
 

   

GREEN FOOD: TO BUY OR NOT TO BUY? 

A study of belief’s influence on green food 
consumption of Chinese urban residents 

 

 

CHEN XIYANG  

MA SIJUN  

WANG TONG 

 

The School of Business, Society and Engineering 

 

Course:  Bachelor thesis in Business 

Administration 

Course code:  EFO703 

15 Credits 

 

 

 

 

 

 

Tutor: Magnus Hoppe  

Examiner: Eva Maaninen Olssen 

Date: 2013-05-30 

E-mail: magnus.hoppe@mdh.se 

 

 



 

 

 

I 

Date:         May 30, 2013 

 

Level:        Bachelor thesis in Business Administration specialized in marketing  

             15 ECTS  

 

Institution:    Mälardalen University 

EST (School of Business, Society and Engineering)  

 

Authors:      Chen Xiyang      Ma Sijun       Wang Tong 

                 

 

Title:         Green food: to buy or not to buy? 

 

Tutor:        Magnus Hoppe  

 

Keywords:    Green consumption, green food, consumer behavior, consumers’ belief 

 

Research      How does belief influence (obstruct or support) the green purchasing 

Question:      behavior of the Chinese urban residents? 
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Methodology:  In this thesis, a combination of quantitative and qualitative study is done to 

answer the research question and to fulfill the research purpose. Primary data 

is collected through an online survey. A total number of 531 qualified 

answers are analyzed. Secondary data is gathered from the internet, 

newspapers etc., thus, both primary data and secondary data are used. 

 

Conclusion:   Several beliefs affect the Chinese consumers’ green purchasing behavior. 

Among various beliefs, self-efficacy control belief has the most impact on 

the Chinese consumer purchasing behavior. As for other beliefs, there are no 

impacts from the behavioral belief “green food purchases make me have a 

better taste for the meal” and the perceived control belief. Besides, the 

normative belief and the behavioral beliefs “green food purchases make me 

healthier”, “green food purchases make me free from harmful additives”, 

“green food purchases make me contribute to the environmental protection” 

have positive influences on the Chinese consumers’ green purchasing 

behavior. In comparison, the effect of these behavioral beliefs is weaker than 

that of the normative belief. 
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Glossary 

Consumer Behavior The buying behavior of final consumers—individuals and 

households that buy goods and services for personal 

consumption (Kotler & Armstrong, 2010). 

Green food              Food which is Ecological, organic and non-pollution in the 

production process (Green food, 2013). 

Green food consumption  Consumers try to consume food in an environmentally conscious 

manner, which contributes to develop a sustainable society 

(Wagner, 1997). 

Belief                   Descriptive thoughts that a person holds about something 

(Jobber & Fahy, 2009; Kolter & Armstrong, 2010). 

Behavioral belief         The consequences of the personal behavior (Ajzen, 1985, 1991). 

Normative belief        Whether the important referent individuals or groups will approve 

or disapprove of performing a given behavior (Ajzen,1991). 

Control belief        Resources and opportunities consumers have to exert the 

behavior(Ajzen, 1991). 

Perceived control belief   The extent that consumers believe their purchasing behavior is 

within their control (Armitage & Conner, 1999a, 1999b; Ajzen, 

2002). 

Self-efficacy belief        Consumers believe the buying behavior is easy or difficult for 

them (Bandura, 1977, 1991; Ajzen, 2002). 

 

Abbreviations 

[CELLT]  The Center of Experiential Learning, Leadership and 

Technology  

[GDP]  Gross Domestic Product 

[ID]                       Identification  

[TPB]  The Theory of Planned Behavior  

[USA]  The United States of America 
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1. Introduction  

This chapter introduces the background of the research topic, which is followed by the 

problem discussion. The research question and the research purpose are shown afterwards. In 

order to clarify the research topic, relevant terms are defined, and the outline of the whole 

thesis is given at the end. 

1.1 Background 

Since 1978, China has experienced a rapid economic and social development. It is because 

China entered into the reform and opening to the outside world, and industries started to 

develop with the supports of Chinese central government (News of the Communist Party of 

China, 2013). The country’s Gross Domestic Product (GDP) growth has been averaging about 

10 percent a year and more than 50 per cent of total Chinese people have been brought out of 

poverty (World Bank, 2013). A new situation has appeared where Chinese people’s livelihood 

issues have been effectively solved and the quality of life has been improved. However, 

during this developing process, the environment has been seriously damaged. In 1992, China 

attended the United Nations Conference on Environment and Development in Rio de Janeiro 

(United Nations, 2006) and adopted “Agenda 21”, which is a global social contract aiming to 

increase the awareness about the need for sustainable development and national strategies 

(United Nations, 2011). After 1992, the Chinese central government gradually realized the 

importance of environmental protection and started to transform Chinese industry from purely 

economic efficiency to the co-development of economic, social and ecological efficiencies 

(International Institute for Sustainable Development, 1996). This transformation means that 

the economy should be developed with a minimum damage to society and to the environment. 

In order to make this transformation successful, the Chinese central government asked 

corporations to produce the products that had the least impact on the environment (Song, 

2011). 

 

Green food, which is identified as ‘ecological, organic and non-polluted food’ (Green Food, 

2013), has little impact on the environment, and it is included in the scope of 

environmental-friendly products. Thus, green food, which represents environmental-friendly 

products become what the Chinese government asked corporations to produce (Song, 2011). 

An increasing number of corporations started to produce green food (Salzman, 1991; Ottman, 

1992; Mcgougall, 1993; Chan, 1999).  

 

At a first impression it seems that green food is developing smoothly in China, as more and 

more corporations have produced increasing numbers of green food. However, there is a 

dilemma concerning the situation of green food in China. Although companies produce more 

green food, consumers do not make the corresponding amount of purchases, which implies 

that the Chinese green food market is imbalanced. To buy green food or not is still a question. 
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1.2 Problem discussion 

The dilemma is that the amount of production is not equal to the amount of sales. In 

accordance to Yi (2006), the amount of green food production increased 7.3 times in 2004 

rather than that in 1997, but amount of sale only increased 3.6 times in 2004 than that of 1997. 

It indicates that the general consumption in China is still at a lower level compared with that 

in developed countries. According to a survey conducted by the United Nations Statistics 

Department, green consumption is popular among people in developed countries (Xie, 2001). 

More than 80 per cent of people in the developed countries (i.e. Germany, USA, Sweden, 

Canada), would like to buy green food and are more willing to pay more for 

environmental-friendly products. However, in China, only 38 per cent of the Chinese people 

are willing to purchase green food (Xie, 2001). These two statistics of green consumption in 

developed countries and China are not up to date, but since it is from the same source, it can 

still be used to show that there is a low green consumption in China. 

What may cause such a low percentage of green purchases? Consumers’ purchase is affected 

by personal factors. Thus, one of the personal factors, belief, which means “descriptive 

thoughts that a person holds about something” (Jobber & Fahy, 2009; Kolter & Armstrong, 

2010), may have an impact on consumer behavior. Beliefs have already been examined by 

many studies using the theory of planned behavior (TPB) to see its effects on the buying 

decision (Arvola et al., 2007; Aertsens et al., 2009). The theory of planned behavior examines 

how consumers’ attitude, subjective norms and perceived behavioral control influence their 

buying intention, and how these factors are influenced by three corresponding beliefs, namely 

behavioral beliefs, normative beliefs and perceived control beliefs (Ajzen, 1985, 1991). It has 

been used and shown to be a reliable theory in terms of examining the relationship between 

beliefs and behavior (Kalafatis et al., 1999). But there are few Chinese studies which do 

researches about green food based on this theory (Teng, 2005). Most current Chinese studies 

use TPB to make a general analysis of the whole green consumption instead of green food 

purchases (Teng, 2005; Liu, 2008).  

Based on the phenomenon of imbalance, there may be some possible reasons behind such a 

fact. Previous studies have examined the reasons from different disciplines’ perspectives (i.e. 

the social discipline, the psychological discipline), but arguments and deficiencies still exist. 

Beliefs, as one of the personal factors, may affect consumers’ green food purchases. But how 

it affects green food purchases is still unclear in the context of China. Thus the personal factor, 

belief and its impact on green food consumption in Chinese urban area is chosen in this thesis. 

1.3 Research question 

The research question is formulated as follows: 

How does belief influence (obstruct or support) the green purchasing behavior of the 

Chinese urban residents? 
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1.4 Research purpose 

The purpose of this thesis is to identify and analyze how belief affects the Chinese urban 

residents’ green consumption. In addition, recommendations will be given to help the 

development of the Chinese green food market at the end of this thesis. 

1.5 Limitation 

Considering the wideness of consumer behavior and the range of its affecting factors, this 

study only focuses on the personal factors that influence consumer behavior. Specifically, this 

thesis limits itself on identifying the influence of consumers’ belief on their behavior while 

does not focus on other important affecting factors such as lifestyle.  

 

Besides, China is chosen as the researched country. It is because China is a big producer of 

green food, and Chinese green food market is a giant growing market, among which many 

opportunities and problems may appear. Thus, Chinese green food market is worthy to be 

researched. 

