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Abstract  

Sustainability is a growing trend and companies are increasingly engaging sustainability in their 

core business strategy. One example of how this is manifested is through the development of 

products that are labelled as energy-efficient. There is a lack of insights into how consumers 

perceive and gain benefits from such sustainable products, particularly so regarding the non-

functional and non-economical benefits and into how culture influences those benefits. The 

purpose of this study is to investigate consumer perceived non-functional and non-economical 

benefits that are associated with energy-efficient products, in order to gain a deeper 

understanding on how the Swedish compared to the Thai culture influence consumers perception 

of energy efficient products within the home appliance industry. The literature review regarding 

the symbolic meaning of products concludes that the most relevant perceived benefits of 

products includes emotional-, self-expressiveness-, and social benefits. A cross-cultural 

quantitative study performed in Sweden and Thailand determines that culture influences 

consumers understanding of products and thereby influence their perceived benefit from energy-

efficient home appliances. How culture influences consumer perceived benefits depends on the 

characteristics of the different cultural dimensions established by Hofstede (2010), involving: 

power distance, masculinity, individualism, uncertainty avoidance, and long-term orientation. 
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 1. Introduction 

1.1 Problem background 

”Since there are as many definitions of sustainability as there are consumers, the issue for 

marketers becomes a matter of trying to understand how the definitions generally differ 

between different consumer groups.” (Consumer Insight Manager, Electrolux, 2013) 

Sustainability has been a part of local, national, and international environmental discussions for 

well over a decade and is now often used in more mainstream contexts (Hannon & Callaghan, 

2011). The broad framework of sustainability can be defined and interpreted in several ways, and 

hence there are many different methods for companies to engage in sustainability issues. The 

sustainability concept is often used by companies as a business goal which is a way of forcing 

themselves to take actions to make a positive impact on environmental, social and economical 

aspects in the society. According to Sheth et al. (2011) sustainability is a “mega trend” and most 

executives are aware of the significant challenge that sustainability may have for competitiveness 

and perhaps even the survival of their companies. Some companies take the extra step and aim at 

integrating the “sustainability” framework into the company’s policy and product offerings 

(Sheth et al., 2011). According to the Sustainability Director of a global home appliance 

company, it is essential for global companies to understand the macro trends where sustainability 

is an increasingly important part and adjust the company’s policy accordingly (Sustainability 

Director, 2013). This leads companies to develop technologies that maximize the efficiency of 

their products, these products are often are labelled with environmental claims (McDonald & 

Oates, 2006), and referred to as environmentally friendly products, or “green products” (Horne, 

2009).  

Companies that particularly have to pay attention to environmental demands from consumers are 

the ones that sell products that require some kind of energy in order to function as energy 

consumption is a highly debated issue today (Grafström, Göthberg & Windell, 2008; The 

Ecologist, 2012). Companies falling under this category can for example be the manufacturers of 

electronic devices as TV's or refrigerators (The Ecologist, 2012). One industry that bears this 

characteristic is the home appliance industry where environmentally conscious consumers are 

looking to minimize their energy consumption and their environmental impact by purchasing 

energy efficient home appliances. For the home appliance sector the most visible product 
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attribute regarding sustainability is perhaps the energy-efficiency labels that are attached to 

products on the shop floor. These labels have the purpose to inform consumers of the energy 

consumption, operation costs, and the environmental impact of the product. (New EU Energy 

Label, 2013; Thai Ministry of Energy, 2013). 

Studies have shown that labelling a product as environmentally friendly helps that product to 

gain market shares (Chen & Chang, 2012; Purohit, 2012), and that eco-labels like the energy 

efficiency labels actually influences consumers purchase decisions (Sammer & Wüstenhagen, 

2006; Heinzle & Wüstenhagen, 2012). One extensive study has also shown that energy efficient 

home appliances labelled with the highest rating causes a willingness to pay that is at least equal 

to the monetary value of reduced energy over the lifetime of a product (Sammer & Wüstenhagen, 

2006). What is perhaps the most important aspect from a company perspective is that energy 

efficiency labels serves as marketing tools as they can be used to promote energy efficient and 

well performing products to end users. (New EU Energy Label, 2013; Heinzle & Wüstenhagen, 

2012) This implies that it is not only for economical and functional reasons that consumers buy 

home appliances with high energy efficiency. There are also other underlying reasons for why 

consumers buy these energy efficient home appliances, and if companies understand what kind 

of value consumers derive from these non-functional and non-economical product attributes, it 

would facilitate the marketing of energy efficient home appliances. 

1.2 Problem discussion 

While sales of home appliances are seeing stagnations in the developed countries due to the 

economic downturn, sales are progressively increasing in the emerging markets such as Central 

America or Asia, that are characterized by a growing middle class population. The sales in the 

emerging markets are in fact large enough to cover up the stagnations in the developed countries 

and even make the overall global home appliance industry to continue to grow. Raised incomes 

in the emerging markets leads to a rapidly growing middle class and an increased purchasing 

power. When going from being lower class to middle class consumers tend to buy home 

appliances as a first step in making their everyday life a bit more luxurious. (Electrolux Annual 

Report, 2011; Reuters, 2013) The home appliance industry is facing a global market with 

numerous potential customers to compete about, especially in the emerging markets. The world 

moves towards a situation where economic power will be more widely dispersed and the 
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emerging markets will hence play a critical role in determining the future success of 

multinational companies (Lacy & Hayward, 2011). 

As the world consumption is increasing (Sheth et al., 2011) today's consumers are increasingly 

aware of both their and companies' impact on the environment. In the emerging country of 

Thailand consumers are more than ever aware of the environmental consequences of their 

consumption since the big flooding in 2011 (General Manager, 2013) and in the developed 

country Sweden, consumers’ environmental awareness is continuously growing as consumers 

want to make sure that they are contributing to a sustainable society (Sustainability Director, 

2013). The increased focus on sustainability means that consumers have more and more come to 

value sustainability as product attribute and it follows that the demand of sustainable products is 

accelerating (Simpson & Radford 2012). Consumers’ attitude towards sustainability is influenced 

by culture and differs between emerging markets and developed markets (Caprar & Neville, 

2012). Several studies have shown that individuals’ attitudes and behaviors regarding ethical 

issues such as sustainability are influenced by culture. Culture includes several dimensions and 

values, which makes it a complex concept (Christie, Kwon, Stoeberl & Baumhart, 2003). Culture 

will therefore influence consumers perception of value connected to sustainable product 

attributes. Operating on a global market, it is important that home appliance companies 

understand how consumers define and perceive value of energy efficient home appliances in 

different cultures. 

According to the psychology literature, value is determined based on how much the consumer 

has to sacrifice for a product and how much it benefits from the product (Chang and Dibb, 2012). 

The perceived value of a product is based on the customers’ experiences and is a result of a 

trade-off between perceived benefits and perceived sacrifices (Merle, Chandon, Roux and 

Alizon, 2010;  Andrews, Drennan & Russell-Bennett, 2012). From a marketing perspective it is 

the benefits part of value that will attract customers to sustainable product attributes and thus this 

paper will mainly focus on consumers’ perceived benefits of energy efficient home appliances. 

As environmental awareness and sales of home appliances is growing in emerging markets it 

becomes vital for home appliance companies to understand how the view on non-functional– and 

non-economical benefits of energy efficient home appliances differs between emerging and 

developed markets. Previous research shows little or no insights into how these benefits are 

related to each other as well as into how they differ between countries. Following the 
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recommendations from Heinzle & Wüstenhagen (2012) this study is an attempt to close this 

research gap by investigating the perception of energy efficient home appliances across 

countries. Further, there is no research available today that maps out how consumers’ perceived 

benefits of energy efficient home appliances differ between the two distinct cultures of Sweden 

and Thailand.  

1.3 Purpose and Research question 

The purpose of this study is to investigate consumer perceived non-functional and non-

economical benefits that are associated with energy-efficient products, in order to gain a deeper 

understanding on how the Swedish compared to the Thai culture influence consumers perception 

of energy efficient products within the home appliance industry.  

 

The research question for this paper is thus: How do consumers’ perceived benefits of energy 

efficient home appliances differ between the Swedish and Thai cultures? 

1.4 Disposition of the Paper and Research Contribution 

In order to answer the research question stated above there is a need to determine what 

theoretical aspects that are going to be compared. Hence, this paper starts with a literature review 

where the most commonly discussed non-functional and non-economical benefits of products are 

concluded to be emotional- self-expressiveness- and social benefits. This is continued by an 

examination of green perceived benefits. The literature review proceeds with a description of 

Hofstede’s cultural dimensions with an emphasis on how they differ between Sweden and 

Thailand. The literature review is followed up with a theoretical conceptualisation where the 

authors state propositions based on how emotional-, self-expressiveness-, social- and green 

perceived benefits should differ between the countries based on the different characteristics of 

Hofstede’s cultural dimensions. The stated propositions are tested with a quantitative study. 

Further the findings from this study are discussed by applying company insights from Electrolux 

that are collected through a qualitative study. 

There is no proper research regarding consumers perception of sustainability available today that 

maps out consumers perceptions or attitudes towards energy-efficiency labels, especially so with 

regard to culture (Heinzle & Wüstenhagen, 2012; van Dam & van Trijp, 2011). This study serves 

as an investigation of the possibilities for future research regarding sustainability to further 
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emphasize cultural effects on consumers’ perception of sustainable product attributes. This study 

also shows if and how the marketing strategies behind the promotions of energy efficient home 

appliances should be adapted according to cultural circumstances affecting consumers’ 

perceptions in the different cultures. In addition, the results from the study contribute to 

government energy-conservation agencies when designing strategies for the communication of 

energy-efficiency labels to consumers. 

2. Literature review 

The purpose of this study is to investigate consumer perceived non-functional and non-economic 

benefits that are associated with energy-efficient products within the home appliance sector in 

order to gain an understanding of how culture affects these benefits. This section will describe 

the theoretical framework behind the developed theoretical concept that is employed to 

investigate the research question of this paper. Firstly, the characteristics of value are clarified. 

Secondly the symbolic meaning of products including the aspects of emotional-, self-

expressiveness-, and social benefits are explained and tied to green products. Further, perceived 

benefits of green products are described. Finally Hofstede’s cultural dimensions are explained 

and connected to the two studied countries. The section ends with a summary of the theory, 

where the authors tie the theoretical concepts together by stating propositions that will be tested 

in order to answer the state research question. 

2.1 Consumer perceived value 

Value is one of the major concepts in marketing. Offering and delivering superior consumer 

value is important and it has become an everyday concern for marketing managers (Merle, et al., 

2010). According to the new stream of ideas referred to as “The Service-Dominant logic of 

marketing” (Vargo & Lusch, 2004; Vargo & Lusch 2008) the value of a product is created 

through collaboration between producer and consumer. This process is called co-creation of 

value, which is an interactional process (Grönroos & Voima 2013; Vargo & Lusch 2008). Vargo 

& Lusch (2008) argues that the customer is always a co-creator of value and that a company can 

only offer value propositions. Further, in the Service-Dominant logic of marketing, products are 

seen as distribution mechanisms for services and the consumer's role in the delivery process is to 

learn how to use, maintain, repair and adapt the appliance to its specific usage situation, needs, 

and behaviours (Vargo & Lusch, 2004). This fact is often referred to as “value-in-use”, 
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(Ballantyne & Varey, 2006; Vargo & Lusch, 2004; Vargo & Lusch 2008; Grönroos & Voima, 

2013). Grönroos and Voima define value-in-use as: “the extent to which a customer feels better 

off (positive value) or worse off (negative value) through experiences somehow related to 

consumption” (Grönroos & Voima, 2013, p.136). Hence, in summary, customers create value 

through usage and value is co-created during direct interactions of parties (Macdonald, Wilson, 

Martinez & Toossi, 2011). In order to gain competitive advantages, companies therefore need to 

obtain and maintain knowledge about consumer perceived value and how they identify that value 

(Vargo & Lusch, 2008). This is stated by earlier research showing that the more value a 

consumer perceive the more loyal it will become towards a company (He & Li, 2011). 

Further, since the middle of the 20th century the idea that products provides consumers with 

more benefits than just the benefit stemming from the products’ practical function have been 

discussed. At this point in time it had been observed that consumers do not only purchase 

products for their utilitarian benefits and that therefore there has to be some other meaning to the 

products that appeal to consumers (Levy, 1959; Szmigin, 2003). These other reasons for why 

consumers buy certain products are manifold, it can for example be family pressure, other social 

pressure, advertising or colourings. The list of reasons is endless and it is obvious that products 

possess other benefits than the purely functional or economical ones. This type of benefits is in 

research usually referred to as the symbolic meaning of goods (Levy, 1959). 

2.2 The symbolic meaning of goods 

Levy defines the word symbol as: “a general term for all instances where experience is mediated 

rather than direct; where an object, action, word, picture, or complex behaviour is understood to 

mean not only itself but also some other ideas or feelings” (Levy, 1959, p. 119). This symbolic 

meaning of goods also has a mobile quality, as cultural meaning is transferred from the culturally 

constituted world and ultimately ends up in the good. The culturally constituted world could be 

explained as: “... the world of everyday experience in which the phenomenal world presents itself 

to the individual's senses fully shaped and constituted by the beliefs and assumptions of his/her 

culture, the way the phenomenal world presents itself to the individuals’ senses” (McCracken, 

1986, p.72). The main way that cultural meaning is transferred from this world to goods is 

through advertising. Marketing and advertising campaigns plays a central role in creating and 

communicating the meaning of goods and brands, as advertisements or other promotion 

campaigns tend to inject certain ideas about a good or a brand to the marketplace (Ligas & Cotte, 
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1999). In advertising campaigns goods are often shown in a surrounding of something culturally 

familiar in order to get the consumer to associate the culture she already knows about with the 

good, which she yet has to attach meaning to. When for example a new product within the 

segment of green products is introduced via marketing campaigns it is often presented 

surrounded by green colours and leafs or threes, as these things have come to be associated with 

a healthy nature and environment (McCracken, 1986). Consumers’ understanding of the 

symbolic meaning of goods is also influenced by various socialization structures and is 

transmitted in a cultural process by agencies of socialization such as family, peers, nationality, 

and media etc. (Corneo, 2009). 

