Influence of Corporate Green
Reputation on Sustainable
Consumer Buying Behaviour
Are consumers affected by the sustainability practices of companies?

Green Store design of the Body Shop (source: https://goo.gl/images/sQDkul)

AUTHOR: JANNE-KINA POSTMUS
BACHELORTHESIS MANAGEMENT AND CONSUMER STUDIES
DATE: MARCH 2017
SUPERVISOR: DR. R WESSELINK
SECOND READER: V.C. MATERIA

2

ABSTRACT

The influence of a Corporate Green Reputation on Consumers’ Green Buying Behaviour is researched in this
paper. One the one hand the factors that influence a Corporate Green Reputation are researched and one the
other hand the factors that influence Consumers’ Green Buying Behaviour. Furthermore, four companies have
been taken as a case study to determine the sustainable practices and activities of companies on this moment.
These activities and practices of companies on sustainability are connected to the factors that influence a
Corporate Green Reputation and the factors that influence Consumers’ Green Buying Behaviour. In order to
find out if there is an influence of Corporate Green Reputation on Consumers’ Green Buying Behaviour and also
to see whether those factors already arise in practice. There can be concluded that a Corporate Green
Reputation is needed to make a green purchase. When consumers’ do not believe in or know about the
sustainable practices, abilities and products of a company and therefore the Corporate Green Reputation of a
company. Then the consumer will not choose this company over others on making a green purchase.
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1. INTRODUCTION
In a world with increasing numbers of conscious buyers and sustainable companies, it is interesting to find out
if there is a relation between Green Buying Behaviour of consumers and a company’s reputation, which can be
more or less sustainable. The Corporate Reputation of a company becomes increasingly important. Fombrun
and Shanley (1990) define the concept of Corporate Reputation as ‘a set of perceptions of people inside and
outside the company’. A corporate reputation is based on the abilities that a company has in producing and
delivering products and services (Brown & Dacin, 1997).
The importance of such a company’s reputation is illustrated by Henard and Dacin (2010). They describe how
the reputation for product innovation (RPI) has an impact on consumers’ behaviour. In their article, it is
assumed that the perception a consumer has towards a company and its reputation for product innovation
(RPI) have a direct and positive impact on consumer involvement levels. A consumer involvement level is in
this same article described as playing a mediating role in the relationship between the perception of a
company’s RPI and the consumers’ interest and excitement towards the company (Henard & Dacin, 2010). This
consumer involvement level depends on the excitement or interest a consumer has towards the firm, overall
firm image, propensity to pay price premiums, loyalty to the firm and tolerance for occasional failure (Henard &
Dacin, 2010). Furthermore, consumers who are more involved in a company, may be satisfied by the
expectation of a product even before actual product consumption and besides that they are more positive and
excited towards the innovative company (Henard & Dacin, 2010). Therefore, in the field of product innovation,
there is a clear relation between consumers’ involvement and their buying behaviour in the context of
innovation.
However, it is interesting to research how sustainability and buying behaviour of consumers can be influenced
by a corporate reputation on sustainability instead of RPI. Furthermore, to what extent this sustainable
reputation can support consumers to buy more green products. It is interesting to research to what extent the
findings by Henard and Dacin (2010) about product innovation and buying behaviour are transferable to the
Consumers’ Green Buying Behaviour.
In 1987 the World Commission on Environment and Development published the Brundtland Report, which
included the following definition of sustainable development: ‘Development which meets the needs of the
present without compromising the ability of future generations to meet their own needs’ (Brundtland et al.,
1987). This definition is based on three pillars: economic growth, environmental protection and social equality
(Brundtland et al., 1987). So, a Corporate Green Reputation is defined in this thesis as: ‘a set of perceptions of
people inside and outside the company on meeting the needs of the present without compromising the ability of
future generations to meet their own needs’. Companies that try to meet this sustainability definition are for
example the Green Giants. These Green Giants include Tesla, Chipotle, Ikea, Unilever, Nike, Toyota, Natura,
Whole Foods and GE’s Ecomagination (Williams, 2015, 2016). These companies generate at least a billion
dollars each from products or services that have sustainability at their core. Together, they generate over
hundred billion dollars a year (Williams, 2015, 2016).
However, in an article by Mohr et al. (2001) the impact of Corporate Social Responsibility (CSR) on buying
behaviour is explored. The results of this study show that consumers are positive towards socially responsible
companies, which may result in buying behaviour (Mohr et al., 2001). However, the aim of this paper is to find
out if there is a relation between reputation and buying behaviour (and not to CSR). Nevertheless, the study by
Mohr et al. (2001) shows that acting sustainable can be positive for a company. Therefore, the relationship
between CSR and a corporate reputation has to be made clear as these concepts are closely related. CSR can be
defined as ‘a concept whereby companies integrate social and environmental concerns in their business
operations and in their interaction with their stakeholders on a voluntary basis’ (European Commission.
Directorate-General for Employment Social Affairs, 2002). The relationship between these two concepts can be
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explained by a study of Gardberg and Fombrun (2006). In this study, it is stated that a positive corporate
reputation can be seen as a relevant outcome of CSR activities. Activities related to CSR include activities of
sustainability (both integrate social and environmental concerns) and as stated by Mohr et al. (2001) acting
sustainable can be positive for a company. In conclusion, being a social responsible company can result in a
better corporate reputation and may result in green buying behaviour. Therefore, it is interesting to what
extent Corporate Green Reputation can be of influence on Consumers’ Green Buying Behaviour and how CSR
activities strengthen these two concepts.
Besides working on a Corporate Green Reputation as a company, it is also a challenge to transform the
believes, values, consumption patterns and lifestyle of consumers from grey to green consumers (who prefer
green products and services that support and do less harm to the environment (Young et al., 2010)). In this
transition, the attitude behaviour gap plays an important role. This gap illustrates the gap between the values
and behaviour. Although people have green values, these values are not reflected in their behaviour (Kollmuss
& Agyeman, 2002). In case of Consumer Green Buying Behaviour, it can be described as being positive towards
sustainable products and services but not willing to pay for green products and services. Furthermore, the
reasoned action theory plays a role in completing a green purchase, which is the behaviour of consumers that is
dependent on the attitude they have towards that behaviour (Fishbein & Ajzen, 1977). When consumers do not
have a positive attitude towards green products and buying green products, they will not show green buying
behaviour. So, in order to create a greener lifestyle among consumers, in which green products are bought
provided by green companies, the gap between values and behaviours of consumers should be closed. Also,
creating positive attitudes towards buying green products among consumers.
Overall, it is thus interesting for companies to know to what extent a Corporate Green Reputation has an
influence on Consumers’ Green Buying Behaviour. For example, the Green Giants generate a billion dollars each
year. Does this also lead to increasing consumption of their green products compared to their non-green
products? Furthermore, it is interesting to find out how Corporate Green Reputation and Consumers’ Green
Buying Behaviour can be influenced. By finding out if Corporate Green Reputation and Consumers’ Green
Buying Behaviour is related, companies should start to act more sustainable and thereby create a corporate
green reputation which can influence consumers to make more green purchases and will result in generating
revenue as is seen by the Green Giants.

1.1 AIM
This paper attempts to explore to what extent there is a relationship between Corporate Green Reputation and
Consumers’ Green Buying behaviour. Therefore, factors that influence a Corporate Green Reputation and
factors that influence Consumers’ Green Buying Behaviour will be examined, in order to contrast and compare
these factors. Also, looking at the recent activities and practices of companies on sustainability and connecting
these with the factors that influence a Corporate Green Reputation and Consumers’ Green Buying Behaviour
will help to explore the possible relation. This factors that influence a Corporate Green Reputation and
Consumers’ Green Buying Behaviour can provide guidelines to companies in the future on how to act more
sustainable. Also, how to translate their activities and practices on sustainability to consumers and which
activities and practices are most effective in order to act and be more sustainable
This paper is of relevance because there is, to my knowledge no literature yet on the effect of a Corporate
Green Reputation on Consumers’ Green Buying Behaviour. In the following section the research questions are
described to explore if there is a relationship between the concepts Corporate Green Reputation and
Consumers’ Green Buying Behaviour.
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1.2 RESEARCH QUESTIONS
General Research question:
To what extent does Corporate Green Reputation Influence Consumers’ Green Buying Behaviour?
Sub research questions:
-

What are the factors that influence a Corporate Green Reputation?

-

What factors do influence Consumers’ Green Buying Behaviour?

-

What are the sustainability practices and activities of companies?

-

To what extent is possible to connect the activities and practices of companies on sustainability as
factors that influence the Corporate Green Reputation?

-

To what extent is it possible to connect the activities and practices of companies on sustainability as
factors that influence Consumers’ Green Buying Behaviour?