 

Another limitation is that among all Chinese people, only Chinese urban residents are chosen 

as the research target group. Whether a person is an urban resident or not can be distinguished 

according to his/her Residence booklet (a kind of ID) where the certification of an urban/rural 

identity is shown. People living in the urban area commonly have a higher level of purchasing 

power, and green food is more accessible to them. Thus, it is easier to get data from urban 

residents as they are more likely to know green food. Therefore, Chinese urban residents are 

chosen as the research target group, and their belief’s influence on the green purchasing 

behavior is analyzed in this thesis. 

 

1.6 Definitions  

Belief: Descriptive thoughts that a person holds about something (Jobber & Fahy, 2009; 

Kolter & Armstrong, 2010). 

Green food: Food which is Ecological, organic and non-pollution in the production process 

(Green food, 2013). 

 

Green food consumption: Green food consumption refers to that consumers try to consume 

food in an environmentally conscious manner, which contributes to develop a sustainable 

society (Wagner, 1997). 
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2. Theoretical Framework 

In this chapter, relevant theories are described to help answer the research question. First the 

general and basic knowledge about consumer behavior, which includes behavioral patterns of 

individual, is presented. Following comes to beliefs (behavioral belief, belief in product, 

normative belief and control belief), and it is the central part of our frame of theories. Finally, 

a modified conceptual model is shown, which gives a clear overview of the whole theoretical 

framework chapter. 

2.1 Consumer Behavior 

Kotler & Armstrong (2010) define consumer behavior as the buying behavior of final 

consumers—individuals and households that buy goods and services for personal 

consumption. According to Hoyer & Macinnis (2008, p 3), consumer behavior reflects the 

totality of consumers’ decisions with respect to the acquisition, consumption, and disposition 

of goods, services, time, and ideas by human decision-making units (over time). Although the 

definitions of consumer behavior are different, they have the same meaning. Compared with 

Hoyer and Mecinnis’s definition, Kotler and Armstrong’s one is easier to understand and is 

used in this thesis.  

2.1.1Sustainable consumption patterns of individual  

Consumer behavior is always complex; therefore, a classifier—behavioral pattern—can be 

used for the recognition of the behavior (Bonabeau, Dorigo & Theraulaz, 1999). As for the 

behavior – green food purchases, it can be said that one consumers’ group’s green food 

consumption pattern is different than that of other consumers’ groups (Carlsson-Kanyama & 

Lindén, 2001). Green food consumption can also be seen as sustainable food consumption 

since such food consumption affects the environment in numerous ways and reflects the 

ecological consequences (Carlsson-Kanyama & Lindén, 2001). Therefore, the sustainable 

food consumption pattern can be regarded as one kind of behavioral patterns, and the different 

consumers’ groups may have different sustainable food consumption patterns. As for 

consumers’ group, it can be recognized through dividing consumers into groups according to 

their characteristics, namely, gender (female/male), income (high-income/low-income), age 

(young/mid-age/old), political status (party/non-party) etc. Those consumers who have the 

same or similar characteristics are in one group. For example, consumers who are female are 

considered as the same group while who are male are in another group.  

 

Consumers’ sustainable food consumption patterns are differentiated from one group to 

another group. According to the previous studies, people who are female, young, 

well-educated are more interested in green purchases (Weigel 1977; Schahn & Holzer, 1990; 

Widegren, 1998; Laroche, Bergeron & Barbaro-Forleo, 2001; D’ Souza, Taghian & Khosla 
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2007), which shows that they have the same sustainable consumption pattern. Since they buy 

more green food than other groups of consumers do, it means that other groups’ sustainable 

consumption patterns are different. The other groups’ consumers with different characteristics 

buy less green food. However, a few researchers refer that the sustainable food consumption 

pattern is not related to consumers’ personal characteristics (Jolibert & Baumgarter 1981; 

Shamdasani, Chon-Lin & Richmond, 1993; Wang 2003).  

 

The results from previous studies are not always consistent. The most argumentative one is 

the gender group’s sustainable food consumption pattern. In the gender groups, where 

consumers are divided into male and female, arguments exist that female group’s sustainable 

food consumption pattern acting tends to possibly buy more green food. The reasons of such 

phenomenon are that female has more ecologically awareness than male group does (Schahn 

& Holzer, 1990; McIntyre et al., 1993; Stern et al., 1993; Banerjee & McKeage, 1994; 

Mainieri et al., 1997; Widegren, 1998; Laroche, Bergeron & Barbaro-Forleo, 2001; Dietz et 

al., 2002; Biel & Nilsson, 2005); and is interested in buying environmental products 

especially when the product is closely associated with both health aspects and the 

environment (Solér, 1997; Barmark, 2000; Carlsson-Kanyama & Lindén, 2001). However, a 

few researchers find an opposite situation that male’s sustainable food consumption pattern is 

like buying more green food (Reizenstein, 1974; McEvoy, 1972). Moreover, some researchers 

find there is little or no relationship between the gender and the green food consumption 

behavior (Crosby et al. 1981; Balderjahn, 1988; Granzin & Olsen 1991; Shamdasani, 

Chon-Lin & Richmond, 1993; Wang 2003). It means that no matter consumers are male or 

female, their sustainable food consumption patterns are the same. 

 

In addition, consumers’ sustainable food consumption patterns not only differ from the 

general personal characteristics, but also are different because of their political status. It 

means that consumers can be categorized as party members and non-party members, and the 

two groups’ sustainable food consumption patterns are not the same. Party members here 

consist of consumers who are in the Chinese Communist Party, Chinese League Party 

(reserve of Chinese Communist), Young Pioneers and eight other democratic parties. The 

Communist Party is the leader in the political control (The Central People’s Government of 

People’s Republic of China, 2005). The reason of the different sustainable food consumption 

patterns is that party consumers are supposed to obey party’s guidelines. Since China has only 

one party in power, each party’s guideline is in accordance with the central government’s 

guidelines (The Central People’s Government of People’s Republic of China, 2005), which 

reveals that whatever party consumers belong to, they need to follow the government’s 

guidelines. As the central government puts efforts to promote the green food (Song, 2011), 

party consumers are more likely to buy the green food than non-party consumers do (Nanjing 

Agriculture and Forestry Bureau, 2005).  

 

In conclusion, most studies confirm that different consumer groups, which refer to the group’s 

gender, age, income, education and political status, have different sustainable food 

consumption patterns (Carlsson-Kanyama & Lindén, 2001; Laroche, Bergeron & Barbaro- 

Forleo, 2001). In another word, the group with the same characteristic may have the similar 
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sustainable food consumption pattern, and having the similar sustainable food consumption 

pattern means that their green consumption behavior is almost the same. 

2.2 Consumers’ Beliefs 

Beliefs are “descriptive thoughts that a person holds about something” (Jobber & Fahy, 2009; 

Kolter & Armstrong, 2010). They are based on real opinions (Kolter & Armstrong, 2010). 

Belief is commonly confused with value. Personal values evolve from circumstances with the 

external world and can be changed over time (CELLT, 2013). However, belief is the 

psychological state in which an individual holds a proposition or premise to be true; it is also 

stubborn but can be changed in the face of overwhelming evidence (CELLT, 2013). 

 

The theory of planned behavior (TPB) is used in many studies to examine the belief that 

influences the consumers’ food choice behavior (Conner, 1993; Chan, 1999; Saba & Messina, 

2003; Verdurme & Viaene, 2003; Chen, 2007). Kalafatis et al. (1999) has searched for the 

reliability of the TPB in predicting the purchases of environmental-friendly products and has 

found that TPB is a useful and reliable model. Hence TPB is chosen for predicting the impact 

of beliefs on consumers’ green purchasing behavior. 

 

People’s beliefs serve as the information they have about their worlds, and their behavior is 

determined by this information (Ajzen, 1985). Thus, those beliefs are regarded as important 

determinants of people’s behavior (Ajzen, 1991). According to the theory of planned behavior 

(TPB) proposed by Ajzen (1985, 1991), consumer’s purchasing intention and behavior are 

affected by attitude, subjective norms and perceived behavioral control, which are in turn 

influenced by behavioral beliefs, normative beliefs and control beliefs. The model is shown as 

follows: 

 

 

 

Figure 2-1 The theory of planned behavior (Ajzen, 1985, 1991) 
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2.2.1 Behavioral beliefs & beliefs in products 

Behavioral beliefs are about “the consequences of the personal behavior” (Ajzen, 1985, 

1991). Consumers exert the behavior that they believe have desirable consequences rather 

than undesirable consequences (Ajzen, 1985).  

 

Behavioral beliefs can be affected by beliefs in products (Chen, 2007). The reason for that is 

when attitude towards green food is positive, consumer’s attitude to green food purchase will 

be more likely to be positive (Chen, 2007). Considering the fact that attitude is determined by 

beliefs (Jobber & Fahy, 2009), it means that beliefs in the product have impacts on the 

behavioral beliefs, and these two beliefs are connected with each other. Since consumers 

beliefs in products have impacts on their behavioral beliefs, conveying the information that 

are consistent with consumer beliefs in green food are necessary for marketers (Robinson & 

Smith, 2002). The following text discusses consumers’ beliefs in green food.  

