption attitude. In other words, to see how it affects the purchase intention 
compared to this investigation of a durable good, like floors.  
 
As mentioned in the discussion part; for durable goods, like floors, there also might need a further 
investigation about product information. In other words, if product information for the durable good 
might need to be added to the research model to explain the purchase intention better.  
 
Finally, the other suggested future research would be both to investigate the revealed purchase 
behavior when it comes to floor purchase. In that way control if the study has come close to the reality. 
Also, to investigate the change of the purchase intention for floors during a time. The environmental 
knowledge will probably continue to increase more and more if looking how it has developed during 
the last century. Therefore, it would be interesting to see how the purchase intention for green floors 
would grow in time.     
 

6.4.1 Potential theoretical perspectives  
In this study theories about the subject purchase intention for different kinds of product categories 
have been investigated in previous studies. This has been a way to dig deeper into the subject and to 
accomplish mapping today´s literature. However, this study has not brought up any academic theories, 
which is both a limitation of the study and a future research suggestion.  
 
Some examples of academic theories that could be conducted are for instance utility theory. Utility 
theory is a mathematical model of choice and could be seen as the first step towards the understanding 
and study of individuals decision making under risk. [75]. Since 1738 the theory has been developed 
further by, for example, Neumann and Morgenstern [76] and Savage [77]. Utility theory is in other 
words, about understanding which option gives maximum benefit from rational individuals decisions 
[76]. Utility theory is, in other words another way of understanding consumers and measure both the 
risk and behavior of these. The alternative example in the same category is consumer choice theory, 
which is another example of behavioral economics and economic theory of rational choice and 
psychology [78]. Choice theory relate preferences to consumption expenditures and consumer 
demand, in other words how consumers maximize the desirability of their consumption. Different 
kinds of theories about decision making are game theory, which is the study of mathematical models 
of conflict and correlation between rational decision making [78]. These types of theories are other 
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ways to dig deeper into the behavior of customers to somehow predict their value and purchase 
intention to address them in an even better and competitive way. 
 
When it comes to the study´s perspective, it has focused on the demand-side. A suggestion of optional 
perspectives is to look more into the supply-side when it comes to what is more beneficial for the 
company, the green production or green consumption to compare it with the demand-side. 
Furthermore, the focus has also been on the ecological side, the environmental perspective. An 
alternative for this would be to investigate the social and economic sustainability and how these 
together with the ecological side of durable goods can increase purchase intention for durable goods. 
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