1.3 METHODOLOGY
The first three sub research questions as described above are answered by reviewing literature. By answering
these three sub research questions, three lists are composed: a list of factors that will influence Corporate
Green Reputation (CGR), a list of factors that influence Consumers’ Green Buying Behaviour (CGBB) and a list of
sustainable activities and practices as executed by the selected companies. The companies selected are: IKEA,
Unilever, The Body Shop and parent company L’Oréal. These companies are selected through snowball
sampling. The Information about the activities and practices on sustainability are extracted from sustainability
reports published by companies themselves, articles appeared in the Media and reports published by NGO’s.
By comparing these activities and practices and connecting these to the factors as retrieved from literature, this
will give insight into how sustainability is embedded in a company and how this can be of influence on a
Corporate Green Reputation and Consumers’ Green Buying Behaviour (see Figure 1). The factors of CGR and
CGBB are thus compared to the sustainable activities and practices of the companies. In this way, each separate
sub-research question will be answered in order to find out to what extent Corporate Green Reputation is
related to Consumers’ Green Buying Behaviour.

Figure 1 – Theoretical Framework
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The second chapter describes the various factors that influence CGR, extracted from literature. The third
chapter describes factors that influence CGBB. The fourth chapter will give an insight into the activities and
practices of companies on sustainability. In the fifth chapter, the factors on CGR and CGBB as described in the
previous chapters will be compared to the activities and practices of companies on sustainability, which are
described in the fourth chapter.
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2 CORPORATE GREEN REPUTATION (CGR)
In this chapter, the following research question is answered: ‘What are the factors that positively influence a
Corporate Green Reputation according to literature?’. The concept Corporate Green reputation and factors that
influence this concept are analysed. These factors are presented by an article by Fombrun & Shanley (1990) as
starting point and complemented by factors that arose in other articles. The first factor that will be mentioned
are the perceptions of people inside a company on how the company is performing, these perceptions are
formed in the value system of a company (see section 2.1). In addition, consumer perceptions have an
influence on a company’s reputation (see section 2.2). Furthermore, the relational capital a company has is a
factor that will influence the perceptions of people outside the company (see section 2.3). Green branding
strategy will influence the perceptions on the sustainable activities of companies (see section 2.4).
2.1 VALUE SYSTEM (INSIDE A COMPANY)
As stated before, CGR is formed by the perceptions of people inside a company and these perceptions should
be taken into account. A value system is a factor that influences the perceptions of people inside the company.
The Value System in a company is a way of conceptualizing reality and contains a consistent set of values,
beliefs and corresponding behaviours towards the values and beliefs by the people who are connected to a
company (Beck & Cowan, 2014). In case the value system on sustainability is present, people inside a company
can create corresponding behaviour towards the company’s values and beliefs on sustainability. Further, the
value system that is present in a company, together with the external environmental conditions will determine
the potential level of corporate sustainability (Van Marrewijk & Werre, 2003). Thus, a company’s sustainability
value system is a factor that influences Corporate Green Reputation inside the company.
2.2 CONSUMERS’ PERCEPTIONS ON COMPANIES
The perceptions of people outside the company are of relevance, these perceptions include those of
stakeholders and consumers. Therefore, how consumers perceive the company is a factor that contributes to a
Corporate Reputation. The results of three studies conducted by Brown and Dacin (1997) showed that the
perceptions of consumers on companies in general are based on the knowledge that consumers have of a
company’s practices and activities. This can influence their beliefs about and attitude towards products of that
company. Knowledge is especially important for new products, as consumers do not know these products, they
use their perceptions and the reputation of the company to create perceptions and expectations for new
products of the company. Furthermore, associations on company abilities may have a greater impact on
specific product perceptions and the overall corporate evaluation than a reputation for social responsibility.
Associations on company abilities means what a person or consumer knows about the company’s abilities, e.g.
the ability of a company to act sustainable. Also, evaluations on the performance of a company influence the
perceptions of a consumer on a company. These evaluations on new products can differ depending on the type
of associations on company abilities that are held by consumers on a company. The last component that will
influence the perceptions of consumers on a company are the actual abilities on producing and delivering
products and services of a company.
The results described above are established on perceptions of companies in general, so not necessarily green
companies. Besides, it is stated, in a study by Miller and Merrilees (2013), that there is a link between
associations on a company’s corporate brand and consumers’ perceptions on sustainability activities and
practices of a company.
Knowledge of consumers can be divided into two different types of knowledge; knowledge on sustainability
and knowledge on a company and its products and services. In an article by Kianpour et al. (2014) it is discussed
that knowledge about environmental issues and problems is a motivator for consumers to buy green. This is
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further described in Chapter 2, in which the factors that influence Green Buying Behaviour of Consumers will be
discussed (Kianpour et al., 2014; Miller & Merrilees, 2013; Young et al., 2010). Knowledge can also be based on
the knowledge that consumers have on the reputation a company has and the products it produces. The
knowledge that consumers have of a company in general, so not specific a green one, can influence their beliefs
about and attitude towards products of that company (Brown & Dacin, 1997).
Above is described of which components perceptions consist (knowledge, associations on abilities, evaluations
and actual abilities). It is also important how these perceptions are formed. A study by Fombrun and Shanley
(1990) describes how perceptions of consumers are formed and on which components. One component that
forms consumers’ perceptions is resource allocation. Another component that forms perceptions is the
question whether a company acts socially responsible, because activities on CSR will create perceptions about
the company. The practices and activities done by a company should be highlighted to consumers through
media exposure. Consumers’ Perceptions are formed by, resource allocations, social responsiveness,
institutional ownership, media exposure, and corporate diversification (Fombrun & Shanley, 1990).
2.3 STAKEHOLDER ENVIRONMENT
Besides consumers and employees, there are also other stakeholders that should be taken into account as a
factor able to influence Corporate Green Reputation (de Leaniz & del Bosque, 2013). A concept that can explain
these relationships is Relational Capital. It is based on the view that a company is not an isolated system but
part of its environment and dependent on the relations with its environment (Kale et al., 2000). The relation
between sustainability and Corporate Reputation is a component of relation capital. In case a company is closer
to its environment (this consists of all relevant stakeholders, customers, suppliers, shareholders), the company
is better able to understand, analyse and make decisions about its industry (de Leaniz & del Bosque, 2013). For
example, suppliers could help develop more sustainable products by supplying raw materials and semi-finished
products which are produced and extracted in a sustainable way.
By providing relevant information about sustainability to stakeholders, the company will obtain an advantage
based on good reputation in general, so not specifically a green reputation (de Leaniz & del Bosque, 2013). It is
important that the environment of a company knows about the practices and products the company adopts
and produces and these practices should be communicated well in order to generate the desired consumer
behaviour (Pivato et al., 2008). Communication will create a better reputation on the company’s sustainability
level among the stakeholders (de Leaniz & del Bosque, 2013). The Legitimacy theory by Suchman (1995, p. 574)
considers that: ‘legitimacy is a generalized perception that the actions of an individual are desirable within
some socially constructed system of norms, values, beliefs and definitions’. This theory applied to a company
means that how a company responds to societal-environmental issues and behaves in a sustainable way is
depended on the view of the stakeholders (because they are the environment of a company (Suchman, 1995)).
Therefore, the legitimacy theory supports in this case the importance of communicating and responding to
influential stakeholders. In conclusion, it is important for a green company to have and use relational capital
because this will create better acknowledgment of the company’s sustainability practices among stakeholders.
This will help to get a Green Reputation as well as responding in a good way to its environment.
2.4 GREEN BRANDING
Green branding allows companies creating more knowledge of their products and practices for being
sustainable in the minds of potential customers. Green Branding is therefore an influential factor on Corporate
Green Reputation. In a study by Miller and Merrilees (2013) it is stated that there is a link between associations
on a company’s corporate brand and the perceptions of consumers on the sustainability activities and practices
of a company. Also, a study by Lai et al. (2010) mentioned that customers’ perceptions of company’s CSR
activities positively enhance the company’s reputation. Furthermore, CSR activities have an effect on brand
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performance (within this study brand performance is defined as financial performance) and this is partially
through brand equity and the effects of Corporate Reputation (Aaker, 1996). The term brand equity can be
described as the value that five components give to the product, thereby a product with high brand equity is
perceived better by consumers than a product without a high brand equity. These five components are brandname awareness, brand loyalty, brand associations, perceived quality and other proprietary brand assets
(Aaker, 1996). These five components should be taken into account for every product. This is valid also when a
company places a ‘green’ brand on its products. The company wants to generate value for consumers for a
certain product. In this case, the company wants to create value among consumers for producing and being
green. Also, CSR and Corporate Reputation provoke consumers’ emotional perceptions of companies and this
leads to an association between their perceptions and the brands they purchase (Lai et al., 2010). Thus, both
developing brand equity as well as enhancing Corporate Reputation of companies who supply these brands,
result in better financial performance.
With regard to sustainability and brands; a green brand identity can be defined as a specific set of brand
attributes and benefits, linked to a reduced environmental effect of the brand and the perception of it
(Hartmann et al., 2005). Therefore, it is important to position the brand, as a ‘green brand’, that entails active
communication and differentiation of the brand through its environmental attributes in order to serve the
green market. Consumers want to be aware of the benefits of the products and how sustainable the products
are; this is supported by the fact that effective communication will motivate consumers to buy a green product
(Pickett-Baker & Ozaki, 2008). Information can be communicated based on production processes, product use
or product rejection compared to conventional products in case of green products (Peattie, 1995; Pickett et al.,
1995). A study by Hartmann et al. (2005) discussed emotional versus functional positioning strategies for green
positioning of brands. In the experiment conducted, three different experimental advertisements on a car were
presented. The first was a functional brand positioning strategy with detailed technical features. The second
one was an emotional positioning strategy by showing the brand in a pleasant imagery scenery to create feeling
of breathing fresh mountain air and feeling as free as an eagle. As last, a combination of both strategies was
conducted. The results of the study showed that in the case of green positioning, there is an overall positive
influence on brand attitude. Further, the most effective branding strategy is a combination of both functional
and emotional positioning strategy (Hartmann et al., 2005). Thus, a green branding strategy is an influential
factor for a CGR because it will create positive perceptions and better knowledge among potential customers.
2.5 FACTORS THAT POSITIVELY INFLUENCE CORPORATE GREEN REPUTATION
This chapter provided an answer on the sub-research question ‘What are the factors that positively influence a
Corporate Green Reputation according to literature?’. It is made clear what Corporate Green Reputation is and
which factors are positively influencing the reputation on sustainability for a consumer (see Figure 2 for all the
factors). It is shaped by people inside a company to create abilities to act more sustainable and shape
perceptions about their company. Besides, also for people outside the company which will create perceptions
about the company which results in a reputation.
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•
•