Finally, the cultural meaning of goods moves from the good to the consumer with the help of 

“rituals” performed by the consumers when using or preparing to use the good. When the 

consumer is using a good she is also equating herself with the symbolic meaning of that good 

(McCracken, 1986). One example is that a consumer who is using recyclable envelopes may do 

so because she thinks it symbolizes that she cares for the environment (Elliott & Wattanasuwan, 

1998). Symbolic attributes of goods are extra important when it comes to highly visible products. 

The typical example of a highly visible product that consumers buy and evaluate according to 

such attributes is an automobile. Even products as kitchen appliances that typically are viewed 

upon as functional or utilitarian are often selected based on symbolic attributes (Sheth, Newmann 

& Gross, 1991). The symbolic meaning of goods can be based on individual feeling, attitude, 

judgment and the individuals desired opinion of herself as well as how the individual desires to 

be perceived by others (Corneo, 2009). 

There are different types of benefits connected to the idea of the symbolic meaning of goods. 

Emotional benefits is a concept that has been given attention in earlier research as one of the 

most debated non-functional and non-economical benefits that consumers can perceive (Levy, 

1959 and Tomaseti & Ruiz, 2009). Belk (1988) elaborates on the idea of the symbolic meaning 

of goods and claims that consumers knowingly or unknowingly regard their possessions as parts 

of themselves, which is in line with the concept of self-expressiveness benefits according Merle 

et al. (2010). In addition, social benefits have also been given attention in earlier research in 

relation to non-functional and non-economical benefits. All these benefits are interconnected 

with the idea of the symbolic meaning of goods (Levy, 1959).  
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2.2.1 Emotional benefits 

Sheth, et al. (1991) defines emotional benefits as: “The perceived utility acquired from an 

alternative’s capacity to arouse feelings or affective states. An alternative acquires emotional 

value when associated with specific feelings or when precipitating or perpetuating those feelings. 

...” (Sheth, et al., 1991, p.161) Emotional benefits refer to the feelings, emotions or experiences 

that a consumer feel when evaluating or using a product. Emotional benefits are acquired when a 

product is associated with specific feelings and when a product is increasing or strengthening 

certain feelings (Andrews et al., 2012; Lin & Wang 2012). A consumer can derive emotional 

benefits from a product when feeling enjoyment, pleasure or the satisfaction of achieving a goal 

when buying or using a product (Kazakeviciute, & Banyte, 2012; Merle et al,, 2010). This can 

for example be feelings of joy that a consumer feel when watching a movie but it can also be the 

trust and commitment felt towards the manufacturer of a product (Lapierre, 2000; Smith & 

Colgate, 2007). By sensing the security based on the trust towards a manufacturer the consumer 

can experience emotions that are of benefit for her (Sheth et al., 1991). Emotional benefits that 

consumers can derive from environmentally friendly products are according to Koller, Floh and 

Zauner (2011) the positive feelings that the consumer experiences when using an 

environmentally friendly product as it is compatible to conservation of the environment (Koller, 

et al., 2011). 

2.2.2 Self-expressiveness benefits 

Belk (1988) states that as consumers we define ourselves based on the products or things we 

possess and that we thus “are what we own”. The implications from this reasoning is that 

consumption becomes a process of self-definition for the consumer as she is buying goods based 

on how she wants to perceive herself and also how she wants to be perceived by others (Elliott & 

Wattanasuwan, 1998). This is in accordance with Merle, et al’s. (2010) arguments about self-

expressiveness benefits. Merle et al. explains that a consumer can derive benefits from the 

opportunity to possess a product that reflects one’s own personality and image. Self-

expressiveness benefits are of a self-oriented character and refer to the fact that individuals seeks 

to own a product that fits their own self-image (Merle et al., 2010). 

The concept of a real-self and an ideal-self extends this idea and Belk's idea that we are what we 

own by dividing a person’s perception of the self into two parts: The real-self that refers to what 
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a person considers herself to be in the present moment. The ideal-self that refers to what a person 

ideally strives to become in life. When an individual consumes a product it does so in 

congruence with either the real-self or the ideal self, or both. The ideal self in particular has some 

interesting implications for consumers' consumption choices as it is stated that individuals who 

mainly strive for an ideal-self also tend to value the emotional or social attributes of products 

(Alex & Joseph, 2012).  

2.2.3 Social benefits 

The symbolic attributes makes it possible for consumers to use products as ways of socially 

expressing themselves (Levy, 1959; Tomaseti & Ruiz, 2009). Hence, consumers can derive 

social benefits from products. Sheth, et al. (1991) defines the value stemming from these benefits 

as social value, which is explained as: “The perceived utility acquired from an alternative’s 

association with one or more specific social groups. An alternative acquires social value through 

association with positively or negatively stereotyped demographic, socioeconomic, and cultural-

ethnic groups...” (Sheth et al., 1991, p.161) This is in line with the uniqueness benefits that 

Merle et al., (2010) define as benefits that are acquired from the opportunity to present personal 

uniqueness using the customized product (Merle et al., 2010). 

Individuals who care for environmental issues when making purchases also tend to place high 

importance on relationships with others. Consumers can thus signal to others that they are social 

persons by buying an environmentally-friendly product. This is a type of social benefit that 

consumers can derive especially from green products (Koller et al., 2011). Further, owning an 

environmentally-friendly product also signalizes a personal statement of being environmentally 

conscious to other individuals. (Koller et al., 2011) Current research describes that status can be 

an underlying reasons for why some consumers are ready to pay more money from 

environmentally-friendly products. If a consumer signalizes to others that she is using more 

expensive products and care for the environment she also signalize that she care for the greater 

good of the society's well-being. The consumer thus shows others that she is ready to incur costs 

for others benefits and therefore status can be a reason for why consumers also perceive social 

benefits from environmentally friendly products (Griskevicius, Tybur & Van den Bergh, 2010).  
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2.3 Perceived benefits of green products 

Consider the example of the consumer buying recyclable envelopes because it symbolizes a care 

for the environment. As the good is considered an extension of the owner, this means that the 

consumer considers herself to be environmentally conscious and care for the environment. 

Advertising over the last years has increasingly started to rely on these beliefs and 

communicating to the consumers in a way that appeal to their positive emotions when using a 

product that is good for the environment. Companies’ communication to customers of their 

sustainability work and their environmentally friendly products is in the literature usually 

referred as “green marketing” (Chen & Chang, 2012). This area of research provides insights 

into why a company can gain market shares by promoting their green products. An important 

explanation for this is the concept of “green perceived value”. The concept is brought forward by 

Chen & Chang (2012) and originates from the concept of perceived value. The definition of 

green perceived value can be understood as “a consumer’s overall appraisal of the net benefit of 

a product or service between what is received and what is given based on the consumer’s 

environmental desires, sustainable expectations, and green needs” (Chen & Chang, 2012, 

p.505). Green perceived value is similarly to consumers’ perceived value in general highly 

subjective, as the value of a product will be perceived differently according to the individual 

consumers' needs and expectations (Dunlap & van Liere, 1978; Soyez, 2012). Consumers’ 

sustainable expectations regarding a certain product are influenced by the consumer's experience 

of the product, advertisements and credibility. It has been shown that if a consumer expects or 

perceives a product to be effective in terms of preserving the environment this will increase the 

consumer's motivation to buy or use this product (Purohit, 2012). Consumers can perceive that a 

product preserves the nature because it is manufactured from raw materials that has low or no 

impact on the environment, and because it has a minimal impact on the environment when it is 

used as well as because it will last longer than other similar products and that way will minimize 

the society's disposable consumption (Simpson & Radford, 2012). 

It has been argued that there are two major underlying orientations for why individuals value 

green product attributes. Firstly, individuals appreciate the environment and want to care for it 

because they have developed an understanding and a sense of an interrelationship between 

themselves and the nature (Dunlap & van Liere, 1978; Soyez, 2012). This is more common in 

individualistic cultures where individuals care for the environment because of a concern for 
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nature and the environment itself (Soyez, 2012).  Secondly, individuals views the humankind as 

being dependent on the natures well-being and reasons that if the environment is hurt we humans 

will suffer from it (Stern, Dietz, & Kalof, 1993; Soyez, 2012). This is more common in 

collectivist cultures where individuals that care for the environment does so because of concern 

for other human (Soyez, 2012)  

2.4 Sustainability and culture 

Several studies have shown that individuals’ attitudes and behaviours regarding ethical issues 

such as sustainability are influenced by culture. Culture includes several dimensions and values 

which make it a complex concept and it can therefore never be treated as a single independent 

variable affecting attitudes (Christie et. al., 2003). Cultural systems are interrelated with 

educational, financial and political systems and are in collaboration with these systems affecting 

behaviours and attitudes (Caprar & Neville, 2012). This implies that individuals’ behaviour and 

attitude regarding sustainability will differ depending on what culture they live in. In a study 

regarding the adoption of sustainable business practices performed by the European Sustainable 

Investment Forum it is displayed that there is a large difference between emerging and developed 

nations in how well implemented sustainable ideas are. This indicates that attitudes regarding 

sustainability differ between emerging and developed nations (Eurosif, 2010). This reasoning is 

further strengthened by studies showing that individuals’ decision making processes regarding 

ethical issues are influenced by cultural dimensions (Beekun, Hamdy, Westerman & 

Hassabelnaby, 2008). When comparing attitudes in two nations it is therefore necessary to do so 

based on the same cultural dimensions in both countries. The most common cultural dimensions 

used for this type of studies are Hofstede’s five dimensions of culture. These dimensions are 

highly debated but nevertheless accepted in research and have been validated in additional 

studies (Christie et. al., 2003; Hoppe, 1990; Sondergaard, 1994). Hofstede´s five dimensions of 

culture are constituted by Power Distance (PDI), Individualism (IDV), Masculinity – Feminity 

(MAS), Uncertainty Avoidance (UAI), and Long-Term Orientation (LTO) (Hofstede & Minkov, 

2010). Based on Hofstede’s original work further studies have contributed to develop a score 

level for several countries ranging from 0 to 100 that can be assigned to each one of the 

dimensions (The Hofstede Centre, 2013). The table below shows a comparison of the scores on 

the dimensions between the two nations in focus for this study, Sweden and Thailand. 

Diagram 1. The ratings for the five cultural dimensions in Sweden and Thailand. 
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(Source: http://geert-hofstede.com/sweden.html) 

By comparing Sweden with Thailand based on the scores in Diagram 1 we can first see that there 

are differences in all dimensions. PDI is rated on 31 for Sweden compared to 64 in Thailand. 

This is interpreted as Thai individuals expect and accept to a larger extent than Swedes that 

power is distributed unequally in organizations and institutions and thereby accepting to a larger 

extent to be controlled by superiors (Hofstede & Minkov, 2010, p. 60). IDV is rated on 71 for 

Sweden and 20 for Thailand which should be interpreted as Swedes are more prone to take care 

of themselves and only care about their direct family whereas Thai individuals are highly 

collectivistic and thereby engage in long-term commitment with family and extended individuals 

and also take high responsibility for other members of their group (Hofstede & Minkov, 2010, p. 

90). Even though there is a difference for the ratings for MAS both countries are considered as 

feminine which implies that the society is not characterized by competition and that dominant 

values are caring for others and where quality of life is a measurement of success. The Thai 

culture still receives a higher rating for MAS which indicates that the Thai culture is more 

characterized than the Swedish culture by competition and achievement (Hofstede & Minkov, 

2010, p. 138). Thailand’s higher UAI rating shows that individuals feel threatened by unknown 

or ambiguous future outcomes and therefore are more prone to try to control the future by for 

example laws and regulations in order to avoid the unexpected. Sweden’s lower rating on this 

aspect indicates that Swedes have more relaxed attitudes and that individuals believe that there 

http://geert-hofstede.com/sweden.html
http://geert-hofstede.com/sweden.html
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should be no more rules than necessary (Hofstede & Minkov, 2010, p. 189). As many other 

western societies Sweden receives a low rating for LTO while Thailand receives a somewhat 

high rating. This means that Thai individuals more search for virtue and emphasizes doing what 

is morally right compared to Swedes that seeks a more immediate reward and where 

circumstances at a specific time decides what is right and wrong to do (Hofstede & Minkov, 

2010, p. 247).                    

 2.5 Theoretical conceptualisation 
 

Based on the literature review this section will argue for how the aspects of non-functional and 

non-economical benefits of energy efficient products can be tied to Hofstede’s cultural 

dimensions. The authors will state propositions as to how the consumers perceived benefits of 

energy efficient home appliances should differ between the Swedish and Thai cultures according 

to the discussed literature.  

2.5.1 Relationships between consumers perceived benefits 

Consumers have different attitudes and behaviours that will affect their perceived benefits 

(Andrews et al., 2012; Chang & Dibb, 2012). Psychological factors such as attitudes and 

behaviours are often overlapping and depend on each other (Costello & Osborne, 2005). It is 

therefore reasonable to assume that the perceived symbolic meaning of goods regarding 

environmental care such as emotional, self-expressiveness, and social benefits are interrelated 

with each other as well as with the green perceived benefits of energy-efficient products. Culture 

is a large influential factor impacting consumers’ attitudes (Chang & Dibb, 2012). According to 

Hofstede’s five dimensions of culture, there are considerable differences between Sweden and 

Thailand for all five dimensions. This implies that individuals living in those cultures generally 

have different attitudes and prioritizations (Hofstede & Minkov, 2010). Cultural systems affect 

behaviors and attitudes and thus individuals’ ideas about sustainability will differ accordingly. 

There are substantial differences in how well developed sustainability as a subject is between 

emerging and developed markets (Caprar & Neville, 2012).  

Proposition 1:  The relationships between the perceived benefits will be affected by culture and 

therefore have different characteristics in Sweden compared to Thailand. 
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2.5.2 Factors influencing consumers understanding of energy efficient 

refrigerators 

How a consumer determines the symbolic meaning of a product depends on how meaning is 

transmitted through the culturally constituted world (McCracken, 1986). The culturally 

constituted world differs in terms of national culture between Sweden and Thailand (Hofstede & 

Minkov, 2010). This opens up the possibility and likelihood that energy-efficient home 

appliances will symbolize different things on the two studied markets. The consumer’s 

understanding of the culturally constituted world is further influenced by for example family, 

peers, nationality, news, media, advertisements and other such factors. As the Thai culture is 

more collectivistic and have higher power distance than the Swedish culture, Thai individuals 

place higher importance on extended family and friends, and accepting to a larger extent to be 

controlled by superiors than Swedish culture. Swedish consumers on the other hand evaluate 

what is right and wrong according to current circumstances as the Swedish culture is more short-

term oriented.  Hence, it is relevant to propose the following: 

Proposition 2: Thai consumers understanding of the energy-efficiency label is to a greater extent 

influenced by relationships and superiors than Swedish consumers, while Swedish consumers to 

a greater extent than Thai consumers are influenced by urgent environmental reports.  

