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Annotation

In recent years corporate social responsibility has become a phenomenon. Companies have
started implement this activities into their business and customers vehemently demand it.
However, still just alittle known about influence of company behaviour on customer purchase
decision. Therefore, the main purpose of this study isto investigate how students as customers
are aware of environmental corporate social responsibility, what attitude they have towardsthis,
as well as how their purchase behaviour can be affected by unethical company behaviour. In
order to investigate this issues, case study research was conducted where Huddersfield
University’s students took part. To obtain in-depth insight into this problem, multinationa
coffee company Starbuck was chosen as a sample of “green” company which currently

struggles with palm oil issue.
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Anotace

Povédomi, postoj a chovani zakaznikl vii¢i podnikovym environmentéalnim praktikam

V poslednich letech se spolecenska odpovédnost stala fenoménem. SpoleCnosti zacaly tyto
aktivity zaclenovat do svého podnikani a zakaznici je vehementné pozadovat. Nicméné, stale
je velmi malo znamo o vlivu chovani firmy na rozhodovani zédkanika. Tudiz, hlavnim cilem
této prace je zkoumat v jaké mife jsou student jako zdkaznici informovani o environmentalni
odpovédnosti firem, jaky postoj k tomu zaujimaji a také jak jejich nakupni chovani mize byt
ovlivnéno neetickym chovanim firmy. Tento problém byl feSen pomoci ptipadové studie, které
se ucastnili studenti University of Huddersfield. K ziskani hlubsiho pohledu do celé
problematiky, mezinarodni spole¢nost Starbucks byla vybrana jako piiklad “zelené” firmy,

ktera vSak nyni bojuje s kauzou palmového oleje.

Klic¢ova slova

Spolecenskd odpovédnost firem, Zivotni prostfedi, neetické praktiky, nakupni chovani,

zakaznik, student, povédomi, postoj, chovani, Starbucks, zeleny.
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| ntroduction

In recent decades, corporate sociad responsibility (CSR) undoubtedly becomes a
phenomenon. The reasons why to deal with CSR is a social impact of such activities on
company environment, stakeholders and the community as well as the benefits that arise
from such behaviour for a company. Today, more and more companies are increasingly
interested in CSR integration into their business (Pedersen, 2015). The main trigger of
popularization of CSR was particularly external pressure from organisations (Porter and
Kramer, 2006) caused by mass media, environmental disasters, governmental regulations,

demands of customers and many more (Crane, Matten and Spence, 2014).

But what does CSR really mean? A very recognized definition of CSR is provided by the
EU’s green paper: “Being socially respons ble means not only fulfilling legal expectations,
but also going beyond compliance and investing ‘“more” into human capital, the
environment and the relations with stakeholders” (Commission of the European
Communities, 2001, p. 8).

However, it could be argued that CSR is a trend and quite a new concept, however the
opposite is true because CSR was firstly defined in 1953 by Bowen (1953) in his book
‘Social Responsibility of the Businessman’ (Beckmann, 2007). In following years, the
concept was gradually expanded and interested groups began to take it into account
(Carrall, 1999).

Nevertheless, a question arises here, what benefits do companies have from the
implementation of CSR? It is argued that the most firms benefit from this behaviour,
especially by gaining intangible assets such as improving reputation, brand, and image. But
it also increases the value of stock or gaining natural resource, labour, partnership (Porter
and Kramer, 2006).

Furthermore, the adoption of CSR is very important in relations with customers. Indeed,
an increasing number of customers are interested in CSR which also mainly influences
their purchase behaviour (Forbes.com, 2010b). Customers desire to know what companies
do for the society, community and the environment or how they take care of their workers.

The most consumers (88%) find important that companies are involved in beneficial
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activities for the society and the environment, which are also long-term business goals.
Moreover, 83% of them aso think that companies should donate funds (Forbes.com,
2010b).

However, more customers still express interest particularly in the origin of a product.
Especially, whether it isgained ethically and also what the impact of this production on the
environment is. 34% of the EU citizens describe a consideration of the environment like
“very important”, 49% as a “rather important” and only 4% said that it is not relevant at all
(European Commission, 2009). Otherwise, 9 customers from 10 in the UK know the
Fairtrade logo, which is a positive result (The co-operative Group, 2012) and 52% of them
read the product labels in order to know whether there is any environmental impact (The
Nielsen Company, 2014). Similarly, 55% of people are willing to spend more for ethically
sourced products (Ethical consumer, 2014; The Nielsen Company, 2014).