Value System
Perceptions of consumers
(consist of: 1. Knowledge, 2. Associations, 3. Evaluations on company
abilities and 4. Actual abilities of a company)

•

are formed by:
o Resource Allocations
o Social Responsiveness/Corporate Social Responsibility
activities
o Institutional ownership
o Media Exposure
o Corporate Diversification
Relational capital
(stakeholder environment)

•

Green Branding

Figure 2- Factors for a Corporate Green Reputation

In short, the factor value systems are important for a CGR because in order to have a green reputation, a
company should hold green values. Otherwise there would be no perceptions of people inside a company on
the factor green. Perceptions of consumers are the same for companies in general as for green companies, but
knowledge is an important factor in case of sustainability. The factors which will form consumers’ perceptions
are not different for a green company compared to a company in general. Relational capital is of influence on a
CGR because it will create better acknowledgment of the company’s sustainability practices among
stakeholders, as well as responding to its environment. An influential stakeholder could help a company to
produce greener and being perceived as greener by granting for example a certification for a sustainable
practice it is adopting. A green branding strategy is an influential factor for a CGR because it will create positive
perceptions and better knowledge among potential customers about the green products and services it is
producing. Green branding strategy will link actual performances and perceptions about a company’s practices
on sustainability.
In the next chapter, what factors influence Consumer Green Buying Behaviour will be described.
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3. FACTORS INFLUENCING CONSUMERS’ GREEN BUYING BEHAVIOUR (CGBB)
In this chapter, the second sub-research question will be answered ‘What factors do influence Consumers’
Green Buying Behaviour?’. This sub-research question relates to the attitude-behaviour gap, in which people
may have values towards buying green. However, these values are not always reflected in Green Consumer
Buying Behaviour (Kollmuss & Agyeman, 2002). The attitude-behaviour gap is the difference between wanting
to buy green products, but in the end not buying them. Furthermore, the theory of reasoned action plays a role
in Green Buying Behaviour; this theory refers to the behaviour of consumers that is dependent on the attitude
they have towards that behaviour (Fishbein & Ajzen, 1977). So when defining the factors that will influence
Consumers’ Green Buying Behaviour, it is of relevance to take these two theories into account. Furthermore,
these two theories describe the influence on the purchase of a green product.
To complete a green purchase, consumers should take steps to make this purchase that are described and
explained in the Green Buying Model (see Section 3.1). This model is used to define factors that influence the
green buying behaviour of a consumer. Further, other articles are used in addition to this model. Important
factors of this buying process are consumption values (see Section 3.1.1) and knowledge about Green products
and buying Green (see Section 3.1.2.). The environment in which the green purchase is made is also of
influence on the green purchase. Furthermore, a green design within the store will influence the purchase (see
Section 3.2). The decision to buy Green or not can be indicated by the background profile a consumer has (see
Section 3.3). In order to complete a Green purchase, consumers have to be motivated and therefore motivators
in green buying behaviour have to be taken into account as a factor that is of influence (see Section 3.4). The
product attributes are of relevance because the product has to be green in order to buy green, but must also
include quality because products that do not serve the consumer well, will not be sold (see Section 3.5). In the
end, it will all come down to trust. When potential customers do not trust the company and its products they
will not buy green, even if they have the intention to buy green (see Section 3.6). These steps and factors that
influence the CGBB are described and explained below.
3.1 GREEN BUYING MODEL
When consumers are trying to be green consumers, they are struggling to transfer their environmental
concerned attitude into green purchasing behaviour. A model of green consumer buying behaviour was
developed by Young et al. (2010). The first element of this model (see Figure 3) are the values of green
consumers and the knowledge they have on green products in general. Values are important, because these
will frame the buying behaviour in terms of holding on to this behaviour. Besides, values are important to
pursue the green criteria. These values are influenced by the knowledge of relevant issues and previous
purchase experience of the consumer. The next step is the picking of green criteria for the green purchasing
process. The green criteria influencing the purchase can hold strong barriers which influence the purchase.
These barriers include lack of time for research, high prices, lack of information, the cognitive effort needed for
each purchase and strong non-green criteria. Furthermore, these barriers can explain partially the attitudebehaviour gap, because they can be high and dominate the positive criteria towards buying green. Therefore,
barriers are a factor that influences the CGBB. Though, these barriers are part of the purchasing criteria formed
by the green consumer. On the other side, facilitators (green labels, specialist information, availability of green
products in mainstream retails, and guilt) can influence the green consumer positively towards green purchase.
So, facilitators are a factor that influences CGBB and will be discussed further by using the term motivators in
Section 3.4. In step four, the actual purchase is made and afterwards the consumer will evaluate his purchase
and will use this feedback in the next green purchase process.

14

Figure 3 - Green Purchase Model (Young et al., 2010)

The following criteria (step two of the green buying model) are important to help the consumers to complete
or prevent a green purchase and influence Consumers’ Green Buying Behaviour (Young et al., 2010):
•
•
•
•
•
•
•
•

The consumer’s value is strong
The consumer has purchase experience
The consumer has plenty of time for research and decision-making
The consumer has good knowledge of the relevant environmental issues
Green products are reasonably available
The consumer can afford and is prepared for the financial cost
Barriers (lack of time for research, high prices, lack of information, the cognitive effort needed for
each purchase, and strong non-green criteria)
Facilitators (green labels, specialist information, availability of green products in mainstream
retails, and guilt)

If one of these factors is weak or a barrier is high, this factor/barrier will have a negative effect on the influence
of green criteria for the final purchase (Young et al., 2010). It is suggested in this paper that companies should
take these factors into account when trying to influence their consumers in buying green and attempt to
strengthen these factors.
The first element/step of the Green Buying Model is green values & knowledge and will be explored in Section
3.1.1 and Section 3.1.2 respectively. These are the foundations of the Buying Model and will determine the
further steps taken in making a Green Purchase.
3.1.1 CONSUMER VALUES
The theory of Sheth et al. (1991) explains that values in actual green buying behaviour can be divided in five
consumption values influencing CGBB. This theory explains which values consumers can have in choosing to
buy or not to buy a specific product. The five consumption values are:
•
•
•

Functional value: the perceived utility from an alternative’s capacity for functional, utilitarian
or physical performance.
Social value: the perceived utility from an alternative’s association with one or more specific
social groups
Emotional value: the perceived utility acquired from an alternative’s capacity to arouse
feelings or affective states.
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•
•

Epistemic value: the perceived utility acquired from an alternative’s capacity to arouse
curiosity, provide novelty or satisfy a desire for knowledge.
Conditional value: the perceived quality acquired by an alternative as the result of the specific
situation facing the decision maker.