2.5.3 Symbolic benefits of environmental care 

The Swedish culture is to a lower extent than the Thai culture characterized by a long-term 

orientation. This means that Swedish individuals generally seek more immediate rewards and 

evaluates situations based on current circumstances (Hofstede & Minkov, 2010). This short-term 

orientation of the Swedish culture with immediate reward seeking can be related to emotional 

benefits in the sense that emotional benefits refer to the feelings or emotional experiences a 

consumer feel when evaluating or using a product (Andrews, et al., 2012). Emotional benefits 

arise when consumer gain feelings of enjoyment, pleasure or the satisfaction of achieving a goal 

when buying or using a product (Kazakeviciute & Banyte, 2012; Merle, et al., 2010). 

Proposition 3a: Emotional benefits of caring for the environment are more important in Sweden 

than in Thailand. 

The satisfaction of achieving a goal is closely related to the fact that consumption is a process of 

self-definition as consumers define themselves based on the products they possess (Elliott & 



19 

 

Wattanasuwan, 1998). Based on what the product symbolizes, consumers buy products that are 

in line with their ideal self, or in other words: the person they want to become (Alex & Joseph, 

2012). When consumers buy a product that makes them take a step towards becoming their ideal 

self, satisfactory feelings of achieving a goal will arise. This is in accordance with the Thai 

culture that has a higher long-term orientation than Sweden and as such individuals tend to have 

more long-term goals of what they want to achieve in life. (Hofstede & Minkov, 2010) 

Proposition 3b: Self-expressiveness benefits of caring for the environment are more important in 

Thailand than in Sweden. 

The Thai culture is characterized by a lower individualism than the Swedish culture which means 

that Thai individuals are more collectivistic and engage in more long-term commitments as well 

as takes responsibility for extended family and friends (Hofstede & Minkov, 2010). Thai 

individuals thus tend to care for what others think about them. This relates to the social benefits 

of environmental care, where consumers through a product can socially express and present 

uniqueness about themselves to others (Merle, et al., 2010). Moreover, an individual who care 

for environmental issues when making purchases tend to place high importance on relationships 

with others and thus they can signal to others that they are social individuals by buying an 

environmentally-friendly product (Koller et al. 2011). Status can also be an underlying reason for 

why some consumers choose a certain product. If a consumer signalizes to others that it is using 

specific green products and care for the environment it also signalize that it cares for the greater 

good of the society's well-being by showing others that it is ready to incur costs for others 

benefits (Griskevicius et al., 2010). This is also consistent with the low individualism and the 

high masculine dimension of Thai culture, where the culture is more characterized by 

competition and achievement at the same time as individuals care more about what others think 

about them. (Hofstede & Minkov, 2010)  

Proposition 3c: Social benefits of caring for the environment are more important in Thailand 

than in Sweden.   

2.5.4 Green perceived benefits 

Consumers green perceived benefits of a product is based on the consumer’s environmental 

desires, sustainable expectations, and green needs (Chen & Chang, p.505, 2012). Further, there 
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are two main underlying reasons for consumers to care for the environment. One is that they 

appreciate the environment and that they feel that nature has become a part of their life (Stern et 

al., 1993; Soyez, 2012), while other reason is that the humankind is dependent on nature’s 

resources (Dunlap & van Liere, 1978; Soyez, 2012). The thought that nature is part of human life 

is more common in individualistic cultures where individuals care for the environment because 

of the concern for nature and the environment itself. Whereas consumers that are seeing the 

nature as humankind’s resources is more common in collectivist cultures, where individuals care 

for the environment because of concern for other humans (Soyez, 2012). Consumers that see the 

nature as a part of human life is related to the Swedish highly individualistic culture, while Thai’s 

highly collectivistic culture is more related to the thought that consumers see nature as 

humankind’s resources and care for nature due to a care for other  human-beings. Thus it is 

reasonable to propose: 

Proposition 4a: Swedish consumers think that green perceived benefits of energy efficient 

products are more important than Thai consumers. 

Consumer perceived benefits of green products are largely determined by the products’ 

effectiveness of preserving the environment (Purohit, 2012). The three main aspects of 

environmental preservation are products that are manufactured from environmentally friendly 

raw materials, products that have a minimal impact on the environment when being used, and 

products with a high durability (Simpson & Radford, 2012). The aspects of minimal impact on 

the environment when the product is used can be related to the lower long-term orientation in the 

Swedish culture as this means that Swedish consumers are seeking for more immediate rewards 

and where circumstances at a specific time decides what is right and wrong to do (Hofstede & 

Minkov, 2010).  While, the Thai culture is characterized by high uncertainty avoidance and 

individuals feel threatened by unknown outcome together with high long-term oriented, Thai 

consumers therefore should be more concerned about a high durability of the product. Thus, the 

importance of environmental preservation attributes of products will differ between countries.  

Proposition 4b: A minimal impact on the environment when the product is being used is a more 

important aspect of environmental preservation in Sweden than in Thailand, while a high 

durability of the product is a more important aspect in Thailand than Sweden. 
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Table 1. Proposition connected to theoretical concepts and cultural dimensions 

Propositions Theoretical concepts  Cultural dimensions 

1 Non-functional and non-economical per-

ceived benefits (=perceived symbolic bene-

fits) and green perceived benefits 

All  five dimensions 

2 Influential factors of consumers understand-

ing of energy efficient product. 

Individualism, Power Distance, Long-Term 

Orientation 

3a Emotional benefits Long-Term Orientation  

3b Self-expressiveness benefits Long-Term Orientation 

3c Social benefits Individualism, Masculinity - Feminity 

4a Green perceived benefits Individualism 

4b Environmental preservations Long-term Orientation, Uncertainty Avoidance 
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3. Methodology 
 

In this section the procedure of this study will be described, beginning with the research 

approach and the framing of the study. This is followed by descriptions of the quantitative and 

qualitative studies that have been conducted. 

3.1 Research approach 

The purpose of this study is to investigate consumer perceived non-functional and non-

economical benefits that are associated with energy-efficient products, in order to gain an 

understanding on how the Swedish compared to the Thai cultures influence consumers 

perception of energy efficient products within the home appliance industry. This research takes 

on an inductive approach (Saunders, Lewis, Thornhill, 2009). Prior research of this kind has not 

been found by the authors and thus this study is of an exploratory character. When performing 

this kind of studies it is recommended that data is collected from several sources in order to get 

more than one perspective on the phenomena being studied in order to certify that the data 

collected is triangulated and the accuracy of it assured (Saunders et. al., 2009). This is the reason 

for why the authors chose to perform a quantitative study on consumers in both countries as well 

as in-depth interviews. Hence this is a multiple-methods study. Further, the research performed in 

this study is of a cross-cultural character (Brislin, 1976). A quantitative study was motivated by 

the fact that it was needed to determine a generalizable profile of consumers’ attitudes and 

opinions on the both markets (Saunders et. al., 2009). In debates regarding cross-cultural 

research methodologies the approach of only performing a quantitative study has received 

criticism as there is a risk of missing out on underlying reasons for the results. It is therefore 

recommended that the quantitative research is complemented with qualitative research such as 

interviews as this helps the scholars to understand the studied phenomena in a different way 

(Watkins, 2010). This further motivates that qualitative research has been performed for this 

study. 

3.2 Framing the study 

This paper investigates a recent phenomenon within the area of sustainability and the authors 

initiated the study by selecting an industry to study where sustainability is of high importance. 

After framing in on the home appliance industry, contact was initiated with Electrolux, which is 

a Swedish company selling home appliances on a global scale. Electrolux is a global leader in 
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household appliances and has implemented the sustainability concept into their core capability. 

Electrolux has an extensive sustainability strategy in which they state that they want to raise 

awareness on the importance of energy-efficient appliances and to reduce the energy use in their 

operations. Electrolux are also developing different products on different markets depending on 

how the consumers’ living situations differ between the markets (Electrolux Annual Report, 

2011). This indicates that Electrolux are aware of the cultural differences between nations. These 

facts together with the global reach made Electrolux suitable to examine in order to gain insights 

into recent sustainability trends that are of international character. 

In addition, the Swedish market is chosen because Electrolux's headquarters including the 

sustainability function is located in Stockholm. Further, most of the appliances sold by 

Electrolux in Asia are produced in Thailand and a large part of the production that primarily has 

taken place in Europe and the US has been relocated to Thailand. The fact that the Thai market is 

emerging also contributes to the relevance of this study as it provides managers with implications 

for how to gain market shares on the prosperous emerging South East Asian markets where 

awareness about sustainability is increasing. (Electrolux Annual Report, 2011)  

3.3 Data Collection 

3.3.1 Interviews 

One introductory interview was performed in order to inspire the authors to specific research 

questions within the theoretical area of energy efficient home appliances. Two Interviews were 

performed where the purpose was twofold as the questions asked to the interviewees were of two 

different characteristics. One type of questions were designed to provide the authors with 

inspiration within the subject of consumers perceived value as well as  energy-efficiency labels, 

and the other type were designed in order to provide the authors with empirical information 

about the view on sustainability on the studied markets.  The goal of these interviews was further 

to provide the authors with practical insights into how a home appliance company is working 

with different environmental issues. This way it was possible to have an angle on the study that 

would be of both theoretical and managerial relevance.  

The introductory interview was performed at Electrolux’s headquarters in Stockholm in Sweden 

with a Manager from Electrolux's Consumer Insight department called “Consumer Journey 

Understanding”. The second interview was conducted with the Director for Environment at 
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Electrolux's Group for Sustainability Affairs. The third interview was conducted with 

Electrolux's General Manager in Thailand who has relevant insights into Electrolux's 

sustainability and marketing work in South East Asia. Both interviewees have a thorough 

understanding of today’s sustainability trends and are interviewed as experts within this area. The 

interviews were of a semi- structured characteristic, meaning that the interviewer has a ready list 

of topics to be addressed and questions to be answered, but the interviewer allows the 

respondents to answer the questions freely and extensively and are able to ask follow-up 

questions. The focus of this interview form is that the respondents may develop their point of 

views and ideas in a detailed manner (Saunders et. al., 2009; Denscombe, 2009). The questions 

were sent to the respondents through email on beforehand in order to give the respondents time 

to prepare information.  The interview with the representative from the Consumer Insight 

department in Sweden was implemented through a face to face meeting (Denscombe, 2009). The 

interview with the General Manager in Thailand and the Director for Environment was 

implemented through phone due to time limitations. All interviews were recorded by mobile 

phone as this provides the possibility to listen to the interview again at a later point and that way 

better analyse the responses. The interview with the Consumer Insight Manager was performed 

in Swedish and the interview with the Thai General Manager was performed in Thai. These 

interviews were back-translated in order to avoid misinterpretations stemming from language 

barriers (Brislin, 1970).  

3.3.2 The Survey 

In order to be able to compare consumers perceptions regarding energy efficient products, the  

EU energy label was chosen for the Swedish questionnaire and the no. 5 label was chosen for the 

Thai questionnaire. This section describes background information of the two labeling systems 

and continues by describing how the theory is operationalized in the questionnaire. 
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3.3.2.1 The energy efficiency labelling systems in Sweden and Thailand 

In Sweden the standardized EU energy label is used as the energy 

efficiency labelling system for home appliances. In 1995 the European 

Union presented the EU energy label that is designed to “provide 

consumers with accurate, recognizable and comparable information on 

domestic household products regarding energy consumption, performance 

and other essential characteristics” (New EU Energy Label, 2013). 

Manufacturers and retailers of home appliances are obliged to make sure 

that the standardized label showing the energy efficiency is always 

attached to their products on the shop floor. For refrigerators the label has 

either 7 classes or 10 classes with the rating from A+++ (highest 

efficiency) to D or G (lowest efficiency). Coloured arrows ranging from green to red are used to 

differentiate energy efficient from lower energy efficient products. It also includes exact 

information on how much energy the refrigerator consumes annually in terms of kWh. This way 

consumers are provided with information about which product that uses the least electricity and 

thus also has the lowest operating costs. Additionally, the label shows information about storage 

capacity and noise emission (New EU Energy Label, 2013). 

In Thailand the energy efficiency label called label “no. 5” was 

introduced to the market by the Thai government's department of 

energy in 2006. It shows how energy efficient a refrigerator is on a 

scale ranging from 5 to 1 with 5 being the most energy efficient. 

Contradictory to the EU energy label the no. 5 label is voluntary for 

manufacturers to attach to their products on the shop floor. The 

label includes information on exact energy consumption in kWh 

and what year the product received the stated rating (Thai Ministry 

of Energy, 2013). 

It could be argued that since the Thai Energy scale is voluntary for producers to attach to their 

home appliances on the shop floor it is not comparable to the EU Energy Label that is 

compulsory for producers to attach to their home appliances on all European shop floors. The 

label on the Swedish and the Thai market are in that aspect involving different conditions for 

producers and is from a producer perspective not perfectly comparable. However, as this study 
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has a consumer perspective on the concept of perceived benefits associated with energy efficient 

home appliances, both labels holds the identical aspect of telling the consumer that the home 

appliance is notably more energy efficient compared to the average product on respective 

market. 

3.3.2.2 Questionnaire design / Linkage to theory 

Inspiration for the design of the questionnaire has been collected from previous quantitative 

studies both regarding perceived value in general and from studies regarding perceived value and 

environmentally friendly products in particular. When it comes to studying and conceptualizing 

perceived value in general Sheth, et al.’s study regarding consumer values has served as a 

guideline. Regarding the environmental approach towards perceived value and how to perform 

quantitative studies within this area inspiration and motivation has been found in studies from 

Hur, Kim & Park (2013), Tucker, Pearce, Bruce, McCoy & Mills (2012), and Koller, et al. 

(2011). 