Otherwise, there are often opinions from customers considering quality of products, used
resources or some disagreement with unethical production in internet discussions.
Additionally, customer reviews have a significant effect on purchase decision of new
buyers. Surprisingly, internet reviews are evaluated by customers equally as a personal
recommendation (88% agree), which is remarkable (Forbes.com, 2015). In terms of
business type, people read the most online reviews considering Cafés and Restaurants
(56%), it proves the fact that people are concerned about their consumption thereby the
quality of food and drinks (BrightLocal, 2014).

Undoubtedly, customers as a majority of stakeholders mean for companies alot and their
opinions are more than important. They have power to ‘force’ companies to behave more
ethically, responsibly or avoid using some materials. However, customers can react
unfavourably, for example they can easily switch products for competitors’ ones, can
influence brand reputation or may act adversely in terms of signing petitions, participation

in marches and boycott the brand.

Interestingly, 78% of customers would boycott the company due to unethical practices or
providing false information (Walker, 2013). It is worthy to note that 22% of personal
boycotts were conducted by younger people between 18 and 34 years and 33% of students
admitted that they took a part in some kind of boycotts (Ethical consumer, 2014). In the
Nielsen Company’s survey (2014) roughly 50% of respondents were also younger people
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up to 34 years old who showed the greatest interest in sustainable production. (Ethical

consumer, 2014).

Resear ch problem

Aforesaid theorieslead to more detailed explanation of the research problem. As mentioned
above, the age group roughly from 18 to 34 years old represents a considerable part of
customers who are willing to pay more for green products, are interested in corporate
behaviour and care about the environment. In this age range, university students are also
involved. Student are important because of constituting substantial part of customers,
especialy future ones. Also most of graduated people will probably work for companies,
maybe as top managers, therefore it is worthy for them to be aware of CSR, behave and
think ethically. So far many studieswere conducted examining students behaviour and their
perception, awareness or attitudes towards CSR and ethical manners of organizations
(Adhikary and Mitra, 2015; Arlow, 1991; Ftzpatrick, 2013). Thanks to these aspects,
students are perceived as very interesting group for this research. However, there is no
study focused on students’ perception, awareness and attitudes towards unethical practices
of international companies especially in the coffee industry.

Resear ch objectives and questions

The purpose of this research is to examine customer awareness, attitudes towards
environmental corporate social responsibility and how unethical behaviour of companies
influences their purchase behaviour. Particularly, this paper is focused on international
brand Starbucks. Starbucks has a deeply sophisticated corporate social responsibility,
which they do really well and is recognized a lot. However, they still hesitate to actually
start using ethically sourced palm oil in their productions. Additionally, this practices are
not in compliance with their company statement. Hence, it was a trigger for number of
protests, campaigns and boycotts against this company which is surely not beneficial for

their reputation etc.
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The study aims to find answers on the following research questions:

e How aware are customers of environmental corporate social responsibility?

e What attitude do customers have towards the environment and environmental
behaviour of a company?

e How do environmentally unfriendly practices of a company influence customer

purchase decision?

Structure of thethesis

Firstly, environmental social responsibility in terms of sustainable development, business
ethic and environmental issues are explained. Secondly, the most important part of
literature review is focused on customers. It is hecessary to define who is customer, their
purchase decision-making process, its influencing factors and consequently their
perception of environmental activities. Additionally, students are defined in the role of
customers. Third chapter contains methodol ogy constituting of research approach, research
strategy and method. Further sample and collected data are described as well as validity,
reliability, ethic and finally limitations of the study. Afterwards, chapter four presents
results and analysis of collected data on which recommendation and conclusion are based.
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1. Review of environmental cor porate social
responsibility and customer behaviour literature

This literature review constitutes of two parts, the first one is focused on the clarification
of environmental corporate social responsibility where mainly notions as sustainable
development, ecological responsibility and business ethic are explained. The more
comprehensive second part defines who customer is, predominantly his purchase decision
and influences which can affect it. Furthermore, for purpose of thisresearch it isworthy to
mention linkage between customers and CSR, how they are influenced by this concept,
who ‘green customer’ is and how company behaviour effects customers. At the end,

reactionsin terms of CSR are stressed aswell as definition of a student as a customer.