These values contribute to the understanding of Green consumer decision making and could play a role for a
green consumer. For example, consumers could buy green because of feeling good about consuming green; in
this case, an emotional value plays an important role in the Green Buying Behaviour of a Consumer. Companies
could respond to these values of consumers, for example an emotional positioning strategy, as described in
Section 1.4. Consumer values are a factor that will influence the Green Buying Behaviour.
3.1.2 CONSUMER KNOWLEDGE
Knowledge is an important factor in CGBB. Consumer knowledge can be formed by doing research on making a
product choice but also by previous purchase experiences. The knowledge a consumer has on sustainability and
environmental concerns and issues is an important motivator in buying green products (Kianpour et al., 2014).
A study by Miller & Merrilees (2013) showed that 60% of the participants could not give an answer to the
question ‘what the retailers do to help the environment’. Though participants identified that a certain retailer
used recycled bags for packaging. However, the usage of recycled bags is done industry wide and therefore not
very distinctive in being more sustainable than another retailer. The results of the study by Miller and Merrilees
(2013) showed that there is a link between consumer perceptions of the company’s sustainability practices and
the consumer brand attitudes towards the company’s corporate brand. This is a concern for companies who
produce green products, because consumers who want to buy green do not know wheter the products are
green or produced in a green/sustainable way. In that case they will not choose the products of this certain
green company over other companies. This shows that consumers’ knowledge is an influential factor in the
consumers’ green buying process.
3.2 GREEN STORE DESIGN
The environment in which a purchase is made can influence the consumer perceptions and it therefore
influences the green buying behaviour. The consumers’ perceptions can be influenced by the store design of a
company and this can change the perceptions on store brands (Nguyen & Leblanc, 2001). As stated in Section
1.2, consumer perceptions will determine the company’s reputation. Other studies also suggest that a store
design is a factor that influences the consumer perceptions and green buying behaviour. A favourable store
design can create customer satisfaction which results in store loyalty (Barnett et al., 2006; Bloemer & De
Ruyter, 1998). In a study done by Choi et al. (2012) the difference between Product-related attributes (PRA) of
eco-fashion (e.g. product design, quality and price) and Store-related attributes (SRA) (e.g. store design and
environment, ethical practices of the store and shop convenience) was examined. It showed that PRA is not
related to the buying behaviour of consumers. However, SRA is of influence on buying behaviour of consumers.
This can be subscribed to the environmental stimuli that can be applied within a store. These stimuli can affect
consumer’s states of pleasure and arousal (Grewal et al., 2003).
3.3 BACKGROUND PROFILES OF GREEN CONSUMERS
Knowledge and values as described above as well as the other factors in the Green Buying Model are part of
the background profile of a consumer. This background profile influences the Green Buying Behaviour. In a
study by Laroche et al. (2001) five factors are classified that influence the willingness to pay for green products.
Of these five factors, demographics (age, gender, income, education level, employment status, family size)
knowledge (eco-literacy), values (individualism, collectivism, security, and enjoyment). Further, attitudes (e.g.
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severity of environmental problems) and behaviour (recycling, considering environmental problems when
buying, and the actual purchase) have an influence on the consumers’ willingness to pay more for green
products. The factors described above can influence the background of a (green) consumer. The background of
a (green) consumer will influence the green buying behaviour, for example a societal value or value based on
collectivism (as stated in 3.1.1.) that a person has towards sustainability will influence the buying decision of
that consumer.
3.4 MOTIVATORS FOR BUYING GREEN
As described above, people may have positive values towards green products. However, this does not indicate
that consumers will actually transform these values into actual behaviour. Therefore, people should be
motivated to translate certain values into actual Green Buying Behaviour. This could be compared with the
‘facilitators’ from the Green Buying Model (see Section 3.1), both will push towards making the green purchase
and being a green consumer. Within this paper, the term Motivators will be further used. These motivators for
Green Buying Behaviour are investigated in a study by Kianpour et al. (2014) The following motivators are
proposed:
•
•
•
•
•
•

Customer has a concern for buying Green products.
Customer knowledge: having knowledge and be aware of the environment will motivate to buy Green
as stated also in 3.1.1. (Laroche et al., 2001).
Customer Effectiveness: potential customers have to feel that it is effective to buy Green products and
that it helps to solve the problem.
Environmental Laws & Regulations: these Laws & Regulations can influence consumers to use
environmentally and socially friendly products and companies to provide these products and services.
Promotional Tools: aimed to notify customers because communication around Green products is
difficult since the whole supply chain has to be communicated.
Reference group: influenced by social norms, customers will feel influenced by a specific group into
buying Green products.

The results of the study by Kianpour et al. (2014) indicates that Consumer Knowledge, Consumer Effectiveness
and Consumer Concern are the most important motivators for buying Green. Furthermore, Promotional tools
and Laws & Regulation are as well important motivators. Though, reference groups are not mentioned as
motivators, since the respondents believed that co-workers and other groups are not of influence for their
Green Buying Behaviour, but friends are. This could indicate why this motivator is not seen as influential. So,
the motivators described above play each, more or less, a role in influencing potential customers into being
green consumers.
3.5 PRODUCT ATTRIBUTES OF GREEN PRODUCTS
Motivators are of great importance in the buying process of Green products. Nevertheless, the Green product
itself should be also taken into account. The product has to fulfil certain Green product attributes. The findings
of a survey among Millennials suggest that product attributes that hold a strong relationship with buying Green
are: recyclability or re-usability, biodegradableness, and positive health effects. These product attributes should
be taken into account and be highlighted in the marketing strategies. The findings of the survey propose that
there is a positive correlation between brand association and purchase intent of Green Products. Furthermore,
availability plays a role in whether or not to buy a Green product (Lu et al., 2013). However, a product that has
no quality will not be bought even if it is green, consumers will not buy products that do not fit to their
expectations. According to Vermillion and Peart (2010), green products will not be bought only for being
‘Green’ but the products must also include other beneficial product attributes, e.g. safety, health or cost
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efficiency. In conclusion, product attributes play an important role in the decision of buying Green, as well as
brand association and availability.
3.6 TRUST
Another factor that should be taken into account on the influence of CGBB is the extent to which consumers
trust a company. When a consumer identifies itself with the company that acts sustainable, this may cause
brand affect (Moon, 2007).
To build a consumer-company relationship, this relation should be based on trust. The consumers’ belief that a
company acts in the best interest of the consumers and keeps it promises, results in trust. Trustworthiness on a
brand has a greater impact on consideration of consumers to buy a product or service than perceived corporate
expertise (Erdem & Swait, 2004). Therefore, trust is very important in the decision whether or not to buy a
product.
Trust and attitudes towards a company are directly affected by consumers’ perceptions about the practices of a
company. These perceptions are based on the company’s transparency in production and labour conditions and
being social responsible. Also, trust affects indirectly the intentions to purchase and spread word-of-mouth
(WOM) about the company (Kang & Hustvedt, 2014). Consumer trust is therefore a very important element in
the buying behaviour of (potential) customers for a company.
In addition, the study by Castaldo et al. (2009) states that trust is necessary in the success or failure of a
company. In the study by it was found that there is a link between a company that is social responsible and
consumer perceptions to buy products or services from that company. This is dominated by two conditions: 1.
products or services of a company are ethical or social oriented, 2. The company has a commitment to protect
consumer interests. The results showed that trust plays a key factor in the success or failure of a socially
responsible company. Trust is crucial in determining consumer interests, companies which have trust will be
expected to deliver what it promises by respecting consumers’ needs and satisfying those. This will result in
CGBB.
3.7 FACTORS INFLUENCING CONSUMERS’ GREEN BUYING BEHAVIOUR
This chapter provided an answer on the research question: ‘What factors do influence consumers’ Green buying
behaviour?’, it is discussed which factors are influencing the consumers’ green buying behaviour and how the
reen purchase process works (see Figure 4 for the factors that will influence Consumers’ Green Buying
Behaviour).
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•

Barriers
(include lack of time for research/information, high prices, the cognitive effort needed for each purchase, and
strong non-green criteria)

•

Consumer Values
(functional, social, emotional, epistemic, conditional)

•

Knowledge
(consist of: research and previous experiences)

•
•

Green Store design
Background profiles
(demographics, values, knowledge, attitudes, behaviour)

•

Motivators
o
o
o
o
o

•
•

Concern (availability of green products in mainstream retails & guilt)
Knowledge (from specialist information)
Effectiveness
Laws & regulations
Promotional tools (green labels)

Product Attributes (availability, brand association, quality)
Trust (brand affect, consumer-company relationship, consumer perceptions)