In order to best capture the opinions and attitudes among consumers on the both markets it was 

decided that a questionnaire would be the most appropriate way to determine a general opinion 

on a market. In the questionnaire it was deemed necessary to ask the questions regarding a 

specific home appliance product as this product category is broad and consist of everything from 

air conditioners to washing machines etc. Therefore there was a need to frame in on one 

particular product to avoid distortions stemming from respondents thinking of different products 

when answering questions. The chosen home appliance is refrigerators, since refrigerators are 

constantly operating and thus consumes a great deal of energy. This fact presumably makes the 

energy efficiency an important product attribute regarding refrigerators according to consumers. 

Moreover, as refrigerators often are placed in the kitchen, it could be assumed to be a product 

that the consumers want to show to others that are visiting their homes. Thus, consumers are 

likely to have interesting opinions concerning the non-functional and non-economical attributes 

of a refrigerator. 

The questionnaire have an introductory text where each country's energy label is briefly 

explained and where a “energy efficient refrigerator”  is referred to as a refrigerator receiving the 

highest possible rating on each country's labelling system (Thailand = rating 5, Sweden = rating 

A+++). One type of questions in the questionnaire is rating questions where respondents were 
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asked to state how strongly they agree or disagree with a series of statements on a 5-point likert-

style rating scale (where 5=totally agree, and 1=totally disagree). These types of questions are 

appropriate when investigating respondents’ opinions and attitudes (Saunders et. al., 2009). Of a 

total of 20 questions (sub-questions included) 12 were of this kind. 3 questions were ranking 

questions where respondents were asked to rank the perceived importance of factors (where 1 = 

most important, and 3= least important). This makes it possible to see what relative importance 

the categories have for the respondents. 5 questions are category questions as these questions 

were intended to catch opinions and attributes (Saunders et al., 2009). As this study focuses on 

the perceived benefits of energy efficient refrigerators question 7 will not be analyzed since it 

concerns perceived sacrifices.  Table 2 shows how the theoretical concepts are linked to the 

questionnaire. The column “Description” shows how each concept has been operationalized. The 

column “Proposition” shows what propositions the concept is related to while the column 

“Question” shows what question number in the questionnaire that relates to the concept. 

Table 2. Link between the theoretical concepts and the questionnaire 

Theoretical Concept Description Proposition Question 

- Respondents background  1,2 and 4 

Influential factors Factors that influences consumers 

understanding of refrigerators labelled as 

energy-efficient including: 

Relationships: peer groups and friends, 

family and social networking sites 

Superiors: government and celebrities 

Urgents environmental report: news media 

& other web-based communications and 

environmental organisations.  

Message from company: advertisement  

Proposition 2 6 
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Symbolic meaning (in 

general) 

Includes the following: 

● Emotional  benefits 

 

 

● Self-expressiveness 

benefits 

 

● Social benefits 

Consumers thought of what an energy-

efficient refrigerator reflects. 

  

Consumers’ feelings regarding 

environmental care and energy efficient 

refrigerators. 

How environmental care and energy-

efficient refrigerators reflects and defines 

consumers according to themselves. 

How environmental care and energy-

efficient refrigerators reflects consumers to 

others 

Proposition 1 

 

 

Proposition 3a 

 

Proposition 3b 

 

 

Proposition 3c 

10 and 9a 

 

 

3a, 8a and  9b 

 

3b and 8b 

 

 

3c and 8c 

  

Green perceived benefits 

 

        

  

  

  

  

         

 

 

 Includes the following: 

Green importance: refers to the importance 

of choosing an energy-efficient refrigerator 

over one with average energy consumption. 

Green contribution: refers to the extent to 

which the consumers would expect to 

contribute to the environment by using an 

energy-efficient refrigerator. 

Green expectations: refers to the underlying 

reason why consumers care for environment 

and the expected outcomes from doing so. 5 

Preservation of environment: refers to 

aspects of environmental preservation that 

motivate consumers to purchase the product.  

Proposition 1, 4a, 

and 4b 

  

  5 

  

 

13 

  

  

11, 14a, and 

14b 

12 

For an outline of the Swedish version of the Questionnaire see Appendix 4. For a Thai version of 

the questionnaire see Appendix 5. 
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3.3.2.3 Population / Sampling 

The authors decided to hand out the questionnaire to as similar target groups as possible in both 

countries. This means that different results on the studied markets will most likely come from 

differences in national cultures and not from possible differences in the population's average age. 

The target group of respondent was students. Students are a relevant study group because they 

are socially concerned and aware of many global issues. They are also a powerful market 

segment with possible disposable income in the future (Hill & Lee, 2012) Moreover, students are 

generally young adults and are likely to in the perspicuous future move to a new apartment 

which often involves furnishing it with new home appliances. This motivates the choice of 

students as population to study from a managerial perspective as it is these consumers' that 

companies will have to direct their marketing campaigns towards in a few years. Furthermore, 

younger individuals tend to support environmental protection to a greater extent than other age 

groups. This indicates that they also have a greater environmental consciousness and are more 

likely to have opinions regarding environmental issues. (Lee, 2008) Studies have shown that 

young consumers are easier to attract than old consumers as they have not developed loyalties to 

a particular brand in the same extent as older consumers (Anderson & Sharp, 2010). Loyalty is 

particularly important for home appliance companies as these products are not bought very often 

by consumers. If a home appliance company is able to attract a young consumer when it is 

purchasing its first refrigerator this will provide the company with the opportunity build a 

valuable long-term relationship with the consumer. Young consumers are active on social 

networks, blogs and uses tablets and smartphones to quickly and easily communicate and discuss 

their ideas or opinions about brands and products (Powers, Advincula, Austin, Graiko, & Snyder, 

2012). This way they become an important segment for companies to appeal to as the young 

consumers can bring positive attention to the companies’ products and that way attract new 

possible customers. 

3.3.2.4  Procedure 

By structuring the questionnaire exactly the same on both markets the results becomes easier to 

compare between the markets.  In order to make sure that the questions were understandable and 

that they were measuring what the authors intended them to measure they were pilot-tested and 

discussed with a tutor. The pilot-test was performed by asking fellow students to answer the 

questionnaire and explain each question to the authors as they had interpreted it. Required 
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adjustments were then made accordingly so as to strengthen the validity and reliability of the 

questionnaire (Saunders, et al, 2009). The questionnaires were delivered by hand to the 

respondents and collected a few minutes later, a process referred to as “delivery and collection 

questionnaires” (Saunders et. al., 2009). In order to overcome the possible bias emanating from 

different languages and the fact that some words have slightly different meanings in Swedish and 

Thai when translated from English the questionnaire was handed out in English on both markets. 

One author handed out the questionnaires in Sweden at Uppsala University and at Dalarna 

University. The other author handed out the questionnaires in Thailand at The Assumption 

University of Thailand (International University) and at the international department at the Suan 

Sunandha Rajabhat University. All universities are of an international character and were chosen 

so as to avoid language problems for the respondents when answering the questions. Possible 

respondents were also first asked if they were comfortable with the English language and 

questionnaires were only handed out to those who reported that they were comfortable with 

answering the questionnaire in English. The questionnaires were handed out to five to ten 

respondents at a time and the author was present while the respondents filled out the 

questionnaires. The respondents were asked to consult the author if they had concerns regarding 

a question. If they had concerns, the present author could thoroughly describe how the questions 

were supposed to be interpreted. A procedure that minimize distortions stemming from 

respondents interpreting the questions in different ways. The questionnaire was handed out to 

230 respondents in each market, adding up top a total of 460 questionnaires. 

3.4  Method of analysis 

Respondents’ background:  

The questionnaire was handed out to a total of 460 individuals of which 230 were handed out in 

Sweden and 230 were handed out in Thailand. 25 questionnaires in Sweden and 22 in Thailand 

was excluded due to incomplete answers, making a total of 205 questionnaires for Sweden and 

208 for Thailand which adds up to 413 completed questionnaires. In Sweden 162 (79%) 

respondents were between the age of 18-25 and 43 (21%) respondents were between the age of 

26-35. In Thailand 206 (99%) respondents were between the age of 18-25 and 2 (1%) 

respondents were between the age of 26-35. Of the Swedish respondents 121 (59%) respondents 

had seen the EU-Energy label before. In Thailand 152 respondents (73%) had seen the no.5 

energy efficiency label before.  
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Before conducting the statistical tests, all raw data have been cross-checked by both authors in 

order to certify the accuracy of the study. In the upcoming findings section, four types of 

statistical analyses are employed:  

Pearson correlation analysis:  

It is more than common that psychological attributes such as attitudes or behaviors affect and 

depend on each other. When performing studies and analysis upon psychological attributes one 

should therefore not study them as independent variables if it can not be determined that they are 

independent (Fabrigar, Wegener, MacCallum, & Strahan, 1999; Costello & Osborne, 2005). In 

order to illustrate that this study’s stated theoretical concepts are not independent of each other a 

factor analysis was performed. The factor analysis showed that no perceived benefit should be 

studied as an independent variable as neither of the symbolic meanings was independent on each 

other in any country. This was also the case for the variables of green perceived benefits. For 

testing the first proposition a Pearson correlation analysis is performed. The relationships 

between the theoretical concepts of emotional, self-expressiveness, social, and green perceived 

benefits were investigated using Pearson product-moment correlation coefficient in order to 

ensure no violation of the assumptions of normality and linearity. This is a common procedure 

for demonstrating if and to what extent different variables are interdependent. The correlation 

tables is interpreted as follows: A P-value below 0.05 means that the relationship shown in the 

row for Pearson correlation is statistically significant on a 95% level, a p-value below 0.01 

shows a statistical significance on the 99% level. The size of the value in the Pearson correlation 

(R-value) determines the strength of the relationship where a higher value indicates a stronger 

correlation. R-values between 0.10 -0 .29 is considered as positive weak relationships, R-values 

between 0.30 – 0.49 means that the relationship is positive and medium strong, R-values above 

0.50 are considered as positive strong relationships (Pallant, 2010).  

Chi squared test:  

Proposition 2 tests the influence factors impacting consumers understanding of energy efficient 

refrigerators as it in turn will influence consumers’ perceived benefits of the product. Possible 

factors that can influence consumers understanding of energy efficient products are government, 

social networking sites, news media & other web-based communications, peer groups and 

friends, advertisements, environmental organisations, celebrities, and family. Chi squared test of 

category questions are performed for testing this proposition. This is done in order to assess if 
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one category is chosen more often in one country than the other on a statistically significant level 

(Pallant, 2010). For testing this each respondent was asked to choose the 3 most influential 

factors out of 8 stated factors regarding the energy-efficiency label. A Chi Squared test shows 

how often each category is mentioned in respective country and if there is a statistically 

significant difference between the results. The statistical significance shows by Sig. (2-sided), 

where a P-value below 0.05 means that the differences is statistically significant on a 95% level, 

a p-value below 0.01 shows a statistical significance on the 99% level. 

Independent-samples t-test:  

This study has the characteristic of a cross-cultural study and the aim is to compare the results 

from the two studied nations. Independent-samples t-tests are conducted for proposition 3a, 3b, 

3c, 4a and 4b, in order to determine if the results on the two nations differ from each other at a 

statistically significant level. The t-tests are illustrated by tables showing the population (N) for 

each country, Mean for each country, the standard deviation (Std. Deviation) for each country, a 

two tailed significance test (Sig.2 tailed) showing at what level the difference in means are 

statistically significant. A P-value below 0.05 in the row Sig 2-tailed means that the differences is 

statistically significant on a 95% level, p-value below 0.01 shows a statistical significance on the 

99% level. As this study is dealing with large sample sizes (above 100 in each country) there is a 

risk to loose practical and theoretical significance as large sample sizes tend to prove that even 

small differences are statistically significant (Pallant, 2010).  

 

Eta squared test:  

In order to avoid drawing faulty conclusions due to large sample sizes the independent-samples 

t-tests are followed up with calculations of the effect size. The calculations of effect size are done 

by performing eta squared tests. The equation of the eta squared test is (t
2
 / t

2 
+ (N1 + N2 – 2), 

where t is t-value and N1 is the Swedish population and N2 is the Thai population. Eta squared 

tests allows for a determination of the relative magnitude of the difference between the means 

(Levine & Hullet, 2002;Pallant, 2012; Pierce et al., 2004). In the case of this study it means: 

How much of the difference in means can be explained by country. The values from the eta-

squared tests describe the difference level in variance that depends on country and is interpreted 

as follows below: 
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0,01 = Small effect 

0,06 = Moderate effect 

0,14 = Large effect 

(Source: Pallant, 2010) 

  

In addition to the quantitative data from the survey, qualitative data from interviews providing a 

company perspective on sustainability from each of the studied countries will be combined and 

discussed later on in this paper. By linking the data from the questionnaires to the qualitative 

findings the result are triangulated and thereby further validated.    
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4. Findings   

In this section the findings from the quantitative study will first be presented followed by the 

findings from the qualitative study. 

4.1 Quantitative findings 

4.1.1 Relationships between consumers perceived benefits 

Proposition 1 test the relationship between the theoretical concepts of emotional, self-

expressiveness, social, and green perceived benefits. Correlation analyses are used to describe 

the relationship between the perceived benefits. The correlation analyses illustrates that all 

benefits are positively correlated on a statistically significant level except for in one case in each 

country. This means that increases in one type of perceived benefits significantly relate to 

increases in another type of perceived benefits. 

 

Table 3. Pearson Product-Moment Correlations between Measures of Consumers Perceived benefits of 

environmental care and Consumers Perceived benefits of Energy Efficient Refrigerator in Sweden. 

Measures                                                       1              2               3               4              5              6             7 Mean Std. De-

viation 

(1) Emotional      

(2) Self-expressiveness      

(3) Social      

(4) Green importance     

(5) Green contribution    

(6) Green expectations1   

(7) Green expectations2 

 

,667** 

,518**      ,540** 

,256**      ,309**      ,285**            

,248**      ,126          ,222**      ,159*            

,268**      ,197**      ,247**      ,173*      ,493**    

,386**      ,400**      ,269**      ,147*      ,479**      ,411** 

3,81 

3,75 

2,74 

3,66 

3,27 

2,78 

3,48 

,995 

,948 

1,109 

,878 

,948 

1,142 

1,059 
N = 205 

**. Correlation is significant at the 0,01 level (2-tailed). 

*. Correlation is significant at the 0,05 level (2-tailed). 