1.1 Environmental corporateresponsibility

There are more reasons why companies implement CSR, however the most important is
achieving company long-term sustainability. Similarly, gaining competitive advantage or
differentiate brand from the competitors’ one in customer perceptions (Starbucks, 2001).
Activities in terms of CSR are conducted in three areas. social, economic and
environmental. This concept is called triple bottom line. Companies usually do such
activitieswhich are close to them, thusfocusing on one areamore or less (Elkington, 1998).
However, this thesis deals primarily with environmental responsibility because today the
environment is a “good business” and no company wants to looks irresponsible (Sehgal,
Landran, and Sigh, 2010) thereby environmental practices, sustainable development and

business ethic are described below.
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1.1.1 Sustainable development

A frequently discussed notion in terms of CSR is sustainable development. This issue is
described as a long-term sustainable growth in order to survive in today's competitive
environment. In additional, sustainable devel opment can be achieved primarily through the
ecological activities which are the most associated with (Crane et al., 2014).

However, Garriga and Melé (2004) ranks sustainable development into so-called ethical
theories. The trigger was report from World Commission on Environment and
Development (1987) which state: “Humanity has the ability to make development
sustainable to ensurethat it meetsthe needs of the present without compromising the ability
of future generations to meet their own needs” (p. 16). Commission also stress the needs
to be focus on new growth that is “ar the same time socially and environmentally
sustainable” (p. 7). Afterwards, World Business Council for Sustainable Development
broaden understanding of thisinto three dimensions, parts of triple bottom line (WBCSD,
1999): social, economic and environmental (Elkington, 1998).

Dyllick and Hockerts (2002) add that for successful managing sustainable development in
the long term isimportant considering all three dimension (see Figure 1.1).

Figure 1.1 Dimensions of sustainable devel opment

Economic
sustainability

Environmental Social

sustainability sustainability

Source: Dyllick and Hockerts, (2002, p. 132)

Furthermore, the reason why companies deal with sustainable development is ssimple. The

answer isrooted in business ethic, because companies naturally feel the need to do thisand
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has interest in their environmental footprint (Crane et al., 2014). In additional, Van
Marrewijk (2003) point out that if company strivesto achieve corporate sustainability, it is
necessary to implement CSR. Similarly, still more ‘advanced’ companies, mostly the
international ones, adopt concept of sustainable development as a part of their long-term
strategic approach (Morrison, 2011), whose aim is to meet the needs of stakeholders
without endangering the resources and capabilities of organization (Dyllick and Hockerts,
2002). Also, some companies aim to utilize opportunity of sustainable activities for
gaining competitive advantage, thereby differ its productions from competitor’s ones
(Saxena and Khandelwal, 2012).

However, the understanding of sustainability varies across countries because of disunited
ethical background determining behaviour and attitudes. Similarly, two different people
can perceive sustainability totally differently. Many people associate sustainable
development primarily with ecology (Amadi et a., 2014), which is dedicated to the next
chapter.

1.1.2 Ecological responsibility

Ecological responsibility has a significant impact on the nature, therefore is necessary to
protect Earth’s wealth in order to leave it in good condition for our future generations
(Saxena and Khandelwal, 2012). Dyllick and Hockerts, (2002) claim that eco-
responsibility constitutes a business level strategy for sustainable development. Already in
1987, the WCED emphasized the importance of bearing in mind ecologica problems and
seriousness of environmentally unfriendly behaviour consequences. Also it is relevant to
note that ecological responsibility is till voluntary nature and it depends on enthusiasm

and willingness of every organisation.

Accordingto Craneet al. (2014) in 21 century ecological responsibility istaken for granted.
“Today, green economy includes everything from eco-friendly and green lifestyle products,
organic agriculture, renewable energy, water and waste management and natural resource
management.” (Saxena and Khandelwal, 2012, p. 554) In ecological responsibility core

can be involved for example: “pollution prevention, waste minimisation, energy
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conservation and recycling” (Crane et a., 2014, p. 349). Similarly, Hashmi et al. (2014)
add other ecologica responsibility activities: using water, wind or sun power as a source

of renewable energy, using biofuel or just smply support environmental organizations.

However, due to increasing pressure from governmental and non-governmental
organizations on companies, increasing interest of mediaand public and hand in hand with
their increasing expectations (Chen, 2013), various norms were implemented, for example
widely recognised 1SO standards. These standards are mainly accepted by multinational
companies whose contribution helps to sustainable development, predominantly in global
scope. SO standards are in practice controlled by environmental management along with
CSR introduced in recently years (Crane et al., 2014). Therefore many companies at |east
every year publish reports about their adopted environmental friendly activities. These
reports play significant role in awareness of wide group of stakeholders (Pedersen, 2015).
In present time, still more customer are interested in these reporting and behaviour of

company, however sometimesthe company do not present compl etely truthful information.