Figure 4- Factors influencing Consumers' Green Buying Behaviour

The factor barriers is especially relevant in making a green purchase, because when a consumer has to do a lot
of research to make a green purchase this will cost a lot of energy and time. This may be a reason not to make a
green purchase. Furthermore, when making a green purchase the values that a consumer has towards acting
sustainable are of relevance. Because in order to make a green purchase, the consumer has to have green
values towards the actual green buying behaviour in order to complete a green purchase. Additionally, the
knowledge that a consumer has on green products is important in making a green purchase. Otherwise, the
consumer does not know which product is green compared to other grey products. A green store design can
make people notice the green products and encourage them. Being in a green environment may affect the
consumer to behave green as well, by buying a green product. The background profile of a green consumer is
relevant as a factor for CGBB, knowledge about and attitudes and values towards green have to be present to
make a decision to buy green. Motivators can positively influence a consumer to buy green. A green label can
make a consumer notice a green product by making the consumer aware of the special green product
attributes a product has. Trust is important because in order to make a green purchase, the consumer has to
trust the company which produces this green product, to believe that this product is really green and not
marketed as being green.
In the next chapter is discussed which activities and practices are done by companies on sustainability.
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4. ACTIVITIES ON SUSTAINABILITY OF COMPANIES
In this chapter, the different sustainability practices of companies will be examined. This is done by answering
the following sub-research question: What are the sustainability practices and activities of companies?’. It will
be described what the different practices on sustainability of companies are and how these improve the Green
Buying Behaviour of Consumers. These activities and practices on sustainability are extracted from the
sustainability reports of the companies and media reports. The first company and its activities and practices
that is described is IKEA (see Section 4.1). Furthermore, Unilever (see Section 4.2) and The Body Shop & L’Oréal
(see Section 4.3) and their activities and practices are described. These activities and practices of these
companies will result in a list of green activities and practices done by companies (see Section 4.4).
4.1 IKEA
The first company discussed is IKEA, this company is doing a lot in order to be sustainable. Since 2012 they are
following their People & Planet sustainability strategy. In this strategy, IKEA wants to achieve very ambitious
goals on sustainability before 2020, in order to conquer the climate change, growing population, poverty,
deforestation and water scarcity. These goals are e.g. using 75% or more from sustainable sources (wood,
paper, cardboard and cotton (Thorpe, 2015)). For cotton IKEA already achieved a 100% score, by teaming up
with the NGO, the Better Cotton Initiative, IKEA transformed not only their own cotton supply chain but as well
tries to transform the whole market (BetterCottonInitative, 2015). Also, IKEA tries to maintain its business by
using renewable energy as much as is consumed by IKEA’s business processes. These goals are in line with
IKEA’s business idea, which is: ‘to combine good form, function and quality with built-in sustainability, at prices
so low that as many people as possible can afford them’ (IKEA, 2012).
In order to fulfil the sustainability strategy, drivers are formed. One of these drives is: Inspire and enable
millions of customers to live a more sustainable life at home. By taking a lead in developing and promoting
products and solutions that help the customer save or generate energy, reduce/sort waste, use less/recycle
water: at the lowest possible price. By august 2020, IKEA wants to achieve more than a fourfold increase in
sales from products and solutions inspiring and enabling consumers to live a more sustainable life at home
(IKEA, 2012). IKEA also wants to take a lead in more sustainable food by enabling and encouraging a balanced
and environmentally friendly diet (IKEA, 2012; IKEA, 2015). This last target is controversial because of the
scandal in the meat industry in 2013, in which the IKEA meatballs contained horsemeat (Meikle, 2013).
IKEA is taking steps in acting more sustainable, by having for example only sustainable efficient LEDs in their
lighting range. IKEA encourages its consumers to act more sustainable and to make environmental friendly
choices by organising sustainability events for its IKEA FAMILY members. These members are part of IKEA’s
strong customer base called IKEA FAMILY (78 million members in 2015). Members are encouraged through
products, (sustainability) events and services to live a more sustainable life at home. As stated by Steve Howard
(Chief sustainability officer IKEA), in an interview with Forbes, IKEA should let their customers see and buy
those products that help towards sustainable consumer behaviour (Kelly-Detwiler, 2014). By changing the
entire lighting range to LED by 2020, an amount of electricity, which equals the needs of every household in
London and Paris together, will be saved (Howard, 2016). In IKEA lighting range the only option is to buy Green,
so in this case consumers are buying green without having to make the decision to buy green themselves.
IKEA’s sustainability practices and activities get a lot of desirable media exposure. For their goal to produce and
act for 100% on renewable electricity in 2020, they got a Guardian Sustainable Business award in the category
Net Positive (The Guardian, 2016). Besides, the Guardian published an article on how the Green Giants, of
which IKEA is part, generate at least a billion dollars each from products or services that have sustainability or
social good at their core. Together these Green Giants generate over 100 billion dollars a year from their green
business lines alone (Williams, 2015, 2016). It is clear that IKEA wants to enable its consumers to buy more
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sustainable and thereby live more sustainable. Sales of products for a more
sustainable life already increased by 1.3 billion last years as shown in Figure 5).
In conclusion, IKEA does a lot on sustainability and is engaged in being more
sustainable. This is reflected by increasing sales of green products, see Figure 5
(IKEA, 2015). IKEA’s sustainability practices exist of encouraging their IKEA
members to live more sustainable lives at home. Further they provide more
environmentally friendly produced products (using sustainable resources and
renewable energy). IKEA works together with Stakeholders to provide more
sustainable products, for example the collaboration with the Better Cotton
Initiative. By providing only green products, IKEA makes sure that their customers
live more sustainable lifestyles. IKEA gets a lot of positive media exposure on
being Green e.g. awards and being named as a Green Giant. Also Unilever is a Figure 5 - IKEA increasing sustainability sales
(IKEA, 2015)
Green Giant and will be discussed below.
4.2 UNILEVER
Since recent years Unilever is doing a lot on sustainability, like IKEA, Unilever has also the goal to operate for
100% on renewable energy. IKEA has the intention to generate more energy than is necessary and make the
surplus available to markets in which Unilever operates (Unilever, 2015b). Their view on sustainability is also
made clear in the vision of Unilever: ‘Unilever has a simple but clear purpose – to make sustainable living
commonplace. We believe this is the best long-term way for our business to grow’ (Unilever, 2016a).
Some of the brands of Unilever are classified as being ‘Sustainable Living Brands’, these brands are defined as
being contributing towards the goal of doubling business while reducing environmental impact and positively
influence social impact. It is said by Unilever that the ‘Sustainable Living Brands’ are contributing to half of the
business overall growth and are growing twice as fast as another brand in the portfolio of Unilever ("Unilever
says 'brands with purpose' are growing at twice the speed of others in portfolio," 2015).
A campaign that Unilever started is the Omo #1RinseIsEnough campaign. At the end of 2014, Brazil suffered
from a big water scarcity, therefore, households had only limited supplies of running water for many weeks, so
they had to cut down the number of laundry loads. Most people were doing more than one laundry rinse even
though each rinse uses up to sixty litres of water. Unilever helped people become aware of the amount of
water used by extra rinsing. The sales of the Omo brand grew by 15% because of this campaign, this is an
example of encouraging consumers to be more sustainable and thereby increasing own profit as being a
sustainable company (Unilever, 2015b).
Oxfam Novib developed the ‘Behind the Brands Scorecard’, in which the ten biggest Food producing Companies
are evaluated based on seven different factors (transparency, women, workers, farmers, land, water, climate)
within these seven factors the indicators are grouped into four categories:
Awareness and projects relating to workers in the agricultural supply chain.
Knowledge and disclosure of company impact in agricultural supply chains.
Commitments related to good practices on labour.
Supply chain management.
Furthermore, Transparency is also taken into account through those four categories (BehindtheBrands,
2016).
Unilever has the highest overall score compared to the other companies with 74% , which is illustrated in Figure
6. However, there are some points that still have to be improved, for example positions of women, land use,
transparency and water use. Though the CEO of Oxfam Novib, Tom van der Lee states that companies should
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do more on the working conditions for millions of small-scale farmers, though, Unilever scores well on this
aspect (OxfamNovib, 2015).

Figure 6 - Behind the Brands Scorecard (BehindtheBrands, 2016)

In the past, Unilever is being criticised a lot for the use of the raw material Palm Oil in their products. The
production of palm oil is associated with deforestation (WWF, 2016). Unilever committed their sustainability
policy to the principles of the RSPO (Roundtable on Sustainable Palm Oil). In 2015, Unilever was the biggest
user of all companies that used certified palm oil. However, only 19% of their total use of palm oil is certified
and produced in a more sustainable way. The goal is set on achieving 100%, in using more sustainable and
certified palm oil in 2019 (Unilever, 2016b). In conclusion, the use of palm oil caused bad media exposure for
Unilever in the past. By setting goals on using more sustainable palm oil it tries to behave more sustainable.
To sum up, Unilever tries to act more and more sustainable by their sustainable living brands and putting those
products in the market as being greener. This is done by producing with sustainable resources. Unilever tries to
change for the better and has set a goal to use only sustainable palm oil in 2019. Although there are some
points that need to be improved, Unilever gets positive exposure from Oxfam Novib and the Behind the Brands
scorecard that is invented by Oxfam Novib. By using sustainable resources and producing sustainable products
Unilever wants their consumers to be green consumers.
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4.3 L’OREAL AND THE BODY SHOP
Like IKEA and Unilever, The Body Shop has very ambitious sustainable goals to achieve before 2020 as well. The
campaign that they are currently following, ‘Enrich not Exploit’ (see Figure 7), is set up to sustain their values
system. By 2020 the Body Shop is committed to build bio-bridges, protecting and regenerating 75 million
square meters of habitat helping communities to live more sustainably. Besides, they want to reduce the
environmental footprint of the Body Shop stores and develop three new sustainable packaging innovations and
sustain their business on 100% renewable energy. Furthermore, the company attempts to ensure that ‘100% of
our natural ingredients are traceable and sustainably sourced, protecting 10,000 hectares of forest and other
habitat’ (TheBodyShop, 2016c).