  

Table 3 illustrates that all of the benefits according to the Swedish consumers are positively 

related at the significance level p=0,01 level or p=0,05, except for the relationship between self-

expressiveness benefits and consumers expected contribution of energy efficient refrigerators. 

The result shows that most of the benefits have weak and medium positive relationships. Except 

for the relationships between emotional-, self-expressiveness and social benefits that are strongly 

related to each other. 

 



35 

 

 Table 4. Pearson Product-Moment Correlations between Measures of Consumers Perceived benefits of 

environmental care and Consumers Perceived benefits of Energy Efficient Refrigerators in Thailand. 

Measures                                                        1             2               3              4               5              6            7 Mean Std. De-

viation 

(1) Emotional      

(2) Self-expressiveness      

(3) Social      

(4) Green importance     

(5) Green contribution    

(6) Green expectations1   

(7) Green expectations2 

 

,567** 

,396**      ,567** 

,377**      ,358**      ,197**            

,349**      ,313**      ,249**      ,538**            

,355**      ,335**      ,133          ,380**      ,405**    

,361**      ,416**      ,219**      ,360**      ,501**      ,518** 

3,79 

3,93 

3,91 

4,07 

3,91 

3,63 

3,89 

,938 

,946 

,925 

,896 

,843 

1,018 

,902 
N = 208 

**. Correlation is significant at the 0,01 level (2-tailed). 

  
  
Table 4 illustrates that all of the benefits according to the Thai consumers are positively related at 

the significance level p=0,01 except for the relationship between social benefits and benefits of 

conserving environmental resources. Weak positive relationships can be found between social 

benefits and all aspects of green perceived benefits. Medium positive relationships can be found 

between social benefits and emotional benefits, and between emotional benefits and all aspects 

of green perceived benefits. There are also medium strong positive relationships between self-

expressiveness benefits and all aspects of green perceived benefits. Strong positive relationships 

can be found between emotional and self-expressiveness, and between self-expressiveness 

benefits and social benefits. Strong positive relationships can also be found between most of the 

green perceived benefits aspects. 

  

Both tables indicate that there are relationships between all benefits that the authors have 

identified. However, not all relationships are considered to be strong, indicating that there are 

others factors that in particular influences the relationships between those benefits that have a 

medium and a weak correlation. 

4.1.2 Factors influencing consumers understanding of energy efficient 

refrigerators  

Perceived benefits are based on customers’ experiences, education, and culture (Chang & Dibb, 

2012). Proposition 2 therefore tests the influence factors impacting consumers understanding of 

energy efficient refrigerators as it in turn will influence consumers’ perceived benefits of the 

product. Possible factors that can influence consumers understanding of energy efficient products 

are illustrated by table 5. The Swe and Th count columns shows how often the factor was 
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mentioned in respective country as well as how many percentages of the total count that is 

constituted by the country’s count.  

 

Table 5. Factors influencing consumers understanding of energy efficiency labels 

                       Measurement 

  

Main reason of caring for nature 

Country total N Count Sig.  

(2-sided) Swe Th Total Swe Th 

Government 205 208 135 46 (34,1%) 89 (65,9%) ,000 

Social networking sites 205 208 145 47 (32,4%) 98 (67,6%) ,000 

News media & web-based com. 205 208 190 115 (60,5%) 75 (39,5%) ,000 

Peer groups and friends 205 208 83 58 (69,9%) 25 (30,1%) ,000 

Advertisements 205 208 203 80 (39,4%) 123 (60,6%) ,000 

Environmental organizations 205 208 163 92 (56,4&) 71 (43,6%) ,033 

Celebrities 205 208 55 1 (1,8%) 54 (98,2%) ,000 

Family 205 208 164 77 (47,0%) 87 (53,0%) ,432 
 

 

The result demonstrates that the Thai respondents understanding of the energy efficiency label is 

more influenced by government, social networking sites, advertising, and celebrities than the 

Swedish respondents. The statistical significance level for all these aspects is p=0,000. The 

Swedish respondents understanding of the energy efficiency label is more influenced by news 

media and other web-based communications, peer groups and friends, and environmental 

organization than the Thai respondents. The statistical significance level for the differences of 

these aspect are p=0,000 and p=0,033. Family is an equally important influence factor in both 

countries. Further, news media & other web-based communications is the most important 

influence factor for Swedish respondents, whereas advertisement is the most influencing factor 

for Thai respondents. The influence factor that differ the most between the countries is celebrities 

as celebrities influence only 1 of the Swedish respondent, while 54 of the Thai respondent were 

influenced by celebrities. 

4.1.3 Symbolic benefits of environmental care 

An independent-samples t-test was conducted for proposition 3a, 3b, and 3c in order to compare 

the rating score of emotional, self-expressiveness, and social benefits for Sweden and Thailand.  
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Table 6. The score of rating score of emotional, self-expressiveness, and social benefits for Sweden and Thailand  

Measurement 

 

 
Benefits of environmental care                                 

N Mean Std. Deviation Sig.  

(2-tailed) 

T-value 

Swe Th Swe Th Swe Th 

Emotional  204 208 3,81 3,79 ,995 ,938 ,830 -,215 

Self-expressiveness benefits 203 208 3,75 3,93 ,948 ,946 ,056 1,916 

Social benefits 202 208 2,74 3,91 1,109 ,925 ,000  11,593 

Missing data: 1,2,3 0 

Total  respondents: 205 208 
 

Table 6 shows that the importance of emotional and self-expressiveness benefits of caring for the 

environment does not significantly differ between the countries. The average rating for the 

importance of social benefits of environmental concern is significantly higher in Thailand than in 

Sweden at the p=0,000 level. The Eta squared test on 0,247 (25 %) shows that country has a 

large effect in explaining the difference in social benefits. This indicates that there is no 

difference between Sweden and Thailand in terms of how important emotional- and self-

expressiveness benefits are. Social benefits on the other hand are more important in Thailand 

than in Sweden.  

  

However, emotional benefits are ranked more often as the most important perceived benefit of 

owning an energy efficient refrigerator in Sweden, and self-expressiveness benefits are ranked 

more often as most important in Thailand. This is indicated by table 7. Table 7 demonstrates the 

average ranking score based on how often each benefit is ranked as the 1
st
, 2

nd
, or 3

rd
 most 

important aspect. The lower the score the more often the aspect has been ranked as most 

important. 

  

Table 7. The ranking score of emotional, self-expressiveness, and social benefits for Sweden and Thailand   

Measurement  

  

Most important  

benefits of environmental care 

N Mean Std. Deviation Sig.  

(2-tailed) 

T-value 

Swe Th Swe Th Swe Th 

Emotional  188 208 1,55 1,94 ,640 ,826 ,000 5,338 

Self-expressiveness  188 208 1,67 1,73 ,619 ,693 ,401 ,841 

Social  188 208 2,94 2,33 2,126 ,811 ,000 -3,665 

Missing data: 17 0 

Total  respondents: 205 208 
 

The results illustrates that the emotional benefits of energy efficient refrigerators are ranked as 

the most important benefits more often in Sweden than in Thailand. This difference is 
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statistically significant at the level p=0,000. The eta-squared test 0,067 (7%) indicates that 

country has a moderate effect in explaining this difference. The result further shows that there is 

no significant difference in how frequently self-expressiveness benefits are ranked as the most 

important benefits of energy-efficient refrigerators between the countries. Social benefits of 

energy efficient refrigerators are ranked as the most important benefits more often in Thailand 

than in Sweden. This difference is statistically significant at the level p=0,000. The eta-squared 

test on 0,033 (3%) shows that country has a moderate effect in explaining this difference. 

  

In order to further indicate that social benefits is more important in Thailand than in Sweden, 

which have been stated in proposition 3c, the authors performed independent-samples t-tests of 

what the respondents’ think that an energy efficient refrigerator reflects. 

Table 8. Respondents’ perceived reflection of an energy efficient refrigerator for Sweden respective Thailand   

              Measurement 

 

 

Reflections 

N Mean Std. Devia-

tion 

Sig.  

(2-tailed) 

T-value 

Swe Th Swe Th Swe Th 

High status 196 207 9 (5%) 83 (40%) ,210 ,491 ,000 9,521 

Environmental awareness 196 207 130 (66%) 100 (48%) ,474 ,501 ,000 -3,711 

Economical awareness 196 207 57 (29%) 24 (12%) ,455 ,321 ,000 -4,434 

Missing data: 9 1       

Total  respondents: 205 208       
 

Table 8 illustrates differences in the respondents’ thoughts about the reflection of an energy-

efficient refrigerator. It shows that there is statistically significant differences for high status, 

environmental awareness, and economical awareness, at the p=0,000 level. The percentage of 

respondents answering that an energy-efficient refrigerator mainly reflects status is significantly 

higher in Thailand (40%) than in Sweden (5%). The eta-squared test on 0,184 (18%)) shows that 

this difference is to a large extent explained by country. Further, the percentage of Swedish 

respondents (66%) think that an energy-efficient refrigerator mainly reflects environmental 

awareness, while in Thailand there are fewer respondents (48%) that think that an energy-

efficient refrigerator mainly reflects environmental awareness. The eta-squared test on 0,033 

(3%) shows that this difference is only to a small extent explained by country. In addition, more 

Swedish (29%) respondents think that an energy-efficient refrigerator mainly reflects economical 
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awareness, which is significantly higher than Thai respondents (12%). The eta-squared test on 

0,047 (5%)) shows that this difference is only to a small extent explained by country. 

  

4.1.4 Green perceived benefits 

 

Table 9 illustrates the importance of green perceived benefits by the populations from the 

respective countries. All aspects of green perceived benefits are tested by independent-samples 

T-tests in order to identify which of the respective populations that perceive the green perceived 

benefits as most important (proposition 4a).   

  
Table 9. Green perceived benefits of energy efficient refrigerators  

 
                            Measurement 

  

Green perceived benefits 

N Mean Std. Deviation Sig.  

(2-tailed) 

T-value 

Swe Th Swe Th Swe Th 

Importance of energy-

efficient refrigerator 

203 205 3,66 4,07 ,878 ,869 ,000 4,757 

Expected contribution to 

environment  

200 208 3,27 3,91 ,948 ,843 ,000 7,234 

Conservation of environ-

mental resources  

201 208 2,78 3,63 1,142 1,018 ,000 7,986 

Environmental concern  

  

201 208 3,48 3,89 1,059 0,902 ,000 4,228 

Missing data: 2,5,1,1 3,0,0,0 

Total  respondents: 205 208 
 

  

The means for all aspects of green perceived benefits are rated higher in Thailand than in 

Sweden. The table illustrates that there is a statistical significant difference at the level p=, 000. 

The eta-squared test shows that country has small effects in explaining the differences for 

importance of energy-efficient refrigerator (eta squared = 0,053 (5%)) and environmental 

concern (eta squared = 0,042 (4%)). The eta-squared tests also shows that country has a 

moderate effect in explaining the difference for expected contribution for environment (eta 

squared = 0,11,4 (11%)) and a large effect for conservation of environmental resources (eta 

squared = 0,135 (14%)). This indicates that Thai respondents to a higher extent values the green 

perceived benefits. 

  

After having identified which of the respective countries that values the green perceived benefits 

the most, the authors determine which the main underlying reason that respondents care for the 
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environment is. This is done by independent-samples T-tests of underlying reason of caring for 

environment and illustrated in table 10 (proposition 4b). 

Table 10. Underlying reason of caring for the environment   

                      Measurement 

  

Main reason of caring for nature 

N Count Std. Deviation Sig.  

(2-tailed) 

T-value 

Swe Th Swe Th Swe Th 

Part of nature 186 208 15 (8%) 55 (27% ,273 ,442 ,000 5,020 

Nature as a resource 186 208 100 (54%) 105 (50%) ,500 ,501 ,516 -650 

Both 186 208 71 (38%) 48 (23%) ,487 ,422 ,001 -3,268 

Missing data: 19 0  

Total  respondents: 205 208  
 

The table shows that the numbers of respondents that mainly think they are part of nature and 

therefore choosing an energy-efficient refrigerator is significantly higher in Thailand than in 

Sweden (p=0,000). The eta-squared test on 0,060 (6%) shows that only a small part of this 

difference can be explained by country. Respondents that mainly care for the nature because 

humankind is dependent on the natures’ resources does not significantly differ between the 

countries. More Swedish respondents think both mentioned reasons are equally important is 

compared to Thai respondents (p=0,001). The eta-squared test on 0,027 (3%)) shows that this 

difference is only to a small extent explained by country. This indicates that the main reason for 

both Swedish and Thai respondents to care for environment is because they think that humankind 

is dependent on the natures’ resources. 

After determining to what extent the respondents in respective countries value the green 

perceived benefits and having identified the main underlying reason of why respondent care for 

the environment, a test of what respondents expects or perceives a product to be effective in term 

of preserving the environment was performed. This test illustrates what aspect of environmental 

preservation that the respondents place the highest importance on. An independent-samples T-

tests is used and an average ranking score calculated based on how often each aspect is 

mentioned as the 1
st
, 2

nd
, or 3

rd 
most important aspect. The lower the score is the more important 

that aspect is for the respondents. 
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Table 11 Expectation or perception of a product to be effective in term of preserving the environment  

                        Measurement 

  

Environmental preservation 

N Mean Std. Deviation Sig.  

(2-tailed) 

T value 

Swe Th Swe Th Swe Th 

Manuf. from materials with 

low impact on environment 

184 207 2,07 1,90 ,807 ,785 ,039 -2,068 

High durability 

 

184 207 1,99 1,75 ,875 ,783 0,05 -2,809 

Minimal impact on environ-

ment when it is used 

184 207 1,95 2,35 ,766 ,766 ,000 5,180 

Missing data: 21 1 

Total  respondents: 205 208 
 

  

Table 11 illustrates that products that are manufactured from materials with low impact on the 

environment is a more important aspect in terms of preserving the environment in Thailand than 

in Sweden (p=0,039). The eta-squared test on 0,011 (1%) shows that this difference is only to a 

small extent explained by country. Expectation or perception of high durability is significantly 

(p=0,05) more important in Thailand than in Sweden. The eta-squared test on 0,019 (2%) shows 

that this difference is only to a small extent explained by country. A minimal impact on the 

environment when the product is used is significantly more important in Sweden than in 

Thailand (p=0,000). The eta-squared test 0,065 (6,5%) shows that this difference is to a moderate 

extent explained by country. This also indicates that Swedish respondents expect and perceive 

that a minimal impact on the environment when using the product is a most important aspect and 

it is a motivation factor for using an energy-efficient refrigerator. While in Thailand, respondents 

expect and perceive that the high durability of the product is a most important aspect and is a 

motivation factor to buy or use the product. 