 

According to Magkos, Arvaniti & Zampelas (2006), the safety of the product refers to the 

non-existence of several potential food risks, namely synthetic agrochemical, environmental 

pollutants, nitrate content etc. Green food is produced using organic manure and avoiding or 

largely refraining from using synthetic fertilizers, pesticides and chemicals, which contains 

less harmful additives (Chen, 2009). Thus, according to Lacy (1992), Schifferstein & Oude, 

(1998), consumers view green food to be safer than conventional food.  

 

In addition, Hammit (1990) states that the use of pesticide will have a long-term and unknown 

impacts on health, while consumers believe green food has a significant reduction in 

pesticide-related risks (Williams & Hammitt, 2001). Together with the thoughts that 

consumers believe green food to be more nutritious (Jolly, 1991), it can be analyzed that 

green food is healthier than conventional food from consumers’ point of view (Torjusen et al., 

1999, Lea & Worsley, 2005). Besides, according to Hill & Lynchehaun (2002), Fillion & 

Arazi (2002) and Kihlberg & Risvik (2007), consumers also perceive green food as having a 

better taste. Since the definition of green food implies that green food is 

environmental-friendly, consumers perceive green food as having a low impact on the 

environment.  

In conclusion, consumers in general believe that green food is healthier, safer, tastier, more 

nutritious and environmental-friendly (Saba & Messina, 2003). As described above that 

consumers’ beliefs in products are associated with their behavioral beliefs (Robinson & Smith, 

2002), thereby, they also believe that when they buy green food, their health will be improved 

while the environment can be protected, the food’s safety, nutrition and taste can be assured 

or even better compared with the case that they buy conventional food. 

There are some arguments concerning the relative importance of the effect of each belief. 

Some studies show that “healthier” is the most important when considering the purchase of 

green food (Tregear et al., 1994; Schifferstein & Oude, 1998; Magnusson et al., 2003). In 
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contrast, Honkanen, Verplanken & Olsen (2006) argue that “environmental-friendly” is more 

important than “healthier” (Michaelidou & Hassan, 2008). Furthermore, Michaelidou & 

Hassan (2008) find that the value of health as a motive to purchase organic food is declining, 

and it is replaced by food safety. 

 

In summary, beliefs in products (e.g., healthy, safe, environmental-friendly) have impacts on 

behavioral beliefs, and desirable behavioral beliefs positively influence the green 

consumption behavior.  

2.2.2 Normative beliefs  

According to Ajzen (1991), normative beliefs are about the thoughts that “whether the 

important referent individuals or groups will approve or disapprove of performing a given 

behavior”. Reference group is a group of people that influences an individual’s attitude or 

behavior (Jobber & Fahy, 2009). In TPB, reference group contains friends, parents, 

boyfriend/girlfriend, brothers/sisters, and other family members (Ajzen, 1985, 1991). What’s 

more, Jobber & Fahy (2009) think that club members and colleagues can also be regarded as 

the reference groups. Consumers probably choose a product because they perceive it is 

acceptable to their reference groups (Jobber & Fahy, 2009). Thus, if consumers’ reference 

groups think consumers should choose green food, it is more possible for them to choose 

green food finally.  

 

Many studies have compared the effect of normative beliefs and that of behavioral beliefs, 

and normative beliefs are found to be a weak one (Sparks & Shepherd, 1992; Thompson, 

Haziris & Alekos, 1994; Terry & Hogg, 1996; Memar & Ahmed, 2012). Rutter & Bunce 

(1989) explain the possible reason is that choosing food is habitual behavior and it is low 

involvement that brings about little normative pressure. However, the result is mixed. 

Kalafatis et al. (1999) finds that normative beliefs are dominant factors to the buying intention. 

Dean, Raats & Shepherd (2008) refer that normative beliefs are good predictors as well. 

What’s more, based on the study of Jager (2000), higher uncertainty about the behavioral 

beliefs increases the effect of normative beliefs. Uncertainty here is related to the situation 

that consumers are not sure the consequences of their purchases. For example, consumers’ 

uncertainty can be that they do not know whether green foods purchases can bring about 

health, safety, and environmental improvement or not. 

2.2.3 Control beliefs 

Control beliefs are about “resources and opportunities consumers have to exert the behavior” 

(Ajzen, 1991). According to Ajzen (1991), the more sources and opportunities consumers 

believe they have, the fewer obstacles they meet and the greater their perceived control over 

the behavior. The more sources and opportunities consumers believe they have, the stronger 

behavioral intentions they have (Kalafatis et al., 1999). If consumers do not believe or are not 
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confident about their abilities on exerting the behavior, they will not have the behavior as a 

result (Bandura et al., 1980). 

 

Control beliefs can be divided into two types, namely self-efficacy belief and perceived 

control belief, self-efficacy belief concerns the internal factor while perceived control belief is 

related to the external factor (Ajzen, 1985, 2002). Perceived control belief represents “the 

extent that consumers believe their purchasing behavior is within their control” (Armitage & 

Conner, 1999a, 1999b; Ajzen, 2002). Self-efficacy belief is about that “consumers believe the 

buying behavior is easy or difficult for them” (Bandura, 1977, 1991; Ajzen, 2002). The study 

shows that higher price and unfavorable availability are the two main obstacles, which 

consumers believe can increase the difficulties of the purchases and prevent them from 

purchasing green food (Magnusson et al., 2001). Many studies state the relative effects of 

self-efficacy belief and perceived control belief and reflect that the self-efficacy belief counts 

more in terms of behavioral intentions compared with the perceived control belief does(Terry 

& O’Leary, 1995; Sparks, Guthrie & Shepherd, 1997). 

2.3 Conceptual Model  

Since the purpose of this thesis is to identify and analyze how belief affects the Chinese urban 

residents’ green consumption, with the help of the theories and the empirical evidence which 

are described above, the following conceptual model (figure 2-2) is developed. It helps to 

clearly understand the link between theories and construct the analysis part of this thesis. This 

conceptual model is drawn based on the theory of planned behavior (TPB) (Ajzen, 1985, 

1991), but it is modified to fit this thesis better. 

 

 
 

Figure 2-2 Conceptual model of consumer green food consumption   

       Source: the author’s own 

 

As shown in figure 2-2, there are several beliefs considered in the green purchasing behavior: 

behavioral belief and belief in product, normative belief and control belief. According to the 

previous researches, all of these beliefs influence consumers’ green purchasing behavior. As 
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for consumers who have the same characteristic, they are classified into one group and are 

considered as having the similar behavioral pattern. In this thesis, gender is chosen to help 

analyze consumers’ green consumption behavior because gender is the most argumentative 

one as mentioned above in the sustainable consumption patterns of individual part. 
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3. Methodology 

This chapter is to show the path how the research is conducted. The methods and the 

approaches are explained to ensure the validity and to provide readers the reliability of the 

thesis. The ethical consideration of this thesis is presented as well. 

3.1 Research Method 

Quantitative study deals with a series of numerical data and uses statistical information for 

analysis while qualitative study analyzes descriptive information and gives a deep 

understanding (Bryman & Bell, 2007). 

 

Bryman & Bell (2007) argue that the combination of qualitative and quantitative approaches 

is the best research method. Since this study aims to analyze the consumer behavior, opinions 

from the customers are important and are needed. To fulfill this goal, we decided to use the 

quantitative research method, a questionnaire, to gather the data. What’s more, the qualitative 

method was adopted to form the analysis as we wanted to investigate if the findings 

corresponded with the theories. Thus, the method used in this thesis is a mix of quantitative 

and qualitative.  

 

According to Yin (2003), there are two types of research: inductive and deductive. A 

deductive approach is to collect data and form analysis based on existing theories. An 

inductive approach, however, reverses the process found in deductive research; it is concerned 

with developing new theories based on the collected data (Yin, 2003). Since the theories such 

as the TPB model were introduced, and the conceptual model based on the existing theory 

was developed, and we wanted to see if the findings matched with those theories. Thus, the 

research method used in this thesis is deductive approach for testing if the findings support 

the theories. 

3.2 Data Collection  

To continue with the research and fulfill the purpose of the thesis, the data were collected. The 

empirical data can be divided to two types: primary and secondary data (Fisher, 2004). Both 

of these two types of data are used in this thesis. 
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3.2.1 Primary Data 

In this quantitative research, most collected data is primary data. According to Forshaw 

(2000), primary data is that all collected by the researchers themselves. In order to gain the 

primary data, a questionnaire was developed online.  

3.2.2 Questionnaires 

According to Milne (1999), a questionnaire can be used to collect information quickly in a 

standardized way from a large group of respondents. Web-based questionnaires, as a new kind 

of the research method via the Internet, have many advantages such as cost reduction, easy 

management and access to large samples (Schmidt, 1997, Buchanan & Smith, 1999). 

Considering the limited time we had and in order to get the quick responses, we developed the 

research questionnaire on a professional survey website Sojump.com (www.sojump.com). 