Figure 7 - Enrich Not Exploit campaign of the Body Shop (source: www.thebodyshop.nl)

These goals are very ambitious and go further than just being against animal testing which was one of the core
values of the Body Shop, when the company was founded in 1976 (TheBodyShop, 2016a). The reputation and
image of the Body Shop were strongly harmed when the company was taken over by the L’Oréal group. Animal
activists called for boycotting the Body Shop and Naturewatch Foundation still calls for boycotting the Body
Shop because of its mother company L’Oréal. The Body Shop takeover gave the company itself an image
setback, as L’Oréal is been criticised on testing their products on animals (Booth, 2006;
NaturewatchFoundation, 2016). Founder of the Body Shop Anita Roddick reacted on this by ensuring that the
principles of the Body Shop were protected under the terms of the takeover. Besides, she insisted that the
takeover could be a ‘Trojan horse’ in which the Body Shop would be able to influence their new parent
company into adopting some ethical ideas (Butler, 2016).
Although the Body Shop got a setback in their reputation as being green and animal-friendly, they teamed up
with PETA (animal rights organisation). The Body Shop helped PETA fund scientific testing of the EpiDerm test,
which can replace the skin irritation test in which rabbits were used to test cosmetics and other products.
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Besides this, the Body Shop agreed to donate 10% from their UK online store to PETA (PETA, 2011). In recent
years the Body Shop is not only campaigning against animal testing, but also campaigning against sexual
exploitation of young people, HIV, domestic violence, and campaigning for sustainable energy together with
Greenpeace (TheBodyShop, 2016b).
It is the question whether the Body Shop, as stated by Roddick before, is a Trojan horse for L’Oréal.
Sustainability activities and practices from L’Oréal are mostly reported and written by the company itself.
However, in the last years the company is taking steps forward in acting and producing more sustainable, which
might be due to the takeover of the Body Shop. L’Oréal joined the RSPO, of which the Body Shop was one of
the founding members (RSPO-Factsheet, 2016; RSPO, 2007). However, many other big companies joined the
RSPO as well. For example, Procter & Gamble and Nestlé joined the movement to stop deforestation, which is
caused by the production of non-sustainable palm oil (Greenpeace, 2014). However, as described in Section
4.2, it can be doubted how effective the RSPO is.
It is, therefore, the question whether sustainability is really embedded within the values of L’Oréal, or
something that has to be done in order to sustain business and is imposed by laws and regulations. Besides, it is
the question if the core strategy and values of the Body Shop ‘in being a green pioneer’ remain within the
company after the takeover by L’Oréal (The Economist, 2007). If we take a look at the practices and activities
on the use of sources, water and on the emission of CO2 at their sites and stores, there is in the recent years not
much improvement or even decline in the reduction of water. As well for the reduction of CO2 at the stores and
production site of the Body Shop, see Figure 8 (TheBodyShop, 2014-2015).

Figure 8 - Activities of The Body Shop on CO2 emissions and use of sources (TheBodyShop, 2014-2015)

Because of the takeover of the Body Shop by the L’Oréal group it may be that the core values of being green
are not as strongly maintained as before. The reputation of being a green pioneer, by introducing cosmetic
products that are not tested on animals may still be used for a green branding strategy (their ‘Enrich not
Exploit’ strategy, see Figure 7). This is a suggestion and maybe an explanation for the fact that, based on Figure
8, there not have been made (big) achievements on sustainability when looking at reducing CO2 emissions and
the use of resources (TheBodyShop, 2014-2015).
By presenting green plants as ingredients of the products that are sold by the Body Shop in their stores,
consumers can be influenced by the store design of a company and this can change the perceptions of
consumers on store brands. Consumers may perceive the brand the Body Shop as green and sustainable
because of the green store design as showed in Figure 9 (Nguyen & Leblanc, 2001).
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Figure 9 - Store design of the Body Shop (source: https://goo.gl/images/sQDkul)

In conclusion, the core values of the Body Shop when the company was founded were revolutionary towards
animal welfare and the Body Shop was founded as a green pioneer because of this strategy. The Body Shop
tries to maintain its strategy by teaming up with PETA and by funding the EpiDerm test. In this way, the core
values and strategy are maintained. However, the takeover of the Body Shop by L’Oréal harmed the Green
Reputation of the Body Shop strongly as well as their core values. Nevertheless, for L’Oréal it could be a
strategy towards a more sustainable direction for the company and therefore a greener reputation. L’Oréal
became a member of the RSPO for sustainable palm oil, of which the Body Shop was one of the founding
members. Although in the last years the Body Shop did not act as sustainable and pioneering towards
sustainability as in the time the company was founded, still the Body Shop keeps its green reputation through
green branding and a green store design.
4.4 SUSTAINABILITY PRACTICES OF COMPANIES
This chapter provided an answer on the sustainability activities and practices of companies. This is done by
answering the following research question: What are the sustainability practices and activities of companies
that improve their Consumers’ Green Buying Behaviour?’. The sustainability practices and activities of IKEA,
Unilever and the Body Shop & L’Oréal were examined and the positive and negative practices were illustrated
(see Figure 10 for all the sustainable activities and practices of the companies).
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Figure 10 - Sustainable activities & practices of Companies

IKEA has a strong business idea of how they want to achieve sustainability within their company. This is
implemented in their strategy. Their strategy is to make all products more sustainable (the ‘All-in’ strategy). As
well as providing only green products (the LED range). Furthermore, the IKEA Family card can provide
knowledge about the sustainable practices and activities of IKEA to its customers. IKEA has won a sustainability
award, this is an achievement for all the work that has already been done on sustainability. Thanks to all their
activities on sustainability, IKEA is seen as one of the Green Giants.
Like IKEA, Unilever has strong values on sustainability and this is represented in the vision of Unilever. As well
as in being part of the RSPO and using more sustainable palm oil. Furthermore, Unilever provides more
sustainable products to customers by its sustainable living brands. Oxfam Novib created the behind the brand's
scorecard in which Unilever scored the best in being sustainability compared to other big food companies.
The last company that has been described in this chapter is The Body Shop and its takeover by l’Oréal. The
Body Shop is being one of the founding members of the RSPO and therefore using like Unilever more
sustainable palm oil. Not only using more sustainable palm oil but also using natural sustainable sourced
ingredients is part of the Enrich not exploit campaign. The Body Shop helped PETA fund the EpiDerm test which
replaces the need for skin irritation tests on rabbits. Being against animal testing is since the founding of the
Body Shop one of the core values and because of that, the Body Shop can be seen as a green pioneer. The Body
Shop represents itself in being green by a green branding strategy and green store design.
In the next chapter, it will be examined how these activities, as described above, are connected to the factors
that will influence the Consumers’ Green Buying Behaviour.
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5. FACTORS CGR & CGBB CONNECTED TO ACTIVITIES ON SUSTAINABILITY BY
COMPANIES
In this chapter, the factors that influence Corporate Green Reputation as described in Chapter 2 and the factors
that will influence Consumers’ Green Buying Behaviour as described in Chapter 3 will be compared to the
current activities and practices of each company as described in Chapter 4. In this way, it is possible to answer
the fourth and fifth research questions:
-

To what extent is it possible to connect the activities and practices of companies on sustainability as
factors that influence Consumers’ Green Buying Behaviour?

-

To what extent is it possible to connect the activities and practices of companies on sustainability as
factors that influence the Corporate Green Reputation?

The activities and practices of each company (IKEA, Unilever, L’Oréal and The Body Shop) will be connected to
the factors of CGR and CGBB per company below. Then it is possible to conclude if a company takes their
sustainable decisions in acting and behaving sustainable based on: Green reputation building, green consumer
perspective or both.
5.1 IKEA
IKEA is the first company that will be connected to the factors of CGR and CGBB (see Figure 11). IKEA attempts
to make their products more and more sustainable. By having very strong core values on sustainability (to
combine good form, function and quality with built-in sustainability and Inspire and enable millions of
customers to live a more sustainable life at home), the core values of IKEA are expected to influence the Value
system (inside a company). The value system in a company is indeed a way of conceptualizing reality and
contains a consistent set of values, beliefs and corresponding behaviour towards those values and beliefs
within a company (Beck & Cowan, 2014). Therefore, the core values of IKEA are expected to influence the
employees and their values, beliefs and corresponding behaviour, which contribute to the sustainable strategy
and business idea of IKEA.
IKEA aims to use more sustainable sources such as better cotton, wood, paper, cardboard as well using
renewable energy as much as is consumed by IKEA’s business processes and provides in this way more
environmental friendly produced products and packaging. This activity can be connected to factors of both CGR
as well CGBB. The factor Consumer Perceptions of CGR can be connected to the use of sustainable sources.
Consumers can create perceptions based on how IKEA allocates its sources, these perceptions are based on the
evaluation of the companies abilities, practices, and how it allocates its sources (Brown & Dacin, 1997;
Fombrun & Shanley, 1990). Furthermore, the use of sustainable sources of IKEA can be connected to the
product attributes factor that influence CGBB. Companies which are using more sustainable sources and
producing greener products will provide more sustainable products on the market. IKEA works together with
stakeholders, such as the Better Cotton Initiative which increases the relational capital.
The sustainable product range (LED lights) that IKEA provides to its customers can be connected to the barriers
factor of CGBB. Barriers will be taken away when a consumer does not have to make a decision to buy green
products themselves. Therefore, consumers will exclude problems of lack of time to research and the effort to
make the green purchase. Consumers do not have to change their attitudes into actual behaviour because it is
already done for them and they will make a green purchase without these barriers and thereby the green
purchase is made. So, the barriers become lower in making a green purchase by providing an entire green
product range.
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Another activity on sustainability by IKEA is encouraging their IKEA members to live more sustainable lives at
home by having their IKEA member card. This activity can be connected to the factor motivator of CGBB. IKEA
Family card is a promotional tool that can create knowledge about environmentally friendly products of IKEA
and how these products are produced with sustainable sources. Furthermore, a member card will create a
consumer-company relationship and this relationship should be based on trust. The consumers’ belief that a
company acts in the best interest of the consumers and keeps its promises, will eventually result in trust and
trustworthiness on a brand. The fact that when a brand is more trustable will be of greater impact on the
considerations of consumers to buy a product or service, than the perceived corporate expertise by a consumer
(Erdem & Swait, 2004). The factor Consumer perceptions of CGR creates knowledge (which is as well a factor
of CGBB) of the activities and products of a company and knowledge is created within the minds of the
consumer. A member card can remind consumers of their previous purchases and may encourage them to buy
the green products of the company as done by IKEA.
IKEA gets a lot of positive media exposure on being Green e.g. awards (an example is winning a sustainable
business award for their goal to produce and act for 100% on renewable energy) and being named as a green
giant, which includes Unilever as well and will be discussed below. Being a green giant and achieving an award
on being sustainable creates knowledge (a factor of CGBB) among consumers about the sustainable products