4.2   A company perspective on Sustainability in Sweden respective Thailand 

According to Electrolux’s global Sustainability Director (2013) and the General Manager in 

Thailand (2013), consumers’ environmental awareness is continuously growing. Therefore an 

important challenge for companies is to create sustainable solutions that simultaneously provide 

the company with a competitive advantage on the market (Sustainability Director, 2013). The 

Sustainability Director (2013) explains that if consumers have two appliances, one beside the 

other that is in the same price range with similar functions and good design, they look at the 

energy-efficiency label that in those cases consumers perceive as the key to make the right 

choice. The Sustainability Director (2013) argues that, a high energy-efficiency rating on a 
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company’s product will influence consumers’ perception of that company very much in any 

European market. He highlights the label’s advantages and states that: 

“..., I would like to have it (the EU energy label) everywhere. It supports innovation in terms of 

energy performances because it is clearly visible to consumers and after price that is the first 

thing in terms of parameters for the product that the consumers see so it is really important it is 

really necessary” (Sustainability Director (2013) 

Whereas, the energy efficiency label in Thailand is now becoming standard and there are many 

products from different manufacturers that receives the label no.5. Thereby the label does not 

provide a product or company with a competitive advantage in the same way as it does in 

Europe. The General Manager’s perception is that the label no.5 does not influence consumers 

purchase decision to a large extent but he still underlines that consumers think that it is a fine 

additional attribute if the product carries the label no. 5. He states that:  

“I don’t think they (consumers) are buying this product (energy efficient home appliance) 

because they think that they will contribute to the society, rather they (consumers) are more 

concerned about their personal taste or living style than caring for the environment” (General 

Manager, 2013). 

In Thailand environmental and energy performance is not a main factor that influence consumers 

purchase decisions. The label does not make much of a difference to the consumers since they 

are not as concerned about the environment compared to European consumers. This is because 

Thai consumers are not so well educated about environmental issues. However, consumers living 

in urban areas are increasingly aware of their environmental impact since the big flooding in 

Thailand 2011. The flooding made individuals increase their concerns and care for the 

environment as they became to understand that the human consumption has an impact on the 

environment. (General Manager, 2013)                               

Both in Sweden and Thailand, there is a growing demand on sustainable products. The level of 

how environmentally friendly products should be is steadily raised in Sweden as the European 

legislations regarding the environmental performance of products are raised. The increased 

demand on sustainable home appliances is a result of the interplay between legislations and 

consumer awareness as well as other stakeholders (Sustainability Director, 2013; General 
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Manager, 2013). In Thailand, it was the government who took the initiative of cooperation with 

the home appliance companies regarding the energy efficiency label “no.5”. The Thai 

government wanted to encourage home appliance companies to develop and raise the standard of 

energy efficient products. This is done by offering the products that fulfil specific categories 

regarding energy efficiency with the label “no.5”. The idea with the project is further to increase 

consumer awareness and consumer intents towards environmental issues (General Manager, 

2013). 

Swedish consumers understand the energy efficiency label and what it communicates and they 

generally have a good knowledge about sustainability issues (Sustainability Director, 2013). 

Whereas the General Manager explained that Thai consumers are not well educated about 

environmental issue. Therefore it becomes the companies’ task to educate the public regarding 

environmental issues. The communication however is not mainly done through TV advertising, 

since time availability is quite short on the TV. Companies’ rather communicate and educate the 

public regarding environmental issues via seminars and PR, and other communication actions to 

consumers such as events and information campaigns (General Manager, 2013). 

Additionally, the General Manager (2013) argues that in Thailand consumers do not buy products 

that carry the label no. 5 because this will provide them with emotional and social benefits. He 

states that:  

“They (consumers) do not buy it (energy efficient home appliances) because of environmental 

reasons, they rather buy the product that carries the label no.5 because  they (consumers) think 

that they will save money due to lower energy costs.”   

While, the Sustainability Director (2013) stresses that:  

“I think there is more and more that sustainability is something not really outside our lives, it is 

something that has an impact on us and on our children and so on”.  

He means that sustainability becomes a company’s challenge, since companies need to 

understand why consumers care for the environment in order to be able to design suitable 

marketing strategies.  
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5. Discussion 

The purpose of this study is to investigate consumer perceived non-functional and non-

economical benefits that are associated with energy efficient home appliance products, 

comparing the Swedish and Thai cultures. In order to investigate this, the authors after reviewing 

literature have constructed a conceptual framework from which 7 propositions was stated. 

Quantitative data was collected in order to test the propositions. In this section the results are 

discussed and related to a company’s perspective on sustainability on the Swedish and Thai 

market that was gathered through a qualitative study. This section begins with a table (table 12) 

displaying if the propositions are accepted or rejected and ends with a summary of the 

discussion. 

Table 12. Proposition results.  

Propositions Result 
1: The relationships between the perceived benefits will be affected by culture 

and therefore have different characteristics in Sweden compared to Thailand. 

 

Accepted  

2: Thai consumers understanding of the energy-efficiency label is to a greater 

extent influenced by relationships and superiors than Swedish consumers, 

while Swedish consumers to a greater extent than Thai consumers are influ-

enced by urgent environmental reports. 

Partly Accepted. The arguments that Thai 

consumers are influenced by superiors more, 

and Swedish are influenced by urgent envi-

ronment reports more are confirmed. The 

argument that Thai consumers are influenced 

by relationships more is not confirmed.   

3a: Emotional benefits of caring for the environment are more important in 

Sweden than in Thailand. 

 

Rejected. However, emotional benefits are 

ranked as the most important benefits in Swe-

den. 

3b: Self-expressiveness benefits of caring for the environment are more im-

portant in Thailand than in Sweden. 

 

Rejected. However, self-expressiveness bene-

fits are ranked as the most important benefits 

in Thailand. 

3c: Social benefits of caring for the environment are more important in Thai-

land than in Sweden.   

 

Accepted 

4a: Swedish consumers think that green perceived benefits of energy efficient 

products are more important than Thai consumers. 

 

Rejected 

4b: A minimal impact on the environment when the product is being used is a 

more important aspect of environmental preservation in Sweden than in Thai-

land, while a high durability of the product is a more important aspect in Thai-

land than Sweden 

Accepted 
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5.1 Relationships between consumers perceived benefits 

Regarding proposition 1, all aspects of consumer perceived benefits are interrelated with each 

other, except for one relationship in each country. However, considering that for both countries it 

is one perceived benefit of the symbolic meaning of products and one aspect of green perceived 

benefits that can not be determined as being related (table 3 and 4), thus proposition 1 can largely 

be confirmed. What is important to notice is that the correlation levels are mostly considered as 

low or medium, and for Sweden this means that there are more variables that have weak 

relationships than in Thailand. This indicates that there are many other aspects that also have 

impact on the consumers’ perceived benefits, especially in Sweden. This might be due to the fact 

that in Sweden, the ideas of sustainability and environmental issues are a few steps ahead of 

Thailand and therefore receives more attention among companies and in political debates 

(General Manager, 2013; Eurosif, 2010). As Caprar & Neville, (2012) and Chang & Dibb, (2012) 

stresses that political, educational and financial systems are interrelated with culture and 

individuals behaviours and attitudes are affected by culture. Thus, this indicates that Swedish 

consumers in general have more opinions and are influenced by a broader set of factors in the 

sustainability debate and therefore there are more aspects impacting their perceived benefits. 

However, the relationships between the symbolic benefits of products (emotional-, self-

expressiveness-, and social benefits) are strongly related for both countries. This means that if 

one benefit increases, the other benefits will also increase. This is reinforced by theory from 

Elliot & Wattanasuwan (1998) who describes that consumption becomes a process of self-

definition for the consumer as she is buying products based on how she wants to perceive herself 

(self-expressiveness benefits) and also how she wants to be perceived by others (social benefits). 

When the consumer is satisfied with her own image, the satisfaction becomes an enjoyment of 

having or using the product (emotional benefits). In order to better understand this 

interrelationship, consider the concept of the real self and the ideal self where the real-self is 

what a person considers herself to be in the present moment and where the ideal self represents 

what she wants to become (Alex & Joseph, 2012). It is therefore possible to argue that emotional 

benefits depends on self-expressiveness and social benefits as the feelings will arise depending 

on what the product symbolizes to the consumer herself and to others. Furthermore, it is also 

indicated by the results that green perceived benefits are related to emotional-, self-

expressiveness, and social benefits, since consumers can derive green perceived benefits in the 
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same way that they derive other benefits, but based on environmental- needs, desires, and 

expectations.  

The three relationships that differ the most in terms of correlation between the countries are the 

ones between the aspect of green importance, and the aspects of green contribution and green 

expectations. In Thailand, the perceived importance of buying an energy efficient refrigerator is 

correlated on a strong or medium strong level with how much the consumers would feel that they 

contribute to the environment when buying an energy efficient refrigerator and how much they 

feel that they because of that would preserve environmental resources and feel safe for the 

nature. In Sweden these relationships are considered as weak which is interpreted as the Swedish 

consumers who think that it is important to buy an energy efficient refrigerator does not perceive 

that they would actually contribute to the environment to the same extent as the Thai consumers. 

A possible explanation for this is that Swedish consumers are not as concerned about uncertain 

future outcomes as Thai consumers (Hofstede & Minkov, 2010). Thereby Swedish consumers 

may simply think that it is important to buy an energy efficient refrigerator even though they do 

not necessarily will derive the safe feelings of contributing to the environment and doing good 

for nature as they are not as concerned about unsure environmental consequences and thus will 

not perceive the feelings of safety to the same extent as Thai consumers. 

5.2 Factors influencing consumers understanding of energy efficient 

refrigerators 

The results in table 5 shows that the relationship factors of family and peer groups and friends 

does not influence Thai consumers significantly more than Swedish consumers. Family 

influences consumers understanding of energy efficient refrigerators to an equal extent in 

Sweden and in Thailand, while friends are more important for Swedish consumers. This is 

inconsistent with proposition 2 and means that even though Thai culture is less individualistic 

and thereby Thai consumers have a higher commitment towards family and extended 

acquaintances, their understanding is not influenced by relationships. However, the online 

relationship factor of social networking sites is a significantly more important influential factor 

in Thailand than in Sweden. As consumers nowadays uses Social networking sites to connect 

with friends, family, and others acquaintances this factor indicates that at least online 

relationships influence Thai consumers more than Swedish consumers. Furthermore, Thai 

consumers more often mention that they are influenced by the government compared to Swedish 
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consumers. This is likely depending on the high power distance that implies that Thai consumers 

to a larger extent expect and accept to be controlled by superiors such as the government, which 

means that they trust and rely on their government as well.  

Urgent environmental reports are more influential in Sweden than in Thailand. This is indicated 

by the results that shows that news media and others web-based communications is the most 

influential factor for energy-efficient refrigerators in Sweden, this likely due to the short-term 

oriented culture of Sweden, where individuals evaluate what is right and wrong according to 

current circumstances and adjust their attitudes accordingly (Hofstede & Minkov, 2010). 

Environmental organisations are also a significantly more important influential factor in Sweden 

than in Thailand. Since environmental organisations often highlight current and urgent 

environmental issues this also relates to the short-termed Swedish culture. For example 

consumers might watch the news or check on environmental organisation website to catch up on 

what is happening and what is latest in the debate regarding sustainability and read other web-

based communications to check what is currently trending and structure their opinions 

accordingly. 

Further, advertisements is the most frequently mentioned influence factor in Thailand, and 

celebrities are mentioned significantly more often as an influence factor by consumers in 

Thailand than in Sweden. This can also be connected to the high power distance of Thai culture. 

For instance, if a consumer sees an advertisement about an energy efficient product and the 

presenter of the advertisement includes a celebrity, it is plausible that the consumer has reasons 

to believe that the advertisement is communicating something “true”. Advertisements influence 

consumers understanding of energy efficiency labels, which in turn can influence consumers’ 

perceived benefits. This since the symbolic meaning of products is mainly transferred through 

advertising, which plays a central role in creating and communicating the meaning of products 

(Ligas & Cotte, 1999).  

As superiors, advertisement and celebrities are more important influential factors in Thailand 

than in Sweden, the implications from these results are that the studied influential factors can be 

considered when designing marketing strategies. In Thailand it would be appropriate to use 

advertising and celebrities for the company’s communication. It is also important to consider the 

communication messages in advertising, in order to gain the best benefits of it. As the character 
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of refrigerators is such that they are constantly operating, it becomes vital for marketers to 

emphasize the double-sided positive effect of energy-efficient refrigerators that are better for the 

environment at the same time as they save operating costs for the consumers, since in Thailand 

consumers are more concerned about the economic benefits (General Manager, 2013). It is 

indicated through this study that advertisements and the government have considerable influence 

on the consumers understanding of the energy-efficiency label. A fruitful procedure for marketers 

in Thailand should therefore be to advertise that the energy efficiency label is initiated by the 

government and underline that the company has the government’s approval for their energy-

efficient products. This since the Thai culture is characterized by high power distance and 

thereby consumers rely on superiors such as the government. For Sweden companies may 

consider cooperation with environmental organisation when designing their sustainability 

strategies since Swedish consumers are more influenced by news and environmental 

organisations. 

5.3 Symbolic benefits of environmental care 

Regarding proposition 3a the results in table 6 show that there is no difference in the ratings of 

emotional benefits of environmental care between the countries. The result of the perceived 

importance of emotional benefits was expected to be higher in Sweden than in Thailand. 