Chinese urban residents were chosen as the respondents for the survey. Since not every 

Chinese respondent can understand English, in order to offer them a better understanding of 

the questions, a Chinese version transcript of the questionnaire (see Appendix 2) was 

developed based on the English version that was designed first for this bachelor thesis (see 

Appendix 1). We sent the links of the questionnaire in the Chinese urban forums 

(tieba.baidu.com) and through the social networks such as Renren (www.renren.com), which 

is similar to Facebook. Because we currently are all not in China, the best and the most 

convenient way to collect the data from Chinese consumers is to do the online survey. 

Moreover, thanks to the diversity of users in the forums and the social networks, we could 

collect the data from the respondents with the different genders, ages, educational 

backgrounds, income and political statuses, which would enhance the reliability and the 

validity of our thesis. 

3.2.3 Questionnaire Design and sample size 

To make sure a high validity and relevance of the questionnaire, the questions were designed 

based on the conceptual model we developed. Brace (2004) divided a questionnaire into three 

sections; the first part is exclusion and security question, which is used to exclude respondents; 

the second part is screen question, which is used to screen respondents to smaller sample; the 

last part is the main questionnaire, which includes specific questions on respondents’ 

behaviors (Brace, 2004). As the following table, Q1 to Q6 were designed to ask about 

consumers’ basic information and also aimed to make sure the diversity of the respondents. 

Among these six questions, Q3 was for the exclusion purpose. The design of Q7 to Q10 
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aimed to identify consumers’ experience about the green food consumption, and furthermore, 

Q7 was used on screening. As can be seen from the table, Q11 to Q20 were the main 

questions and aimed to assess consumers’ beliefs that affected purchasing behavior. Among 

Q11 to Q20, different questions were designed to identify various kinds of beliefs. Moreover, 

since one of our purposes was to put forward some advice through the empirical findings, 

Q21 was designed to collect the suggestions from the respondents. 

 

Questions Related to 

No.1-6 Consumer basic information (to make sure the diversity of the respondents) 

No. 7-10 Green food consumption experience 

No. 11-20 Consumer beliefs  No.12   Beliefs in product 

No.13-14 Behavioral beliefs  

No.15-17 Normative beliefs 

No.11 & No. 18-20 Control beliefs 

No. 21 Consumers’ suggestions 

Table 3-1 questions in the survey 

    Source: the author’s own 

 

The survey was conducted on Sojump.com (a professional questionnaire website which has 

been mentioned above) from April, 25
th
 to May 2

nd
, 2013. The target groups we chose were 

the Chinese urban residents. The number of population of Chinese urban residents was the 

population size of this study, which should be 691 million, according to the officially 

published report by National Bureau of Statistics of China (2012). For the sampling 

techniques, the random simple sample was firstly used to collect the data. With the random 

simple sampling, each member in the population is chosen randomly and has the chance to be 

in the sample (Lind, Marchal & Wathen, 2009). We sent the links of the questionnaire in some 

randomly chosen urban forums and social networks, the users of which became the randomly 

chosen respondents. Each user had the same chance to answer the survey. Then we chose 

some of our friends as the second group of respondents and sent them the links of the 

web-based questionnaire. We were also informed that some of them sent our questionnaire to 

their friends and other people, so there were increasing potential respondents to our survey. 

This approach is called as snowball (Hennink, 2007). Thus, there were more and more 

respondents answering the survey. At the end of May 2
nd

, a total number of 588 answers were 

received. Of all the answers 57 were disqualified as these respondents did not live in the 

urban area and some gave the untruthful responses. Thus, the final number of the sample size 

is 531.  
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3.2.4 Secondary Data 

According to Forshaw (2000), secondary data is that already exists and originates elsewhere. 

Secondary data can be found through the internal sources and the external sources, where the 

internal sources are the internal reports and the researches conducted by a company and the 

external sources include public statistics, journals, newspapers, dissertations, articles found in 

World Wide Web etc. (Jobber & Fahy, 2009; Fisher, 2010).  

 

In this thesis, the theoretical framework was constructed using the external secondary data 

through several channels. Articles, journals and thesis were searched from the university 

library databases and other reliable databases such as DiVa, Emerald and Google Scholar. We 

also collected some of the theoretical data from the course literatures and other study 

materials. Other online sources such as wenku.baidu.com, governmental official websites and 

news websites also provided useful information and data to our study. Meanwhile, we 

reviewed and used the references that cited in other articles and thesis because of their higher 

relevance with this study. Based on these secondary data, we developed our own model which 

helped to solve the problem. 

 

When searching the secondary data from databases, we typed the key words as follows: green 

food, Chinese green consumption, consumer behavior, theory of the planned behavior, belief. 

3.3 Data Analysis 

With deductive method in this research, the analysis combined the findings with the 

theoretical framework. The empirical findings, which were based on the questionnaire 

answers, consisted of descriptive texts and figures. In this thesis, Microsoft Excel 2007 was 

used as the tool for drawing all the figures. To answer the research question, the empirical 

findings results were compared with the theories. The comparison showed some similarities 

and dissimilarities, which would lead to the analysis of beliefs affecting the consumer 

behavior towards green food. 

3.4 Validity and Reliability  

“Validity is concerned with the meaningfulness of research components” (Drost, 2011). 

Secondary data from the reliable sources were reviewed and chose to ensure the quality of the 

research. After the survey responses were collected, every single response was checked, and 

some untruthful and disqualified responses were eliminated. Furthermore, every question was 
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connected with the corresponding theories (see Appendix 4) when designing the questionnaire 

to make sure that each question is helpful to answer the research question. 

 

According to Bryman & Bell (2007), reliability is measured with “the extent to which the 

research results are repeatable under the same condition”. In order to have a high reliability 

of our thesis, we took the following steps: 

To avoid the repeated and unreal answers, the survey was designed with a condition where an 

IP address can only be accessed to the survey once. Furthermore, prior to being distributed 

online, the questionnaires were sent first to some Chinese friends in Sweden to receive some 

feedbacks that would help us to improve the survey. In this way, it could be sure that there 

was no problem with the understanding of the questions in the survey. 

With above actions, a similar study conducted by others under the same condition, will also 

have the similar results. 

3.5 Research Ethics 

According to Fisher (2004), research ethics should be considered as “researchers should not 

harm people in their works”. Some ethical stances such as “privacy”, “informed consent”, 

“confidentiality and anonymity” are also described by Fisher (2004, p54-56). For our study, 

all respondents answered the survey voluntarily. As the survey was answered online, it only 

showed the respondents’ IP addresses instead of their names. The details of their answers 

were kept and viewed only by us for academic use. Thus, the respondents’ privacy was 

protected. 
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4 Empirical Findings 

This chapter presents the result of the data collected by the use of the survey. The findings are 

shown with graphical charts. Most figures in this chapter are cross-analyzing figures. The 

other figures which are designed to ensure the sample diversity or prepared for cross analysis 

are not shown in this chapter but all can be found in Appendix 3.  

4.1 Consumers’ beliefs Q11-Q20 

4.1.1 Beliefs in products and behavioral beliefs 

Question 12.  I perceive green food as:  

Healthier; Safer; better taste; more nutritious; environmental-friendly; Other (specify) 

 

Question 13.  Purchasing green food means: 

a) Consumers can be healthier than others who do not buy green food 

b) Consumers can have a better taste for the meal cooking with green food 

c) Consumers are free from the risks of harmful additives 

d) Consumers make the contribution to improve the environment protection  

 

Through the question 12, respondents’ beliefs in green food are identified, and the question 13 

tells respondents’ behavioral beliefs (Figures of these two questions are in Appendix 3). In the 

question 13, if respondents agree and strongly agree the statement, it means that they hold the 

corresponding belief. If respondents disagree and strongly disagree the statement, they are 

regarded as not holding the corresponding belief. If respondents keep neutral, it means that 

they are not sure if they hold the corresponding belief, thus they are not counted into the 

statistics. 

 

Based on these two questions, the following four figures are cross analyzing figures that show 

the relations between respondents’ beliefs in green food and respondents’ behavioral beliefs. 

Each figure shows that how many respondents, who have a certain belief in green food, also 

hold a related behavioral belief.  

 

Through four figures, it is reflected that more than 55% of respondents, who have a certain 

belief in green food, are also holding the related behavioral beliefs. Among these figures, the 

most obvious case is that respondents who believe in “green food is safer”, 61% of them also 

hold the behavioral belief that “green food purchases make them be free from the risks of 

harmful additives”. 
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Cross analysis 1 

   

Figure 4-1-1 Belief in green food & behavioral     Figure 4-1-2 Belief in green food & 

belief (healthier)                              behavioral belief (safer)  

                         

   

Figure 4-1-3 Belief in green food & behavioral      Figure 4-1-4 Belief in green food & 

belief (better taste)                           behavioral belief 

(environmental-friendly)  

 

Cross analysis 2 

  

Figure 4-2-1 Behavioral belief &             Figure 4-2-2 Do not hold behavioral belief&                                        

           purchasing behavior                       purchasing behavior 

 

Based on the question 13 and the question 9 (purchasing frequency), the two figures above 

are used to show the purchasing frequency of both respondents with certain behavioral beliefs 

and respondents without behavioral beliefs. The impact of behavioral beliefs on purchasing 
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behavior can be seen through the comparison. 