Figure 11 - Activities IKEA linked to factors CGR and CGBB
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and practices of IKEA. As well by exposing these activities in the media will create knowledge and can change
the consumer perceptions (a factor of CGR).
In conclusion, there are five sustainable activities and practices of IKEA in this paper described (see Figure 11).
These activities and practices of IKEA are of positive influence on the CGR and CGBB, except for the factor
barriers, by providing an entire sustainable range of products (LED lighting range) barriers will go down to buy a
green product so a negative influence. These can be connected to the factors: Value System, Consumer
perceptions and Relational Capital that will influence Corporate Green Reputation (as described in Chapter 2)
and the factors: Product Attributes, Barriers, Motivator, Knowledge and trust that will influence Consumers’
Green Buying Behaviour (as described in Chapter 3).
5.2 UNILEVER
The activities and practices of Unilever can be connected to factors that will influence CGR and CGBB (see
Figure 12) as well. Like IKEA, Unilever has strong core values, which are embedded within their vision to act and
‘making sustainable living commonplace’ (Unilever, 2016a). The factors Value system of CGR can be connected
to core values for the same reasons as for IKEA described above. When employees are engaged with the values
of Unilever, they will create perceptions about the practices and activities that Unilever is doing and will also
propagate these values, which will contribute to a better CGR.
Unilever uses more sustainable sources. It attempts to use only sustainable Palm Oil before/in 2019. The factor
product attributes of CGBB can be connected to this goal, for the same reasons as described above in the case
of IKEA. However, Unilever has been criticised by the media in the past for using non-sustainable palm oil. This
caused negative media exposure and influenced the consumers’ perceptions: one of the factors that forms
Consumer perceptions is media exposure (a factor of CGR).
The sustainable living brands is a sustainable practice of Unilever. The product attributes factor of CGBB can
be attributed to this activity of Unilever. These brands are produced in a more sustainable way than the
‘normal’ products of Unilever with green sources. In order to let the consumer, buy green products these have
to be available and must contain a certain quality provided by a company. Also by naming the products as being
more sustainable, this can be a motivator for consumers to buy the sustainable living products of Unilever.
Furthermore, the factor Green Branding of CGR can be connected to sustainable living brands. The brands are
presented as being sustainable towards the consumer and therefore green branded.
A practice of Oxfam Novib that is in favour of Unilever is the Behind the Brands Scorecard. The scorecard is
positive about how sustainable Unilever acts. Therefore, Oxfam Novib is a very important and influential
stakeholder for Unilever and connects to relational capital, which is a factor that influences CGR. A company is
dependent on its relational capital. In addition, relational capital can help a company to understand the
environment better and make better decisions. In case of Unilever, the Behind the Brands Scorecard can help
give better understanding which practice and activities could be done better or have to be done in the future to
act more sustainable. Furthermore, consumers’ perceptions can be influenced by the behind the brand’s
scorecard. When the scorecard gets media exposure, Unilever will be perceived as more sustainable and
chosen over another company; it creates better understanding and knowledge among consumers about the
sustainability activities and practices of Unilever and therefore create perceptions.
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Figure 12 - Activities of Unilever linked to factors CGR and CGBB