However, the results could not completely confirm this proposition. This could be explained by 

the results from the correlation analysis that shows that Swedish consumers do not think that 

they are contributing to the environment when choosing an energy efficient refrigerator to the 

same extent as Thai consumers (see table 3 and 4). This can in turn affect consumers emotional 

benefits, for example if a consumer do not believe that her choice of an energy efficient 

refrigerator actually contributes to the environment, she might not be as satisfied with her choice 

as the consumer that think it will contribute to the environment, which in turn means that she will 

not derive as much of emotional benefits. However, when the respondents are asked to rank from 

1 to 3 with 1 being the most important perceived benefit and 3 the least important (Table 7), the 

results shows that most of the Swedish respondents rank emotional benefits as the most 

important perceived benefits compared to the two other benefits. This implies that Swedish 

consumers derive benefits from the enjoyment of choosing an energy efficiency refrigerator 

more than they derive social- and self-expressiveness benefits. Swedish consumers place 

emotional benefits as most important and country explains this difference to a moderate extent, 
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this can be due to the high individualism and short-term orientation of the Swedish culture where 

consumers want to gain immediate rewards based on current circumstances and are prone to 

think about themselves at first hand.  

Concerning proposition 3b there is no difference in the ratings of self-expressiveness benefits 

between the countries, this is shown by the results in table 6. Nevertheless, most of the Thai 

consumers are ranking self-expressiveness benefits as the most important perceived benefits 

(table 7). This relates to the ideal self (Alex & Joseph, 2012) and implies that Thai consumers 

ideally strive to become environmentally friendly persons. This can be due to the cultural 

dimension that Thai individuals are more long-term oriented, they are searching for virtue and 

emphasize moral more than Swedish consumer. This could be a reason for why Thai consumers 

rate self-expressiveness benefits as the most important benefits. In addition, as a consumer 

identifies to herself who she is and what she wants to become in life, simultaneously she is also 

sending signals on how she wants others to perceive her as a person. When she is satisfied with 

how she is perceived by others she then derives self-expressiveness benefits.  

The results in table 6 and 7 also confirm that Thai consumers rate social benefits higher than 

Swedish consumers, which is consistent with proposition 3c. This implies that Thai consumers 

who care for environmental issues when choosing a product also tend to place high importance 

on relationships with others. This shows that Thai consumers want to signalize a personal 

statement of being environmentally conscious to other individuals (Koller et. al.,2011). In 

addition, the results (table 8) shows that there is a higher percentage of Thai respondents (40%) 

compared to Swedish respondents (5%) that think that an energy efficient refrigerator reflects 

high status. This can be interpreted as Thai consumers tend to value the social benefits of energy-

efficient refrigerators more than Swedish consumers. For instance, if a Thai consumer signalizes 

to others that she is using more specific products and care for the environment she also signalizes 

that she care for the greater good of the society's well-being. The Thai consumer thus shows 

others that she is ready to incur costs for others benefits and therefore status can be a reason for 

why Thai consumers also perceive a social benefit from environmentally friendly products 

(Griskevicius et al., 2010). The eta squared test also shows that the higher ratings for social 

benefits from Thai consumers can be strongly explained by country, which means that a high 

collectivism culture place more importance on social benefits, where Thai consumers are caring 

for and place high importance on relationships with other and on what others think about them, 
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and in turn they gain more social benefits from a product. Whereas, Swedish consumers do not 

appreciate social benefits as much as Thai consumers since Swedish consumers have a high 

individualism and do not care to the same extent on what other individuals think about them. 

Furthermore, the Swedish culture is more feminine and thus social attributes such as status is not 

as important as the society is not characterized by competition to the same extent as in the Thai 

culture.  

The results for proposition 3a, 3b, and 3c shows that even though the emotional benefits is not 

more important in Sweden than in Thailand, it is the most important benefits for Swedish 

consumers. A company who wants to attract Swedish consumers may need to consider their 

marketing message emphasize emotional aspects in their communication messages. For 

Thailand, circumstances such as the overall lower income for consumers compared to Swedish 

consumers, means that price is undoubtedly a more important aspect of home appliances in 

Thailand. Companies may therefore further strengthen the energy efficiency label as a symbol of 

economical awareness in order to influence or increase the Thai consumers’ perceived benefits. 

Additionally, personal taste and lifestyle is more important than environmental concern in 

Thailand (General Manager, 2013) and the result of this study shows that Thai consumers place 

more importance on social benefits. Companies can therefore market the energy efficient product 

as a unique symbol of environmental awareness, which can make consumers feel unique and 

thereby increase their status in the society.  

5.4 Green perceived benefits 

All aspects of green perceived benefits are more important in Thailand than in Sweden and thus 

proposition 4a is rejected. More explicitly this implies that compared to Swedish consumers Thai 

consumers perceive that it is more important to buy an energy efficient refrigerator. They think 

that energy efficient refrigerators contribute to the environment more than Swedish consumers 

do. Thai consumers would also perceive more benefits from owning an energy efficient 

refrigerator in relation to the environmental expectations such as preserving environmental 

resources and a concern for the environment itself. 

The contradictory results are most likely due to the fact that the other cultural dimensions are 

affecting the consumers reasoning. In this case it is likely that the results are affected by the fact 

that the Thai culture has higher scores for uncertainty avoidance, which shows that Thai 
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consumers are more concerned about uncertain future outcomes (Hofstede & Minkov, 2010). 

This implies that they would like to minimize possible negative effects from nature on 

humankind. It is confirmed by the General Manager (2013) that this reasoning regarding 

consumers’ environmental awareness is growing in Thailand since the big flooding in 2011. Due 

to the facts that the government emphasize the label no. 5  and that there is a high Power 

Distance in Thailand it could be argued that the consumers will perceive a higher importance 

regarding energy-efficient refrigerators as they have greater respect for authorities (Hofstede & 

Minkov, 2010) The results are further strengthened by the eta-squared tests, which indicate that 

country has an effect in explaining this result and the culture is part of the countries, which 

means that cultures have effect on consumers green perceived benefits. 

An additional reason for our contradictory results could be that the Thai culture’s higher ratings 

for long-term orientation implies that the Thai consumers want to do what is morally right from a 

perspective that humans and nature is connected and not only care for the nature because of a 

dependency on nature’s resources. Overall, the Swedish culture receives higher ratings on 

Hofstede’s cultural dimension of Individualism. This should according to earlier research 

indicate that Swedish consumers are more concerned about nature because they feel 

interconnected with it to a greater extent than Thai consumers (Soyez, 2012).  The findings in 

this study however illustrate that Thai consumers rate the interconnectedness with nature 

significantly higher than the Swedish consumers. There can be several reasons for the results 

contradicting this statement from Soyez (2012), since there are many cultural dimensions that 

affect consumers’ attitude towards green products. This means that it is difficult to assume that a 

green perceived benefit will differ between two countries exclusively because of different ratings 

for one single cultural dimension as Soyez (2012) does. 

Proposition 4b is confirmed by the results in table 10 where it is illustrated that the aspect of  a 

minimal impact on the environment when the product is used is a more important aspect of green 

products for Swedish consumers than for Thai consumers. As stated in the proposition the 

probable explanation for this is that Swedish consumers are seeking for more immediate rewards 

(Hofstede & Minkov, 2010) and thereby want to feel that they constantly are contributing to the 

environment. This reasoning is further strengthened by the results in this study indicating that 

emotional benefits regarding environmental preservation are ranked as more important compared 

to the other two symbolic benefits in Sweden than in Thailand. The cultural dimension of long-
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term orientation could also be used to explain that Thai consumers rank high durability as a 

significantly more important aspect of green products than Swedish consumers. High ratings for 

long-term orientation together with high ratings for uncertainty avoidance will mean that Thai 

consumers value products that can be trusted to last as long as possible. Thereby the uncertainty 

of a possible breakdown of the product will be minimized as well as it will maximize the 

consumer’s feelings of doing well for the environment in a long-term perspective.  

The aspect of a green product being manufactured from materials with a low impact on the 

environment is ranked higher in Thailand than in Sweden. This is presumably closely connected 

to the fact that Thai consumers rate feelings of safety due to preserving environmental resources 

higher than Swedish consumers as a manufacturing process with low impact on the environment 

is considered to be an efficient use of nature’s resources. The cultural explanation for this would 

once again be the higher collectivism in the Thai culture as Thai consumers are more concerned 

about extended family and acquaintances. The high long-term orientation is also an explanation 

for why Thai consumers think about future generations and want to preserve environmental 

resources (Hofstede & Minkov, 2010). 

According to the General Manager (2013), Thai consumers are not as concerned about the 

environment as European consumers are. Previous research also show that Sustainability is a 

larger subject in developed countries compared to emerging countries (Caprar & Neville, 2012). 

These facts would argue for that Swedish consumers should care for the environment more than 

Thai consumers and hence appreciate green perceived benefits from energy efficient home 

appliances more. However, this study shows that Thai consumers appreciate green perceived 

benefits more than Swedish consumers. The reason for why the General Manager states that 

European consumers care for the environment more must therefore be that sustainability is a 

more debated issue in Europe. If sustainability was an equally debated issue in Thailand then, 

there would be greater possibilities for marketing green products in Thailand than in Sweden. 

Since Thai consumers simply do not have enough knowledge about environmental issues 

(General Manager, 2013) the authors would therefore like to propose that companies that have 

sustainability implemented in their core strategy should have an educational character in their 

marketing strategies in emerging countries.  
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Further, the energy efficiency label is becoming more standardized as several products fulfill the 

criteria for the energy efficiency label in Thailand. This results in a viewpoint from consumers 

that the label is seen as a nice accessory rather than creates a competitive advantage like the EU 

energy label does by affecting purchase decisions. (General Manager, 2013, Sustainability 

Director, 2013) The label is still voluntary for manufacturers of home appliances to attach to 

their products in Thailand. This creates a situation where manufacturers only put the label on 

products that fulfils the label criteria for a no. 5 rating and the products that would be rated 

below 5 are therefore unlabelled. It is therefore reasonable to suggest that companies that have 

implemented sustainability in the company strategy should work for making the labelling system 

mandatory as in Sweden, since the high power distance in the Thai culture makes consumers rely 

on the government, if it can be emphasized by government it would also increase consumers 

perceived benefit and thereby influence their decision making regarding the product. 

5.5 Discussion summary 

Consumers perceived symbolic benefits and green perceived benefits are related to each other in 

both Sweden and Thailand. However, some of the relationships have a low correlation value 

which means that there are others factors that influence those relationships. In addition, it is 

important to remember that even though some benefits are indicated as being more important 

than others, one can not or should not separate them from each other and treat them as 

independent since psychological dimensions almost always influence each other. Consumers 

understanding of energy efficient refrigerators in Sweden are influenced mostly by news media 

& other web-based communications and environmental originations, whereas consumers 

understanding of energy efficient refrigerators in Thailand mostly are influenced by advertising 

and social networking sites. Further, there are no significant differences between the countries as 

to weather or not emotional benefits are more important in Sweden or if self-expressiveness 

benefits are more important in Thailand. However, Swedish consumers place emotional benefits 

as the most important benefits of choosing energy efficient home appliances, while Thai 

consumer place self-expressiveness benefits as the most important benefits. Nevertheless, social 

benefits are significantly more important for Thai consumers than Swedish. Thai consumers also 

place more importance on green perceived benefits, which contradicts proposition 4a and this is 

likely due to the fact that other cultural dimensions are also affecting the consumers reasoning, 

implying that green perceived benefits depend on more than one cultural dimension. Finally, 

Swedish consumers place the aspect of minimal impact on the environment when the product is 
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being used as a more important aspect than Thai consumers, while Thai consumers place the 

aspect of high durability of the product as a more important aspect than Swedish consumers. 

5.6 Conclusion 

The purpose of this study was to investigate consumer perceived non-functional and non-

economical benefits that are associated with energy-efficient products, by comparing how the 

Swedish and Thai cultures influence consumers’ perception of energy efficient products within 

the home appliance industry. After an extensive literature review of non-functional and non-

economical benefits and on Hofstede’s cultural dimensions the authors stated propositions that 

have been tested in order to answer the research question: How do consumers’ perceived benefits 

of energy efficient home appliances differ between the Swedish and Thai cultures? 

When comparing the results from the countries it can be concluded that the stated non-functional 

and non-economical benefits of emotional-, self-expressiveness-, and social benefits are all 

correlated on different levels to the green perceived benefits. The most significant difference is 

found in the correlations between the aspect of perceived importance of buying an energy 

efficient refrigerator and the aspects of green contribution and green expectations. These 

correlations are considerably stronger in Thailand than in Sweden. This indicates that when 

comparing a Swedish consumer to a Thai consumer, both who thinks it is important to buy an 

energy efficient refrigerator, the Thai consumer is more likely to believe she is contributing more 

to the environment if she bought an energy efficient refrigerator. Further, the consumers 

perceived benefits differ in terms of what influential factors that will affect the consumers 

understanding of energy efficient refrigerators. The difference shown by the results indicates that 

a higher degree of the cultural dimension of collectivism does not imply that Thai consumers are 

influenced more by relationships in their understanding of energy efficient refrigerators than 

Swedish consumers. The results confirm that the higher power distance in Thailand make Thai 

consumers trust superiors such as the government and celebrities more than Swedish consumers 

do.  

Another way that the consumers perceived benefits differ is that the investigated non-functional 

and non economical benefits are prioritized differently in both countries. Social benefits of 

environmental care are overall more important in Thailand compared to Sweden. In Sweden, 

emotional benefits are considered to be the main benefits of environmental care while self-
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expressiveness benefits are considered to be the most important benefits in Thailand. 

Furthermore, all aspects of green perceived benefits are more important in Thailand than in 

Sweden, indicating that Thai consumers would derive more benefits out of energy efficient 

refrigerators compared to Swedish consumers.   

Overall, the most commonly discussed underlying cultural dimensions for the outcomes of this 

study are Long-term Orientation and Individualism. This indicates that it is first and foremost 

these aspects that explain the differences between the consumers perceived benefits that are 

investigated in this study.  

5.7 Limitations and suggestions for future research 

Sustainability as a trend and a subject is undoubtedly bigger in Sweden than in Thailand. The 

more of a trend sustainability becomes in a nation or culture, the more complex the 

interrelationships between the perceived benefits of environmental care and the green perceived 

benefits of energy-efficient refrigerators becomes. A more intensive debate implies that there are 

more underlying reasons for environmental care and a broader set of attitudes regarding the 

subject. Thus, the results in this study do not indicate that energy efficient refrigerators are more 

popular in Thailand than in Sweden, they rather show how culture impacts the understanding of 

energy efficient home appliances. It is therefore relevant to more deeply investigate how the 

public debate regarding sustainability differs between emerging and developed countries and see 

how that affects consumers understanding of energy efficient home appliances. In addition, 

symbolic benefits are dependent on culture and it is difficult for companies to understand them. 