During few last decades, ‘green’ boom has been noticed, it meansthat ‘green’ notions have
emerged. They have a common approach towards sustainable development in order to
emphasize importance of taking into account environmental impact of businesses
(Arunesh, 2015). However, obvioudly for green implementation more funds are needed,
because it is more costly. Nevertheless, these measures can bring cost saving as well, but
probably in long-term period. Saving the environment and at same time money saving are
the main goals of sustainable development (Saxena and Khandelwal, 2012).

Many stakeholder are aware of origin of product in terms of responsibility and ecology, so
increasing interest in used resourcesis occurred. Indeed, especially in developed countries
buyers possess power to influence supplier behaviour (Crane, 2008). In terms of
responsible supply chain, firms have limited capabilitiestowards other businessesinvolved
in the chain (Crane, 2008). Even though that, companies should properly choose their
suppliersand make sure they do areally responsible business. Additionally, a problem may
arise from various kinds of suppliers operating in different countries where various levels
of development and different laws are applied, for example in developing countries
(Pedersen, 2015).
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1.1.2.1 Global environmental problems

In ecological responsibility companies aimsto do some ‘good’ for the Earth and therefore
help in protection against worsening global problems The industrial development in past
200 years along with increasing globalisation undoubtedly change the climate (Saxena and
Khandelwal, 2012). It is called environmental degradation whose main cause is a human
activity. For its solution decades are needed (Morrison, 2011). Global issues are driven by
increasing population, excessive consumption and the ration of used resources, high-
emissions and transport, increasing industrialization, global warming, wasting energy,
urbanization, increasing factory production and many more (Saxena and Khandelwal,
2012; Morrison, 2011).

Among the major global issues ranks a climate change which continuously deteriorating
each year. The mgjor cause of that is excessive using fossil fuels which isthe main trigger
for increasing greenhouse effect causing subsequent global warming (Gingerich and
Karaatli, 2015). Nevertheless, except this there are many more problems threating planet
as a deforestation, pollution, issue of waste disposal, acid rain, raising sea level and many
more (Amandi et al., 2014), (Morrison, 2011). However, Amadi et al., (2014) claim that it
is important to have bear in mind possible risks and impact, primarily caused by human
activity. Otherwise, according to EuropeanCommission (2009) the EU citizens are willing
to help in solving environmental global problems in many ways, the most (30%) people
contribute in recycling and minimising waste, 21% of them buy eco-products and 19% use

household domestic energy saving appliances.

1.1.3 Businessethics

All activities mentioned in previous chapter could be termed generally as a business ethic.
This notion can be seen as an umbrella for connection between business and society.
Indeed, business ethic is rooted in philosophy thereby business activities are examined
from ethical point of view. In other words, it means that business acting and behaviour are
assessed whether are right or wrong (Crane et al., 2014).
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As a business ethic is considered an overall behaviour of company involving various
activities. Thisfact demonstrates Figure 1.2 where dimensions of business ethic are shown
(Morrison, 2011).

Figure 1.2 Dimensions of business ethic

Fair
business
practices

Labour
standards

(ILO)

Environmental
impact

Ethical
dimension of
business

No
corruption

Safe
working
conditions

Honest

COMmMMUICation

Non-
discrimination

Source: Morrison, (2011, p. 399)

However, al activitiesin which is company involved have impact on itsenvironment. This

impact affects stakeholders, primarily key group - customers (Beckmann, 2007).

Hence, company should keep in mind its presenting practices on the public, because
favourable activities can bring company success and appreciation, on the contrary unethical
practices may have an unprecedented negative impact. For example 65% of employees

would leave the current job because company harmsthe environment (Forbes.com, 2010b).
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1.1.4 Greenwashing

Greenwashing is one of the activity which is on the boundary of business ethic, therefore
it is sometimes seen as unethical. There arises a question how can customers recognize
really green products and can trust that green activitiesare really green?

As a Greenwashing is described behaviour of a company, when it presents itself greener
than in reality is. This notion is not such new as it seems, because it was defined in 1986
by environmentalist Jay Westervelt (Swain, 2011). In other words it means. “misleading
consumers about firm's environmental performance or the environmental benefits of a

product or service” (Delmas and Burbano, 2011, p. 64).