Generally, the amount of respondents who hold certain behavioral beliefs that buy green food 

frequently are more than that of respondents who do not hold certain behavioral beliefs. The 

excess amount is the most in the behavioral belief “green food purchases make me contribute 

to environmental protection”. However, the figures show that the behavioral belief “green 

food purchases make me have a better taste for the meal” does not make more respondents 

buy green food frequently. Contradictorily, more respondents who do not hold this belief buy 

green food frequently than those who hold this belief do. 

 

Question 14. Which following behavior consequences are important factors to influence your 

final green food purchasing behavior? 

 

Figure 4-3 Relative importance of each behavioral belief 

 

This question aims to see which behavioral belief have more impacts on respondent’s green 

food purchases. It is shown that the behavioral beliefs “green food purchases make me free 

from the risks of harmful additives” and “green food purchases make me healthier than others” 

are the beliefs that most respondents consider when making the purchases. Meanwhile, the 

behavioral belief “green food purchases make me contribute to the environmental protection” 

is also important. The behavioral belief “green food purchases make me have a better taste for 

the meal” has been chosen by the least respondents, and it seems more important for the male 

than the female. 

 

Some respondents specify that important consequences from their point of views are to have a 

better quality of life through buying green food or to satisfy specific groups’ needs (i.e. old 

people, pregnant women and children).    
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4.1.2 Normative beliefs 

Question 15. When I cannot predict the outcome of the purchasing, I will consider more 

opinions from people important to me.  

 

 

Figure 4-4 Comparison of normative belief and behavioral belief 

 

This question aims to identify if normative belief have a stronger influence on purchasing 

behavior than behavioral belief does in the case that behavioral belief is not for certain. As the 

figure 4-4 shows, most respondents consider more reference groups’ opinions when they have 

uncertainties. For those who disagree or strongly disagree the statement, more male than 

female does not consider reference groups’ opinions even though their behavioral belief is 

unclear.  

 

Question 16. Do people around you (family members, friends, club members, colleagues, 

neighbors) buy green food? 

 

 

Figure 4-5 Reference groups’ behavior & respondents’ purchasing behavior 

 

Question 16 is to check whether reference groups of respondents have previous green food 

purchases (see Appendix 3). After examining it, cross analysis based on the question 16 and 

the question 9 could be conducted to see whether reference group’s purchasing behavior has 

impact on respondents’ green food purchases. 
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It can be seen in the above figure 4-5 that 62% of respondents seldom or never buy green 

food when their reference group have never bought green food before, in the case that 

reference group have bought green food before, there are only 36% of respondents seldom or 

never buy green food.  

 

Question 17.  Five statements 

a) I believe that good friends think I should buy green food.  

b) I believe family members and relatives think I should buy green food. 

c) I believe colleagues think I should buy green food (if you have a job). 

d) I believe Neighbors think I should buy green food. (if you have a good relationship with 

your  neighbors)  

e) I believe people in the same club/religion think I should buy green food. 

 

Through Question 17, respondents’ normative beliefs are identified (figure is in Appendix 3). 

In question 17, if respondents agree or strongly agree the statements, it means that they 

believe their reference groups approve the green food purchases. If respondents disagree or 

strongly disagree the statement, they are regarded as not believing green food purchases are 

approved by their reference groups. As for the respondents who are neutral, they are not 

included in statistics. 

 

     
   Figure 4-6-1 Normative belief (agree)         Figure 4-6-2 Normative belief (disagree) 

                    &                                        & 

             purchasing behavior                         purchasing behavior 

 

The cross analysis above is to see whether respondents believe their reference group think 

they should buy green food or not has an impact on respondents’ own purchasing behavior. It 

is clear to see that whichever the reference group is, more respondents buy green food 

frequently (frequently refers to the choice “often” and “always”) if they believe that their 

reference groups think they should buy green food. The most influential reference group is 

family members that when respondents don’t believe their family members think they should 

buy green food, 52% of them seldom or never buy green food, but when they believe their 

family members think they should buy green food, only 36% of them seldom or never buy 
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green food. 

4.1.3 Control beliefs 

Question 18. Statement: Buying green food or not is totally depend on my willing, if I want 

to, it is possible for me to buy the green food. 

  

Question 18 is to identify what consumers’ perceived control belief is. Figure is shown in 

Appendix 3. If respondents agree this statement, it means that they believe that their buying 

behavior is within their control. If respondents disagree the statement, it indicates that these 

respondents believe that they cannot control their green food purchases.  

 

Based on findings in this question and the question 9, the cross analysis can be made to show 

the impact of respondents’ perceived control belief on their purchasing behavior. Only the 

respondents who do not choose “neutral” in question 18 are included into this statistic 

because if respondents choose “neutral”, it is hard to know their exact perceived control 

belief. 

 

Cross analysis 1: 

     

Figure 4-7-1 Perceived control belief & purchasing behavior                   

 

The blue column is used to measure purchasing frequency of the respondents who believe 

their green food purchases are without control. In turn to the red column, it is used to measure 

purchasing frequency of respondents who believe their green food purchases are within 

control. 60% of respondents who believe buying green food are without control buy green 

food frequently but 59% of respondents who believe buying green food are within control buy 

green food frequently. The difference is 1% and it is that the percentage of respondents whose 

belief is “green food purchases are without control” is larger than that of respondents whose 

belief is “green food purchases are within control”. 
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Cross analysis 2: 

   

Figure 4-7-2 Perceived control belief         Figure 4-7-3 Perceived control belief  

            (without control) &                        (within control) & 

           purchasing behavior                       purchasing behavior   

  

These two figures are drawn to see the impact of perceived control belief between male and 

female. It can be seen from the figures that for those who believe their purchases are without 

control but still buy green food frequently, 34% of them are male and 52% of them are female. 

For those who believe their purchases are within control and buy green food frequently, male 

and female occupy 71% and 76% respectively.       

 

Question 19. Considering your buying power, buying green food instead of conventional 

food is 

 

   

 Figure 4-8-1 Self-efficacy (difficult) &     Figure 4-8-2 Self-efficacy (easy) & purchasing 

            purchasing behavior                    behavior 

    

Question 19 is to see what respondents’ self-efficacy belief is (figure is in Appendix 3). The 

two figures above are cross analyzing figures which are drawn according to the question 19 

and the question 9. They show the relation between respondents’ self-efficacy belief and their 

purchasing behavior. In this statistic, only the respondents who do not choose “normal” in 

question 19 are included. The reason of this is if respondents choose “normal”, it is hard to 

know their exact self-efficacy belief. 

 

The left figure is designed for measuring purchasing frequency of respondents who still do 

green food consumption when they believe that they have internal difficulties due to their own 

situations. The right figure is used to measure the purchasing frequency of respondents who 
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believe it is easy for them to make the purchases. Through these two figures, it is clear to see 

that much more respondents (73% for “easy” and 49% for “difficult”) make the green food 

purchases frequently when they believe buying green food is easy according to their own 

situation.  

 

Question 20. Which following obstacles you believe will make your green food purchasing 

difficult? 

 

Figure 4-9 The obstacles of green food purchasing 

 

This question is designed to see what makes respondents’ self-efficacy become difficult. From 

figure 4-9, most respondents think the higher price of green food becomes the largest 

difficulty for them, and female respondents are more obvious than male. The absence of 

knowledge about green food is also a big obstacle for respondents, and male pays more 

attention to the knowledge obstacle than female does. Time-consuming is the obstacle that the 

least respondents choose and it is still more important for the male than the female. 

 

Question 11. Could you accept that the price of green food is higher than that of normal 

food? 

 

Figure 4-10 High price acceptance & purchasing behavior 

 

Because green food’s price is usually higher than that of conventional food, consumers may 

have the price sensitivity. In addition, price may be one of the obstacles concerning the 

self-efficacy. As for this situation, Question 11 is to examine whether the respondents have 

the price sensitivity and whether their price sensitivity affects their purchasing behavior. It is 
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reflected that among respondents who buy green food frequently, respondents who accept the 

higher price (67%) count for much more than respondents who cannot accept a higher price 

(41%). Similarly, fewer respondents that can accept the higher price (33%) do not buy green 

food frequently while much more respondents that cannot accept the higher price (59%) 

seldom or never buy green food. 

 

Summarized cross analysis:  

 

Figure 4-11 Hold all positive beliefs & purchasing behavior 

 

This figure is a cross analyzing figure that made to summarize the relation between the whole 

researched beliefs and the respondents’ purchasing behavior. It is shown that 70% of 

respondents, who hold the positive behavioral beliefs, believe that their reference groups 

think they should buy green food and believe their purchases are within control and easy, buy 

green food frequently. 

4.2 Consumers’ Suggestions-Q21 

Question 21. Do you think whether corporations need to do more in the following aspects?  

a) Make sure products’ safety 

b) Make sure Products’ environmental friendly 

c) Make sure the product are healthy and nutritious 

d) Make sure or improve products’ taste 

e) Control the price 

f) give consumers more information about product 
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Figure 4-12 Respondents’ suggestions 

 

This question aims to ask consumers’ suggestions concerning the development of the green 

food market. As above figure shows, around 85% of respondents think the listed six 

suggestions are necessary. Among these suggestions, it can be seen that “product’s safety”, 

“product’s environmental-friendly”, “products’ health and nutrition” and “products’ green 

information” are really needed to be improved as more than 90% of respondents choose these 

four suggestions.  