In conclusion, four sustainable activities and practices of Unilever are described in this paper and can be
attributed to seven factors that influence Corporate Green Reputation (as described in Chapter 2) and three
activities that influence Consumers’ Green Buying Behaviour (as described in Chapter 3) (see Figure 12). These
activities and practices of Unilever will all positively influence a CGR and CGBB. Except for the use of palm oil in
the past, by not using a sustainable source for their products, media would write about this practice and this
caused bad media exposure which influenced the consumers’ perceptions.
5.3 THE BODY SHOP & L’ORÉAL
The Body Shop and the relation with its mother company L’Oréal are described in this section. The activities
and practices of the Body Shop and l’Oréal are connected to the factors of CGR & CGBB (see Figure 13). The
Body Shop is seen as a green pioneer for being the first company in the cosmetic industry with products not
tested on animals ("Activists call Body Shop boycott," 2006). However, by the takeover of L’Oréal, the
reputation of the Body Shop is harmed and it is doubted if the core values of the Body Shop will be maintained.
However, the Body Shop set up the ‘Enrich not Exploit campaign in which they have goals on creating more
sustainability within and outside the company. These values will influence the value System (inside the
company) and influence the employees of the Body Shop, which also contribute to achieving these goals
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because the employees of the Body Shop will also create perceptions on the core values of the Body Shop and
maintain these values while doing their work or in their everyday lives.
Another activity of the Body Shop is being a founding member of the RSPO which attempts to make the palm
oil sector more sustainable and makes, therefore, use of more sustainable sources. Also, the ‘Enrich not
exploit’ campaign in which the Body Shop attempts to ‘ensure 100% of our natural ingredients are traceable
and sustainably sourced, protecting 10,000 hectares of forest and other habitat’ is in line with the practice of
using more sustainable sources in the products of the Body Shop (TheBodyShop, 2016c). This practice can be
connected to the factor consumer perceptions of CGR because consumers will create perceptions on the
company based on the evaluation of its abilities and how it uses and allocates its sources (Brown & Dacin,
1997). In order to let consumers, buy a green product, the products have to be green therefore the product
attributes & packaging factor of CGBB can be connected to the use of sustainable sources.
When L’Oréal took over the Body Shop it was stated that the Body Shop could be a Trojan horse. The takeover
can be connected to consumer perceptions factor of CGR. One of the factors that influence consumer
perceptions is institutional ownership. This is also seen in a study conducted by Mohr (2001). It was stated that
socially irresponsible companies are boycotted and consumers may even decide to not buy products of this
company anymore. As well that potential customers are more likely to boycott irresponsible companies then
support responsible companies (Mohr et al., 2001). This happened also for the Body Shop as Animal activists
called for boycotting the Body Shop and Naturewatch Foundation still calls for boycotting the Body Shop
because of its mother company L’Oréal ("Activists call Body Shop boycott," 2006; NaturewatchFoundation,
2016). Therefore, consumer perceptions on the activities and practices are influenced by institutional
ownership.
The collaboration between PETA and the Body Shop in funding the EpiDerm test can be connected to the
factor motivator of CGBB. When consumers are supporting PETA, they may feel motivated by this influential
stakeholder to support and buy products from the Body Shop as well by supporting this stakeholder and help
fund the EpiDerm test. Furthermore, the funding of the EpiDerm test and the collaboration with PETA can be
connected to the factor relational capital of CGR.
The reputation of the Body Shop as being a green pioneer for introducing cosmetic products that are not tested
on animals is still maintained by the ‘Enrich not Exploit’ campaign. It can be concluded that the Body Shop
brands its products as green. The Green Branding strategy/Enrich not Exploit campaign of the Body Shop can,
therefore, be connected to the factor Green Branding of a CGR.
The last activity of the Body Shop; a Green Store design can be connected to the Green Store design factor of
CGBB. When a company has a green store design, consumers may perceive the brand the Body Shop as green
and sustainable by the green store design (Nguyen & Leblanc, 2001).
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Figure 13 - Activities of the Body Shop connected to factors CGR and CGBB
In conclusion, six sustainable activities and practices of the Body Shop are described in this paper and can be
connected to four factors of a Corporate Green Reputation (as described in Chapter 2) and three factors that
influence Consumers’ Green Buying Behaviour (as described in Chapter 3) (see Figure 13). All the activities and
practices done by the Body Shop as pictured in Figure 13 have a positive relation with the factors of CGR and
CGBB. However, the takeover by L’Oréal as being the parent company of the Body Shop was of negative
influence on consumers’ perceptions.
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5.4 DIFFERENCES BETWEEN THE COMPANIES
In conclusion, five sustainable activities and practices of IKEA are described (see Figure 11). These activities and
practices of IKEA are of positive influence on the CGR and CGBB except for the factor barriers. By providing an
entire sustainable range of products (LED lighting range) barriers will go down to buy a green product, so a
negative influence. These can be connected to the factors: Value System, Consumer perceptions and Relational
Capital that will influence Corporate Green Reputation (as described in Chapter 2) and the factors: Product
Attributes, Barriers, Motivator, Knowledge and trust that will influence Consumers’ Green Buying Behaviour (as
described in Chapter 3).
For Unilever, four activities are described in this paper and can be attributed to seven factors that influence
Corporate Green Reputation (as described in Chapter 2) and three activities that influence Consumers’ Green
Buying Behaviour (as described in Chapter 3) (see Figure 12). These activities and practices of Unilever will all
positively influence a CGR and CGBB. Except for the use of palm oil in the past, by not using an unsustainable
source for their products, media will write about this practice and this will cause bad media exposure which will
influence the consumers’ perceptions.
In this paper, six sustainable activities and practices of the Body Shop are described in this paper and can be
connected to four factors of a Corporate Green Reputation (as described in Chapter 2) and three factors that
influence Consumers’ Green Buying Behaviour (as described in Chapter 3) (see Figure 13). All the activities and
practices done by the Body Shop as pictured in Figure 13 have a positive relation with the factors of CGR and
CGBB. Except, the takeover by L’Oréal as being the parent company of the Body Shop was of negative influence
on consumers’ perceptions
However, when looking at why and for whom a company is acting sustainable it may be more interesting to
look at which company has more activities and practices that can be connected to the factors influencing CGBB
than CGR. Because when looking at the factors of CGBB instead of CGR then a company is not necessary doing
it for its own looking good but wants to influence its consumers and their sustainable behaviour as well.
Furthermore, it is beyond the scope of this paper to discuss all possible activities and practices on sustainability
for these companies.
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6. CONCLUSION
In this paper, it has been made clear what a Corporate Green Reputation is and which the factors are that will
influence this reputation. The definition of a Corporate Green Reputation can be described as: ‘a set
perceptions by people inside and outside the company on meeting the needs of the present without
compromising the ability of future generation to meet their own needs’. It is shaped by people inside a company
to create abilities to act more sustainable and shape perceptions about their company, as well as for the people
outside who will create perceptions about the company which results in a reputation.
The first factor that will influence the Corporate Green Reputation is the Value System of a company. These
value systems are influential because they will influence the perceptions of people inside a company and
strengthen the belief in the sustainability practices of the company from the inside. Another factor that is of
influence on the Corporate Green Reputation is the consumers’ perceptions, these consists of knowledge,
associations, evaluations and the actual abilities of the company. The perceptions are formed by resource
allocation, social responsiveness/CSR activities, media exposure and corporate diversification. Moreover,
Corporate Green Reputation will positively be influenced by Relational Capital. This is of relevance because a
company should have good relationships with its environment in order to communicate its sustainability
practices to create a Corporate Green Reputation. The last factor that is influential on Corporate Green
Reputation is Green Branding. Practising Green Branding will link actual performance and perceptions about a
company on sustainability.
Furthermore, the factors that will influence Consumers’ Sustainable Buying Behaviour are composed. These
factors are of influence on the green purchase process. One of these factors are Barriers, these will provide
arguments against buying green but can also provide arguments against buying grey products. Another factor is
the values that consumers have, these will influence their buying behaviour and so their intentions to buy
green or no knowledge is another factor for consumers to buy green and is built on the research a consumer
does and the previous purchasing experiences. The background profile of a consumer will influence the
sustainable buying. When people are surrounded in an environment where most people buy green this will
influence the potential to be a green consumer. In order to let people, succeed in translating their intentions
into actual behaviour, they should be motivated and therefore, motivators are of relevance. Of course, the
buying process is important in green buying behaviour of consumers but they will never buy a product that is of
bad quality, even if it is green. Thus, product attributes should be taken into account in buying green. The last
factor that influences consumers is trust; when people do trust, or believe the company and its products in
being sustainable, this may cause brand affect.
The activities and practices on the sustainability of three companies are described in this paper (IKEA, Unilever
and The Body Shop). All three companies have values about sustainability. As well trying to act more
sustainable by using more sustainable sources. The core values of the companies can be connected to the
factor value system of CGR. The use of more sustainable sources can be connected to the factors consumer
perceptions and relation capital of CGR and the factor product are attributes of CGBB. These activities can be
connected to the factors that influence Corporate Green Reputation and Consumers’ Green Buying Behaviour.
IKEA is the company that has the most activities and practices on sustainability that can be connected to the
factors that will influence consumers’ green buying behaviour (five factors). The activities on the sustainability
of Unilever can be connected to most factors of a Corporate Green Reputation (seven factors). In total the
company to which most factors both CGR and CGBB can be connected to is Unilever (ten factors). Unilever has
the most factors of CGR and CGBB that can be connected to these activities.
The expectation for the outcome of this paper was that the relation between Corporate Green Reputation and
the Consumers’ Green Buying behaviour would be that Corporate Green Reputation is directly influential on
Consumers’ Green Buying Behaviour. However, a better conclusion for this paper and an answer to the
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research question is that the Corporate Green Reputation is needed to make a green purchase. When
consumers’ do not believe in or know about the sustainable practices, abilities and products of a company and
therefore the Corporate Green Reputation of a company. Then the consumer will not choose this company
over others on making a green purchase.
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7. DISCUSSION
This paper attempts to give an insight into how Corporate Green Reputation is built up and how this concept
can influence Consumers’ Green Buying Behaviour. The factors that influence Corporate Green reputation are
described. However, the concept of Corporate Green Reputation is very broad, therefore it is beyond the scope
of this paper to describe all factors that influence the Corporate Green Reputation. As the set of perceptions
held by people inside and outside the company can differ per person as formulated in the definition of a
Corporate Green Reputation. Furthermore, Corporate Green Reputation and the factors that will influence this
concept are based on reviewing literature. Therefore, it is not examined among stakeholders, which factors will
influence them in creating a Green Reputation about a company in their minds.
As for the concept Consumers’ Green Buying Behaviour and the factors that are described in this paper, there
may be factors excluded because of the fact that this paper is only based on reviewing literature. There has not
been a real-life experiment to find out whether the factors abstracted from literature really influence a green
purchase among consumers and are thus connected with a CGR.
Further research is needed to give an indication if the theory on Corporate Green Reputation and its influence
on consumers’ green buying behaviour as stated in this paper will be the same in practice as described in
theory. The expectation is that these factors for both concepts that are already examined in literature will work
out in practice as well. These concepts and the factors described in this paper are based on various studies
among stakeholders of companies and consumers and are connected in this paper to activities and practices of
companies. However, it is still based on psychological concepts and therefore difficult to say if the findings in
this paper based on theory will work in practice as well.
Looking at the sustainable activities and practices by companies, sources on the sustainable activities and
practices of companies are scarce. Sometimes the only activities on sustainability are published by the company
itself. It is, therefore, the question if the company is sustainable or tries to greenwash itself? Therefore, also
reports by media are evaluated and taken into account. However, it could also be that the media does not
expose the sustainable practices and activities of a company but only the bad practices. As stated in a study by
Mohr (2001) many respondents report that it is difficult to use CSR in their buying decisions because they do
not have enough information to make a decision in buying a socially responsible product. Nonetheless,
consumers would not know how sustainable a company is if this is not reported. Therefore, it could be of
interest for further research to find out how big the role of the media is in how consumers perceive a company
as being more or less sustainable.
Also, a point of discussion may be the fact that when looked at the different companies that are researched in
this paper (IKEA, Unilever and L’Oréal & Body Shop), there are some differences between companies. The
biggest difference between these companies is that Unilever has no physical stores compared to the others.
However, Unilever has its sustainable living brands to compensate for the fact that it has no physical stores
compared to IKEA, The Body Shop and L’Oréal. Further these companies show also similarities, IKEA and
Unilever are both part of the green giants. Additionally, the business model of the Body Shop is based on being
green and having green values.
One of the activities on sustainability is the core values in a company. However, it is difficult to see from
outside the company how strong these values are. It is the question if these are only extrinsically for a company
to the environment and not much intrinsically embedded. It is not only the problem of core values of
companies that are unclear to the outside but as well for other practices. In general sustainability and how
much this is of influence on the consumers of that particular company. There is not a clear view which practices
and activities on sustainability are direct influencing consumers’ green buying behaviour. So, there are no
numbers on sustainability activities put out by companies. However, this could be a research topic to
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investigate which factors of corporate green reputation are directly of influence on the green buying behaviour
of a consumer.
th

Another point of discussion is the use of palm oil by Unilever and the Body Shop, on the 30 of November
Amnesty International reported that Unilever was doing business with Wilmar, a company that is a member of
the RSPO. As well as, Kellogs, Nestlé and Procter and Gamble are doing business with this company. The palm
oil that Wilmar produces is being marketed as sustainable. However Amnesty International reports that the
palm oil produced by Wilmar is produced by using child and forced labour (AmnestyInternational, 2016; ANP,
2016). It may therefore be doubted how effective the RSPO is on combatting the production of non-sustainable
palm oil. This example illustrates furthermore that it is almost impossible to monitor all the activities of a
company. Although a company may look sustainable, less sustainable practices can still take place within the
same company. This makes it hard to say for sure how sustainable companies are. Because of this uncertainty
and these ‘business-secrets’ it is hard to generalize conclusions about sustainability.
In this paper, different activities and practices of companies are described but it is the question how effective
these are. Therefore, this could be a topic for further research to set up a measurement system on how
effective a certain activity or practice is in creating a better reputation. In this paper, there is looked at both
factors on CGR and CGBB. However, when looking at for which reasons a company acts sustainable it may be
more interesting to look at which company has more activities and practices that can be connected to the
factors influencing CGBB than CGR. Because when looking at the factors of CGBB instead of CGR then a
company is not necessary doing it for its own reputation but wants to influence its consumers and their
sustainable behaviour. So really try to make a change by keeping the Brundtland report on sustainable
development in mind, which is: ‘Development which meets the needs of the present without compromising the
ability of future generation to meet their own needs’ (Brundtland et al., 1987).
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