As stated by this study culture affects consumers through influential factors. Therefore it is 

reasonable to suggest that further research could be deeper focused on the factors that has 

influence on the perceived symbolic benefits in relation to culture. 
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6.2  Interviews 

Consumer Insight Manager: Helena Gedda, Manager, Consumer Journey Understanding, 

Electrolux AB Stockholm, February 26, 2013, meeting 

General Manager: Sutti Manokitjarunman, General Manager, Electrolux AB Thailand, April 18, 

2013, phone interview 

Sustainability director: Gianluca Brotto, Director Environment, Group Sustainability Affairs, 
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7.  Appendixes 
 

7.1 Appendix 1, Interview 1 

 

Interviewee: Helena Gedda. 

Position: Manager, Consumer Journey Understanding, Electrolux 

Date: Tuesday 26
th

 of February 2013 

Location: Electrolux Headquarters Stockholm 

 

Part 1 

1. As an introdoctury step we would like you to tell us briefly about yourself and your role at 

Electrolux. 

2. When did Electrolux start up their Consumer Insight Department and what was the 

background of the start up? 

3. How do you work in order to gain insights regarding consumers use of home appliances? 

4. How do you work in order to gain insights regarding consumers opinions of Electrolux and 

Electrolux's products? 

5. Are you only looking at consumers of Electrolux's products or do you also perform studies on 

potential consumers of Electrolux's products in your work with consumer insight? If both: Do the 

procedures differ? If yes: How do they differ? 

6. How do you value the consumers' psychological feelings regarding the use of your products? 

7. Is there any area regarding consumers use of your products that you deem as particularly 

difficult to gain insights into? 

8. How do you communicate and interact with your consumers? 

9. Are you currently making use of any type of forum where you continuously can interact with 

consumers? 

10. Would you say that consumers perceive your marketing messages in the way you want them 

to perceive them? 

11. Can you give any examples of when your work with Consumer Insight has lead to a 

successful product or marketing campaign? 
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Part 2 

12. How would you define sustainability? (This question is asked in order to ensure what the 

interviewee has in mind when thinking of the term sustainability) 

13. How is Electrolux's overarching aim regarding sustainability issues reflected in your work 

with consumer insight? Excerpt from Electrolux's “document Sustainability Matters, 2011” -

  (the overarching aim of its (Electroluxs) sustainability work is to improve people’s lives by 

understanding their evolving needs in a changing world and delivering smarter, more resource-

efficient solutions) 

 

14. Would you say that consumers are increasing their demands regarding how environmentally 

friendly your products should be? 

15. How do you proceed in order to find out consumers opinions and attitudes regarding 

Electrolux as a company from a perspective of sustainability? 

16. Do you place any importance on understanding consumers definition of sustainability and 

environmentally friendly products? If yes, how is this actualized? 

17. How would you say that consumers in general perceive sustainability issues? For example: Is 

sustainability an important aspect when consumers provide you with suggestions of product 

improvements etc.? 
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7.2 Appendix 2, Interview 2 

 

Interviewee: Sutti Manokitjarunman 

Position: General Manager,  Electrolux Thailand 

Date: Thursday 18
th

 of April 2013 

Phone interview 

Interview questions: 

1. Tell us briefly about yourself and your role at Electrolux. 

2. How do you think that the Thai consumers’ have developed their environmental awareness the 

recent years? 

3. Do you think that Thai consumers have increased their demands on how environmentally 

friendly your product is or should be? 

4. How do you proceed to determine consumers' opinions or perceptions of Electrolux's 

companies and products in terms of sustainability? 

 

5. How many of your products are rated with a 5 on the Thai Energy Scale? 

 

6. In what way do you think the label no.5 on your products influence consumers’ perception of 

Electrolux as a company? 

 

7. In what way do you think consumers are aware of or think about the product that is carrying 

label the label no.5? 

8. What is your picture of why the Thai consumers’ care for the environment? Do they care about 

it because they feel a belonging to the nature or do they care about it only because they think the 

humankind is dependent on the resources provided by the nature? Perhaps both or some other 

reason? 

9. Do you market your environmentally friendly/energy efficient products in a different way 

compared to your regular products? If yes, how does the marketing strategies differ? 

10. When you market your products, how much do you try to appeal to the consumers’ emotions 

regarding the use of your products? 

11. When you market your products, how much do you try to appeal to the consumer’s perceived 

symbolic meaning of your products? Consumer’s usually think that if they buy an 

environmentally friendly product they symbolize to others that they care for the environment. Is 

this something that you have in mind when designing your marketing strategies? 
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12. Do you think that it is better to try to appeal to consumers emotions rather than the attached 

symbolic meaning of products in marketing campaigns that concerns environmentally friendly 

products? 

  



67 

 

7.3 Appendix 3, Interview 3 

Interviewee: Gianluca Brotto 

Position: Director Environment, Electrolux Group Sustainability Affairs 

Date: Thursday 23
rd

 of April 2013 

Phone interview 

Interview questions: 

1. Tell us briefly about yourself and your role at Electrolux. 

2. How do you think that the Swedish have developed their environmental awareness the recent 

years? 

3. Do you think that Swedish consumers have increased their demands on how environmentally 

friendly your product is or should be? 

4. How do you proceed to determine consumers' opinions or perceptions of Electrolux 

companies and products in terms of sustainability? 

 

5. How many of your products are rated with an A+++ on the EU Energy scale? 

 

6. In what way do you think the label A+++ on your products influence consumers’ perception of 

Electrolux as a company? 

 

7. In what way do you think consumers are aware of or think about the product that is carrying 

the rating A+++? 

8. What is your picture of why the Swedish consumers’ care for the environment? Do they care 

about it because they feel a belonging to the nature or do they care about it only because they 

think the humankind is dependent on the resources provided by the nature? Perhaps both or some 

other reason? 

9. Do you market your environmentally friendly/energy efficient products in a different way 

compared to your regular products? If yes, how does the marketing strategy differ? 

10. When you market your products, how much do you try to appeal to the consumers’ emotions 

regarding the use of your products? 

11. When you market your products, how much do you try to appeal to the consumer’s perceived 

symbolic meaning of your products? Consumer’s usually think that if they buy an 

environmentally friendly product they symbolize to others that they care for the environment. Is 

this something that you have in mind when designing your marketing strategies? 
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12. Do you think that it is better to try to appeal to consumers’ emotions rather than the attached 

symbolic meaning of products in marketing campaigns that concerns environmentally friendly 

products? 
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7.4 Appendix 4, Swedish questionnaire  

This picture shows the EU energy label. Coloured arrows are used to 

differentiate energy efficient from lower energy efficient products: dark 

green indicates a highly efficient product and red a low efficient product. In 

this survey we ask for your thoughts about energy efficient refrigerators. 

When we use the term “energy efficient refrigerator” we refer to a 

refrigerator that receives the rating A+++ and thus is more energy efficient 

than the average refrigerator. 

 

 

 

1. How old are you? 

a. 18-25 years    b. 26-35 years    c. 36-50 years    d. 50 and above 

2. You are    Male......   Female....... 

3. To what extent do you agree with the following statements?         (1 = totally disagree, 5 = totally 

agree) 

a. Caring for the environment makes me feel joyful                         1       2       3       4       5 

b. It is important for me to be a person who cares for the environment      1       2       3       4       5 

c. It is important to me that others know that I care for the environment    1       2       3       4       5 

4. Have you seen the label above before? 

a. Yes        b. No     c. Don’t know 

5. How important is it for you to choose an energy-efficient refrigerator over a refrigerator with 

average energy consumption? (5 is very important and 1 is not important) 

1 2     3     4     5 

 

6. How influential are the following in your understanding of energy-efficiency labelled 

refrigerators? (Please rank the three most influential information sources from 1 to 3 with 1 

being the most influential) 

.........Government                                                                    .........Advertisements                      

.........Social networking sites                                                     .........Environmental organisations        

.........News media & other web-based communications            .........Celebrities   

.........Peer groups and friends           ......... Family   
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7. How much do you think that you would have to sacrifice of the following aspects, if you buy an 

energy efficient refrigerator compared to if you buy  a refrigerator with average energy 

efficiency (5 is a lot of  sacrifice and 1 is no extra sacrifice at all) 

Quality               1         2        3        4       5 

Price               1         2        3        4       5       

Time and effort (for finding information about the product and to find the product itself)  1         2        3        4       5   

8. What of the following would be the main benefit of owning an energy efficient refrigerator? 

(Please rank the alternatives from 1-3 with 1 being the most important benefit) 

............a. I feel good when I care for the environment. 

............b. To be a person that cares for the environment 

............c. To signalize to others that I actually care for the environment 

9. To what extent do you agree with the following statements? (1 = totally disagree, 5 = totally 

agree) 

a. If I were to buy an energy efficient refrigerator it would be important that it reflects my personality 

1     2     3     4     5 

b. It would be important to me to enjoy using my energy efficient refrigerator 

1     2     3     4     5 

10. What do you think that an energy efficient refrigerator mainly reflects? 

...........A high status          ............Environmental awareness            ..........Economical awareness 

Other, namely:_________________________________________________ 

11. Which of the following product attributes regarding environmental preservation do you place 

the most importance on? (Please rank 1-3) 

........That it is manufactured of materials that has low or no impact on the environment 

........That it has a high durability and will have to be exchanged less often compared to other similar 

products 

........That it has a minimal impact on the environment when it is being used 

  



71 

 

12. If you would buy an energy efficient refrigerator for environmental reasons, what of the 

following would be the main reason for doing so? 

a. Because I see myself as a part of the nature 

b. Because the humankind is dependent on the nature as a resource 

c. Option a and b would be equally important 

d. Other, namely:_____________________ 

13. To what extent do you agree with the following statement:(1 = totally disagree, 5 = totally 

agree) 

I think that if I bought a refrigerator that is labelled as energy efficient instead of one that consumes an 

average amount of energy I would contribute a lot to our environment   

1     2     3     4     5    

14. To what extent do you agree with the following statements? 

How would you feel if you were using a refrigerator that is labelled as energy efficient?  (1 = totally 

disagree, 5 = totally agree) 

a. I would feel safe for my future and upcoming generations as I would conserve environmental 

resources 

1              2              3              4              5 

b. I am concerned about the environment itself and I would therefore feel satisfied with my choice of 

the product 

1              2              3              4              5 
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7. 5 Appendix 5, Thai questionnaire  

 

 

This picture shows the Thai energy label. Numbers are used to differentiate 

energy efficient from lower energy efficient products: the rating 5 indicates a 

highly efficient product and the rating 1 a low efficient product. In this survey 

we ask for your thoughts about energy efficient refrigerators. When we use the 

term “energy efficient refrigerator” we refer to a refrigerator that receives the 

rating 5 and thus is more energy efficient than the average refrigerator. 

 

 

1. How old are you? 

a. 18-25 years    b. 26-35 years    c. 36-50 years    d. 50 and above 

2. You are    Male......   Female....... 

3. To what extent do you agree with the following statements?(1 = totally disagree, 5 = totally 

agree) 

a. Caring for the environment makes me feel joyful              1       2       3       4       5 

b. It is important for me to be a person who cares for the environment      1       2       3       4       5 

c. It is important to me that others know that I care for the environment    1       2       3       4       5 

4. Have you seen the label above before? 

a. Yes        b. No     c. Don’t know 

5. How important is it for you to choose an energy-efficient refrigerator over a refrigerator 

with average energy consumption? (5 is very important and 1 is not important) 

1 2     3     4     5 

6. How influential are the following in your understanding of energy-efficiency labelled 

refrigerator? (Please rank the three most influential information sources from 1 to 3 with 1 being 

the most influential) 

 

.........Government                                                                    .........Advertisements                          

.........Social networking sites                                                      .........Environmental organisations        

.........News media & other web-based communications             .........Celebrities   

.........Peer groups and friends                                                     ......... Family 
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7. How much do you think that you would have to sacrifice of the following aspects, if you buy 

an energy efficient refrigerator compared to if you buy  a refrigerator with average energy 

efficiency (5 is a lot of  sacrifice and 1 is no extra sacrifice at all) 

     Quality                      1      2        3     4     5 

Price                      1      2     3     4     5 

Time and effort (for find information about the product and to find the product itself)  1      2     3     4     5   

8. What of the following would be the main benefit of owning an energy efficient refrigerator? 

(Please rank the alternatives from 1-3 with 1 being the most important benefit) 

............a. I feel good when I care for the environment. 

............b. To be a person that cares for the environment 

............c. To signalize to others that I actually care for the environment 

9. To what extent do you agree with the following statements?(1 = totally disagree, 5 = totally 

agree) 

a. If I were to buy an energy efficient refrigerator it would be important that it reflects my 

personality 

1     2     3     4     5 

b. It would be important to me to enjoy using my energy efficient refrigerator 

1     2     3     4     5 

10. What do you think that an energy efficient refrigerator mainly reflects? 

...........A high status          ............Environmental awareness            ..........Economical awareness 

Other, namely:_________________________________________________ 

11. Which of the following product attributes regarding environmental preservation do you 

place the most importance on? (Please rank 1-3) 

........That it is manufactured of materials that has low or no impact on the environment 

........That it has a high durability and will have to be exchanged less often compared to other similar 

products 

........That it has a minimal impact on the environment when it is being used 

12. If you would buy an energy efficient refrigerator for environmental reasons, what of the 

following would be the main reason for doing so? 

a. Because I see myself as a part of the nature 

b. Because the humankind is dependent on the nature as a resource 

c. Option a and b would be equally important 

d. Other, namely:_____________________ 
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13. To what extent do you agree with the following statement:(1 = totally disagree, 5 = totally 

agree) 

I think that if I bought a refrigerator that is labelled as energy efficient instead of one that consumes 

an average amount of energy I would contribute a lot to our environment   

1     2     3     4     5    

14. To what extent do you agree with the following statements? 

How would you feel if you were using a refrigerator that is labelled as energy efficient?  (1 = totally 

disagree, 5 = totally agree) 

a. I would feel safe for my future and upcoming generations as I would conserve environmental 

resources 

1              2              3              4              5 

b. I am concerned about the environment itself and I would therefore feel satisfied with my choice 

of the product 

1              2              3              4              5 

 

 

 

 

  