 

Apart from the suggestions the survey put forward, some specific advices are also given by 

the respondents. Some think companies need to “do more promotion”, “increase supply”, 

“acquire international recognition”, “make sure every element on value chain is secure”, 

“train employees and educate them about eco-friendliness”, “strictly obey governments’ rules 

and policies”, “develop new kinds of products”, etc. 
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5. Analysis 

This chapter is to discuss the impact of each kind of beliefs. The analysis is formed according 

to the empirical findings, and it is also linked with theories which have been presented in 

Chapter 2.  

 

According to the empirical findings (Figure 4-11), in general, beliefs do affect consumers’ 

green consumption. Consumers hold positive behavioral beliefs, believe that their reference 

groups think they should buy green food, and believe their purchases are within control and 

easy, 70% of whom often or always buy green food in their daily life. It means that their 

positive beliefs support their green food consumption. However, this positive impact is an 

integrative result of all positive beliefs. Among these beliefs, the influences of each belief are 

different. In the following text, the effects of each type of the belief are discussed. 

5.1 Behavioral beliefs and beliefs in products 

Consumers’ beliefs in products are to describe how consumers think of the product. In this 

case, products refer to green food. Consumers believe that green food is healthier, safer, better 

taste, nutritious and environmental-friendly (Saba & Messina, 2003). From figure 9 (see 

Appendix 3), it is confirmed that consumers hold these beliefs indeed, among these beliefs, 

the most common belief is that “green food is healthier and safer” while “green food has a 

better taste” is believed by the least consumers. It can be seen that whichever beliefs 

consumers hold in green food, they are all positive beliefs (green food is better than normal 

food). 

 

Consumers’ beliefs in green food can have impacts on their beliefs on green food purchases 

(Chen, 2007). After cross analyzing the empirical findings (figure 4-1-1 to figure 4-1-4), it is 

shown that there is a clear relation between beliefs in green food and beliefs in green food 

purchases. More than 50% of respondents, who hold the certain belief in green food, also hold 

the related behavioral belief. The related behavioral belief means that consumers, who believe 

green food is healthier, also believe that buying green food can make them healthier than 

others who do not buy green food. Thus, it can be said that beliefs in green food affect 

consumers’ behavioral beliefs. Since beliefs in green food are positive, consumers’ behavioral 

beliefs should be positive as well. This is shown to be true according to the data presented in 

Figure 10-1 to Figure 10-4 (see Appendix 3) that all behavioral beliefs held by consumers are 

desirable and no one believes their green food purchases can bring about the bad 

consequences. 

 

Consumers exert the behavior that they believe have desirable consequences rather than 

undesirable consequences (Ajzen, 1985). It means that consumers’ desirable behavioral 

beliefs have positive impacts on their purchasing behavior. According to this reference, 

consumers who have those desirable behavioral beliefs should buy more green food or buy 
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green food more frequently. This positive relation is supported in the empirical findings by 

comparing the figure 4-2-1 and figure 4-2-2. It is confirmed in the case that behavioral beliefs 

are “green food purchases make me healthier”, “green food purchases make me free from 

harmful additives”, “green food purchases make me contribute to the environmental 

protection”. When consumers hold these three desirable behavioral beliefs, more percentage 

of them buy green food frequently, but when consumers do not hold these desirable 

behavioral beliefs, a greater percentage of them tend to seldom or never buy green food. Thus, 

it is supported that these three behavioral beliefs have positive impacts on green food 

purchases. Considering the findings that the difference between two figures is not so large, it 

can be analyzed that the positive relation between desirable behavioral beliefs and purchasing 

behavior exists but it is weak at least in this research. When the behavioral belief is “green 

food purchases make me have a better taste for the meal”, there seems to be no positive 

relation between behavioral belief and the purchasing behavior. Whether holding this 

behavioral belief or not does not influence consumers’ green food purchases. In the findings 

(figure 4-2-1 and figure 4-2-2), it shows that more consumers may buy green food even 

though they do not hold this belief. 

 

The importance of each behavioral belief is further examined and confirmed in the findings 

presented in figure 4-3. Four behavioral beliefs are all chosen by respondents as important 

factors, but behavioral belief “green food purchases make me have a better taste for the meal” 

is the one that the least respondents choose. It explains the reason why this desirable 

behavioral belief is seemed not to have a positive impact on green food purchases as it is the 

least important factor in the eyes of consumers. The other three behavioral beliefs are all 

found to be important factors from most respondents’ points of view. It means that the other 

three behavior beliefs are much more influential when making the purchasing decisions. It 

also makes sense why these three behavioral beliefs are confirmed to have positive effects on 

green food purchases.  

 

However, each desirable behavioral belief affects green food purchases to different degrees. 

There are many arguments concerning this issue. According to the empirical findings (figure 

4-3), consumers believe that the most influential behavioral beliefs are “green food purchases 

make me free from risks of harmful additives”. This is consistent with the result of 

Michaelidou & Hassan (2008), at the same time, it contradicts the results of Magnusson et al. 

(2003), Schifferstein & Oude (1998) and Tregear et al. (1994), who find that behavioral belief 

“green food purchases make me healthier” is more important than others. The importance of 

the behavioral belief “green food purchases make me free from risks of harmful additives” is 

also confirmed when it turns back to its impact on green food purchases. It can be seen from 

figure 4-2-1 and figure 4-2-2 that when respondents do not hold this behavioral belief, much 

more percentage (16%) of them tend to never buy green food while only 3% of consumers 

who hold this behavioral belief never buy green food. 

 

In the empirical findings (figure 4-3), the second and third influential behavioral beliefs are 

“green food purchases make me healthier” and “green food purchases make me contribute to 

the environmental protection”. It means that the behavioral belief “green food purchases make 
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me healthier” is more important than the behavioral belief “green food purchases make me 

contribute to the environmental protection” concerning the green food purchases. It 

contradicts the result of Honkanen, Verplanken & Olsen (2006), whose result is that “green 

food purchases make me contribute the environmental protection” is more important 

compared with “green food purchases make me healthier”. When it comes to the gender 

differences, from the empirical findings (figure 4-3), it shows that both female and male give 

the same weigh for the behavioral belief “green food purchases make me free from harmful 

additives”, and they both believe it is the most important. In the case of the behavioral belief 

“green food purchases make me healthier than others”, it seems that female pays more 

attention to this behavioral belief than male does while the behavioral belief “green food 

purchases make me have a better taste for the meal” and the behavioral belief “green food 

purchases make me contribute to the environmental protection” mean more to male than to 

female. 

 

In conclusion, desirable behavioral beliefs “green food purchases make me healthier”, “green 

food purchases make me free from harmful additives” and “green food purchases make me 

contribute to the environmental protection” have the positive impacts on green food purchases 

but the positive impacts are not very strong. A special case is the behavioral belief “green 

food purchases make me have a better taste for the meal”, in which green food purchases 

seems not to be affected by this behavioral belief. 

5.2 Normative beliefs 

Normative beliefs are about the thoughts that “whether the important referent individuals or 

groups will approve or disapprove of performing a given behavior” (Ajzen, 1991). According 

to the survey results (figure 4-4 to figure 4-6-2), normative belief indeed influences 

consumers’ green food purchasing behavior. 

 

First of all, based on the empirical findings (figure 4-5), it can be seen that if consumers’ 

closest reference groups (i.e. friends, family members) have bought green food before, 

consumers are more likely to buy green food. It is further confirmed that respondents, whose 

reference groups have not ever bought green food, buy green food less often. 

 

Positive normative belief, which means consumers agree that their reference groups think 

they should buy green food, often leads consumers to do green food consumption more 

frequently. According to the empirical findings (figure 4-6-1), most respondents (more than 

60%) who hold the positive normative belief do the green consumption frequently. As for the 

opposite situation (figure 4-6-2) that respondents do not believe it is acceptable for their 

reference groups, much less respondents (48%) often or always do the green purchases. 

Therefore, two situations together confirm that positive normative beliefs influence 

consumers’ green consumption behavior. Furthermore, as for the gender differences (see 

appendix 3, figure 12-1 to 12-5), commonly, more female holds positive normative beliefs 

than male does.  
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Considering the impacts of normative belief on consumers’ green consumption, question 17 

examines the influencing extent of normative belief from different reference groups. From the 

empirical findings (figure 4-6-1 and figure 4-6-2), if consumers believe buying green food is 

supported by good friends and family members, this belief influences slightly more than that 

is supported by colleagues, club members, religion members and neighbors. The possible 

reason of this situation is that the relationships with good friends and family members are 

closer than others. In other words, if consumers’ green food purchasing behavior is supported 

by such closed people, they hold a positive normative belief and are more likely to do more 

green purchases.  

 

In addition, Jager (2000) indicates that higher uncertainty about the behavioral beliefs 

increases the effects of normative beliefs. In this case, when consumers cannot measure the 

outcomes of their purchases, it can be said this is a kind of uncertainty. Jager’s point is 

confirmed in this thesis. According to the empirical findings (figure 4-4), more than half 

respondents state they tend to consider more their referents’ opinions when their behavioral 

beliefs are unclear. Furthermore, more male than female agrees or even strongly agrees in this 

case. In another word, the effects of normative belief are obvious especially for male when 

consumers cannot measure the outcomes of the green food purchases. 

 

If uncertainties do not exist, is the effect of normative belief still stronger than that of 

behavioral belief? Many previous studies find that the effect of normative belief is not 

stronger than that of behavioral belief (Sparks & Shepherd, 1992; Thompson, Haziris & 

Alekos, 1994; Terry & Hogg, 1996; Memar & Ahmed, 2012). However, in this thesis, the 

situation is opposite that the effect of normative belief is stronger than that of behavioral 

belief based on the analysis of behavioral belief that the effect of behavioral belief is weak in 

consumers’ green food consumption behavior. This result is consistent with the points of 

Kalafatis (1999) and Dean, Raats & Shepherd (2008).  

 

In conclusion, normative belief affects Chinese consumers’ green food purchasing behavior. 

Furthermore, if consumers believe their green food consumption can be supported by their 

good friends and family members, they will do more green food purchases. 

5.3 Control Beliefs 

Control beliefs reflect one’s ability of his behavior and more specifically, it is about resources 

and opportunities one possesses to use for the behavior (Ajzen, 1991). From the empirical 

findings, it seems control beliefs are different between male and female. In the questionnaire, 

questions 11 and 18 to 20 are designed to measure customers’ control beliefs on buying green 

food. 

 

There are two types of control beliefs. One is perceived control beliefs which refer to 

customers’ confidence of their control on their behavior (Armitage & Conner, 1999a, 1999b; 

Ajzen, 2002). From the figure 4-7-1 in the findings, it can be seen that customers who hold 
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strong perceived control belief buy green food as often as those who do not believe they have 

control on the purchasing behavior, which implies perceived control belief is not a 

determinant of buying process. In addition, for the gender difference, it shows from the figure 

4-7-2 in the findings that more female frequently buys green food than male does even if they 

think their behavior is without their control, with a comparison of 52% and 34%. This 

phenomenon indicates that perceived control belief is even less or non significant to female 

than male when they want to buy green food, there are other factors such as behavioral belief, 

normative belief that affecting their purchase decision-making.  

 

Another type of the control belief is self-efficacy, which refers to people’s perception of ease 

or difficulty of their behavior (Bandura, 1977, 1991; Ajzen, 2002). From the cross analyzing 

figure 4-8-1 and 4-8-2, it is apparently shown that consumers who believe buying more green 

food is easy have more consumption than those who believe it is difficult do, based on the 

percentage 73% compared with the percentage 49%. It can thus be assumed that once 

consumers consider it is easy to buy green food, they are more likely to buy green food.  

 

Considering the consumers who believe it is difficult for them to buy green food, there may 

be possible reasons behind it. According to the empirical findings of question 20, obstacles 

like “lack of knowledge about green food”, which make them unwilling to buy what they do 

not know about; “green food is not sufficient available in the market”, “need a lot preparation 

before buying green food”, “cost them much more time to buy green food”, which imply the 

accessibility problem of green food causing inconvenience in the buying process, are all 

confirmed by the respondents. 

  

According the figure 4-9, the biggest obstacle is “green food costs more money”, which is 

believed by most respondents with 72% male and 78% female respectively. High price seems 

to be the most important preventing factor for buying green food. It is consistent with the 

result of Magnusson et al. (2001). To measure the extent of price impacts on buying green 

food, from the figure 4-10 in the findings, it can be seen that most higher-price accepters 

(67%) often or always buy green food while only 41% of non higher-price accepters still 

often buy. It is obvious that price have an impact on consumer’s purchasing behavior, which 

determines their green food buying behavior. As for the gender difference, female has more 

price sensitivity than male does, which has been indicated from the question 10 (see Appendix 

3). Meanwhile, from figure 4-9 in empirical findings, it shows that more female believes 

buying green food costs more for them than male does. 

 

In conclusion, perceived control belief does not have any impact on consumers’ purchasing 

behaviors while self-efficacy has a significant impact. Moreover, it is also confirmed that the 

increased cost of buying green food is the biggest obstacle for consumers to buy green food. 

The second significant obstacle is that consumers do not have much knowledge about green 

food, which is followed by the accessibility problem of green food. 
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6. Conclusion 

The final chapter of this thesis is to present a summarized answer to the research question. 

The overall conclusion is based on the previous analysis. Besides, our own thoughts are also 

added in the conclusion of the impact of normative belief. The recommendations that may 

help the development of the green food market and the potential researches that can be 

conducted in the future are provided. 

 

The research question of this study is “How does belief influence (obstruct or support) the 

green purchasing behavior of the Chinese urban residents?” According to the findings, the 

influence of belief on the green purchasing behavior has been identified. It is also found that 

each kind of belief has different impacts based on the analysis. 

 

After analyzing the findings, the behavioral beliefs “green food purchases make me healthier”, 

“green food purchases make me free from harmful additives”, “green food purchases make 

me contribute to the environmental protection” have positive effects on motivating consumers’ 

purchases of green food while the fourth behavioral belief “green food purchases make me 

have a better taste for the meal” has no impact on the consumers’ green food purchasing 

behavior.  

 

The normative belief has a more significant impact on buying green food than the behavioral 

belief does. Consumers are more likely to consider the opinions from their reference groups, 

especially from family members and good friends. If consumers believe green food purchases 

can be supported by family members and good friends rather than other reference groups (i.e. 

colleagues and neighbors), consumers will do more green food consumption. From our 

perspectives, one possible reason for this is the cultural difference: China has the collectivist 

culture, which is defined as the subordination of personal goals to the goals of the group with 

an emphasis on sharing and group harmony (Morris, Davis & Allen, 1994). Chinese 

consumers with such kind of culture are used to taking reference groups’ opinions into 

account when making the buying decisions. 

 

Control beliefs also have the positive impact on the consumer behavior. In the case of buying 

the green food, self-efficacy is supported to be the most significant belief supporting or 

obstructing the green purchasing behavior. Moreover, price becomes the most important 

preventing factor for consumers to buy the green food. However, perceived control belief 

does not influence the consumer behavior. 

 

In summary, to answer the research question: How does belief influence (obstruct or support) 

the green purchasing behavior of the Chinese urban residents?, several beliefs affect the 

Chinese consumers’ green food purchasing behavior. Generally, the belief in product and the 

behavioral belief have positive impacts on green food consumption while one of the 

behavioral beliefs "green food purchases make me have a better taste for the meal" has no 

impact. Normative belief has more influences on the Chinese consumers’ green food 
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purchases compared with the behavioral belief and the beliefs in product do. If consumers 

believe it is supported especially by good friends and the family members, they will do more 

green food purchases. Control beliefs, in this case, influence the consumer behavior. There is 

no impact from the perceived control belief on the consumers’ consumption. The self- 

efficacy control belief has the most impact on the Chinese consumers’ purchasing behavior. It 

is also confirmed that the higher price is the biggest obstacle that prevents the consumers 

from buying green food. 

 

Recommendations 

 

One of the purposes of this study is to put forward some suggestions to help improve the 

Chinese green food market. Based on the results from the findings as well as the theories, 

some recommendations are given as follows: 

 

The green food companies need to pay more attention to the food safety, which is the 

customers’ main concern. The production process should be strictly controlled and supervised 

to ensure the quality of the products. In addition, the government, non-governmental 

organizations (NGOs), and other agencies should strengthen their supervision on the food 

production to avoid the food safety problems, by doing which the trust of consumers can be 

gained, and the whole green food industry becomes better. 

 

Green food should be sold in the stores or markets that are easily accessible to the customers. 

The government could support to build more green food cultivation bases that are close to the 

urban area. Companies can choose more effective distribution channels to increase the 

accessibility of green food. For instance, they can sell green food in the vegetable markets 

that are close to the urban communities.  

 

As a part of social responsibilities, companies should be more concerned about the 

environmental improvement and help to educate the consumers. Companies could run “green 

promotional activities” to convey the information about the green food and the environmental 

protection to the consumers, which could increase consumers’ environmental consciousness. 

 

Price is also very important for consumers. As for the price control from a micro perspective, 

companies can lower the cost of green food through many means such as the development of 

advanced technology. However, the capital is the base to develop the green food production 

technologies. Thus, from the macro perspective, the Chinese government could enact related 

guidelines to support the green food industry and provide more technical and financial 

supports to help firms to improve their productivity. Furthermore, The Chinese State 

Administration of Commodity Prices should manage the price of green food in order to avoid 

the indiscriminate prices. 

 

Future researches 

 

This research focuses on the influence of belief on the consumer behavior. Due to the 
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wideness of the topic, consumer behavior, many researches can be done in the future. Studies 

with the same or similar topic can collect and analyze larger samples when using quantitative 

methods. It might be interesting to do researches on green food consumption not only in 

Chinese urban areas but also in other countries in the world. Moreover, consumer behavior 

can be analyzed not only from consumer’s perspective but also from marketer’s perspective. 

Besides consumer’s belief, other important factors like price, demographics and political 

effect, which influence consumer behavior to a great extent, can be researched in details, 

which can lead to a more comprehensive result in the future studies.  
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Appendix 1:  Question form-English version  

 

Green food consumption in China 

Hello,  

 

We are three students majoring in business at Mälardalen University in Sweden. Now we are 

conducting a questionnaire about Chinese green food consumption (green food is ecological, 

organic and non-pollution in the production process food) for our bachelor thesis. All 

respondents are anonymous, and all answers are protected as they are only used for the thesis 

and will not be exposed to others.  

 

It will only take you five minutes to fill this questionnaire. Your answer really means a lot to 

us. Thank you all. 

 

Consumer Basic information (consumers’ personal characteristics) 

1. What’s your age? (specify)  

2. What’s your gender?      

     Female   male   

3. Do you live in urban area? 

Yes  No 

4. What’s your highest education background?  

Middle School or lower  

High school   

Bachelor degree  

Master   

Doctoral degree   

Other (specify)  

5. What’s your salary per month?  

0-3000 3001-8000 8001-15000 15000 

6.  What’s your political status? 

     Communist 

     Democrat 

     League Member 

     Non-party 

     Other (specify) 

Green food consumption experience 

7. Have you ever heard about green food?   

     Yes No   Not sure  
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8. Have you ever bought green food？  

Yes  No  

9. How often do you buy green food？  

     Never   

     Seldom   

     Often   

     Always 

10. Do you think the price of green food is higher than that of normal food? 

Yes  No  No idea  

11. Could you accept that the price of green food is higher than that of normal  

food?  

     Yes   No    No idea    

Beliefs 

12. I perceive green food as:  multiple choice  

Healthier      

Safer   

better taste        

more nutritious      

environmental-friendly   

Other (specify)   

13. Purchasing green food means:  

A. Consumers can be healthier than others who do not buy green food  

Strong agree  Agree  Neutral  Disagree Strongly Disagree    

B. Consumers can have a better taste for the meal cooking with green food    

Strong agree  Agree  Neutral  Disagree Strongly Disagree        

C. Consumers are free from the risks of harmful additives 

Strong agree  Agree  Neutral  Disagree Strongly Disagree        

D. Consumers make the contribution to improve the environment protection  

Strong agree  Agree  Neutral  Disagree Strongly Disagree 

14. Which following behavior consequences are important factors to influence your       

final green food purchasing behavior?  Multiple choice  

    Consumers can be healthier than others that not buy green food 

    Consumers can have a better taste for the meal cooking with green food    

    Consumers are free from the risks of harmful additives 

    Consumers make the contribution to improve the environment protection  

    Other (specify) 

15. When I cannot predict the outcome of the purchasing, I will consider more           

opinions from people important to me.  

Strongly agree  Agree  Neutral  Disagree Strongly Disagree 

16. Do people around you (family members, friends, club members, colleagues,          

neighbors) buy green food?  

Yes  No  Not known 
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17.  A. I believe that good friends think I should buy green food.   

Strong agree  Agree  Neutral  Disagree  Strongly Disagree 

B. I believe family members and relatives think I should buy green food. 

Strong agree  Agree  Neutral  Disagree  Strongly Disagree 

C. I believe colleagues think I should buy green food (if you have a job). 

Strong agree  Agree  Neutral  Disagree  Strongly Disagree 

D. I believe Neighbors think I should buy green food. (if you have a good relationship 

with your  neighbors)  

Strong agree  Agree  Neutral  Disagree  Strongly Disagree 

E. I believe people in the same club/religion think I should buy green food. 

Strong agree  Agree  Neutral  Disagree  Strongly Disagree 

18.  Buying green food or not is totally depend on my willing, if I want to, it is           

possible for me to buy the green food. 

Strong agree  Agree  Neutral  Disagree Strongly Disagree   

19.  Considering your buying power, buying green food instead of conventional food      

is  

Very difficult   Difficult   Normal  Easy   Very Easy     

20.  Which following obstacles you believe will make your green food purchasing        

difficult?   multiple choice  

Buying green food is time consuming  

Buying green food will cost much money  

Buying green food require a lot of preparation  

      I do not have knowledge about green food  

Green food is not sufficient available in the market 

Others:  specify 

Suggestion: 

 21.  Do you think whether corporations need to do more in the following aspects?  

a) Make sure products’ safety 

b) Make sure Products’ environmental friendly 

c) Make sure the product are healthy and nutritious 

d) Make sure or improve products’ taste 

   e) Control the price 

f) give consumers more information about product 

Very Necessary   Necessary   No idea   Unnecessary   Very Unnecessary 
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Appendix 2:  Question form-Chinese version 
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Appendix 3：Supplementary figures in the empirical 

findings 

Question 1.  What’s your age? 

 

 

Figure 1 Respondents’ age 

 

Question 2.   What’s your gender? 

 

 

Figure 2 Respondents’ gender  

 

 

Question 3.  Do you live in urban area? 

 

Since this research is focused on Chinese urban area, the person who is not living in urban 

area is not included in the qualified ones. Thus all qualified questionnaires live in urban areas. 

 

Question 4.  What’s your highest education background? 
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Figure 3 Respondents’ educational background  

 

Question 5.  What’s your salary per month? 

 

 

Figure 4 Income of respondents 

 

Question 6.  What’s your political status? 

 

 
Figure 5 Respondents’ political status 

 

Question 7.  Have you ever heard about green food? 

As the ones who have never heard about green food are not included in the sample, all of the 

531 qualified respondents have heard about green food. 
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 Question 8.  Have you ever bought green food？ 

 

 

Figure 6 Previous green food purchases 

 

Question 9.  How often do you buy green food？ 

 

 

Figure 7 Respondent’s green purchasing frequency 

 

Question 10.  Do you think the price of green food is higher than that of normal food?  

 

 

Figure 8 Knowledge about the higher price 
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Question 12.  I perceive green food as:  

Healthier; Safer; better taste; more nutritious; environmental-friendly; Other (specify) 

 

 

Figure 9 Respondents’ beliefs in green food 

 

Question 13.  Purchasing green food means: 

a) Consumers can be healthier than others who do not buy green food 

b) Consumers can have a better taste for the meal cooking with green food 

c) Consumers are free from the risks of harmful additives 

d) Consumers make the contribution to improve the environment protection  

 

    

 Figure 10-1 Behavioral belief (healthier)         Figure 10-2 Behavioral belief (better 

taste) 

    

Figure 10-3 Behavioral belief (safer)            Figure 10-4 Behavioral belief (making                                                          

contribution to environment) 
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Question 16. Do people around you (family members, friends, club members, colleagues, 

neighbors) buy green food? 

 

 

Figure 11 Reference groups’ purchasing behavior 

 

Question 17.  Five statements 

a) I believe that good friends think I should buy green food.  

b) I believe family members and relatives think I should buy green food. 

c) I believe colleagues think I should buy green food (if you have a job). 

d) I believe Neighbors think I should buy green food. (if you have a good relationship with 

your  neighbors)  

e) I believe people in the same club/religion think I should buy green food. 

    

Figure 12-1 Normative belief (good friends)        Figure 12-2 Normative belief (families) 

    

Figure 12-3 Normative belief (colleagues)        Figure 12-4 Normative belief (neighbors) 
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  Figure 12-5 Normative belief (club, religion members) 

 

Question 18. Statement: Buying green food or not is totally depend on my willing, if I want 

to, it is possible for me to buy the green food. 

 

 

Figure 13 Respondents’ perceived control belief 

 

Question 19. Considering your buying power, buying green food instead of conventional 

food is 

 

Figure 14 Respondents’ self-efficacy belief 
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Appendix 4:  Operationalization  

Q field theory purpose 

1 

Consumer basic 

information 

 

Age 
To make sure the diversity 

2 Gender 

3 Geography To distinguish the unqualified samples 

4 Education 

To make sure the diversity 5 Income 

6 Political status 

7 

Green food 

consumption 

experience 

General question To distinguish the unqualified samples 

8 General Question 
To know whether the respondents have 

ever bought green food 

9 
General Question 

& cross analysis 

To know the respondents’ green food 

consumption frequency. To further 

cross-analyze the effects of beliefs 

10 General Question To check the price sensitivity 

11 

Consumer beliefs 

Control belief 
To check how price influences the control 

belief 

12 

Behavioral belief 

& belief in product 

To know respondents’ beliefs in product 

13 To know respondents’ behavioral beliefs 

14 
To know which behavioral beliefs are more 

significant 

15 

Normative belief 

To examine how uncertainty affects the 

relative importance of the behavioral 

beliefs and the normative beliefs 

16 
To know whether respondents’ reference 

groups have ever bought green food 

17 To know respondents’ normative beliefs  

18 

Control belief 

To examine the perceived control belief 

held by respondents  

19 
To examine whether respondents’ 

self-efficacy belief is “difficult” or “easy” 

20 
To see which obstacles make the 

self-efficacy belief as “difficult” 

21 
Consumers’ 

suggestions 
Suggestions 

To give suggestions to improve the green 

food market in China 

 

 