‘Green marketing’ is not one of the drivers, but can be understood primarily as a medium
through which desires and drivers of greenwashing getting into the public. It means
promotion product and services and their subsequent sale with using an “environmental
benefit” (Lane, 2013, p. 295). In other words, one of the motive is fact that firms strive to

be different through presenting itself green and catch competitive advantage (Chen, 2013).

On the other hand, companies are forced by customers, investors, competitors, NGOs and
mediato be environmentally responsible as much as possible (Delmas and Burbano, 2011).
It is not surprised that some of them do itself greener than they really are. Thereby these
disingenuous information are broadened primarily through green marketing. The use of
this practice also refers to violations of consumer rights (Pedersen, 2015, p. 169).
Consequently, customers have only a little chance to recognize what is true and what not,
It depends on customer intuition and perception of company credibility (Chen, 2013). Even
though this, there exists a ‘greenwashing index’ helping customers to identify honesty in
green practices (EnviroMedia, 2016; Swain, 2011). Indeed, companies using
greenwashing, balance on the really thin line, because due to only one mistake can lose the
customer confidence. And not only them, because investors are also sensitive (Delmas and
Burbano, 2011). Nevertheless, benefit for companiesis customer willingnessto pay higher

price for ‘green products (Chen, 2013).
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1.2 Customer in CSR concept

This study is underpinned by relevant theory about customer behaviour in order to
understand collected data. In this chapter customer is defined primarily in CSR concept.
Moreover, customer awareness and attitudes towards CSR, customer decision-making
process and its affecting factors. The second half of this chapter is focused on green
customer, his purchase decision, influence of CSR and business ethic on purchase
behaviour. At the end of this chapter customer reactions on company unethical practices

and student as a customer are described.

At the beginning is appropriate to identify who is actually a customer. A customer “isan
individual or business that purchases the goods or services produced by a business. Heis
the end goal of businesses, since it is the customer who pays for supply and creates
demand” (Investopedia, n. d.).

It is interesting to note, why customers are so important for companies. Customers
represent a majority of stakeholders (Beckmann, 2007) thus crucia group in terms of
revenues (Pedersen, 2015). Similarly, “customers are demanding more than ‘product’
from favourite brand” (Starbucks, 2001, p. 3).

On a company can influence variety of stakeholders group striving to shape organisation
into more ethical way. For example, such well-known stakeholders group is Greenpeace
(Houlder, 2001). In additional, another possibility how customers can express their
dissatisfaction with firm irresponsible behaviour is through boycotts, which are primarily
conducted by NGOs (Crane, 2008).

1.2.1 Customer perception, awareness and attitude

Customer purchase behaviour is complex process which cannot be easily understood.
According to Oberseder et al. (2011) the CSR involving and ethical manners have awide-
ranging impact not only on customer buying behaviour but also on their perception,
attitudes, loyalty, satisfaction or awareness. Similarly, many studies claim that CSR has
predominantly positive impact (Sen and Bhattacharya, 2001).
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Awar eness

Nowadays, considerable amount of customers are increasingly aware of the environment
(Saxena and Khandelwal, 2012). They take into account issues such as animal welfare,
waste treatment, Fair trade, recycling or a total impact of purchased product. All these
aspects and many more are reflected in customers purchase behaviour (Chen, 2013;
Mostafa, 2007). In terms of CSR influence, awareness playing significant role is generally
considered as a low. People are not active in seeking information in this field thereby are
little knowledgeabl e. It means that only small proportion isfamiliar with CRS. (Hartmann
et al. 2013; Oberseder et al., 2011). Nevertheless, aware people help to create a positive
attitude towards CSR companies and therefore are more willing to purchase products from
socially responsible organization. Moreover, communication of these activities is

important because enhance customer knowledge (Oberseder et al., 2011).
Per ception

Perception is a “process by which people select, organize, and interpret information to
form a meaningful picture of the world” (Kotler, 2014, p. 172). In other words isamanner
how people understand to world around them and how they are able to recount its
information. Perceptions aswell as attitudes towards CSR differ considerably from person
to person depending on many factors. Moreover, nowadays customers are literally
overwhelmed by information from media, internet etc. and thus sometimes see the world
very distorted (Saylor.org, n. d.).

Attitude

Theattitudeis “mental position or emotional feelings about products, services, companies,
ideas, issues, or institutions shaped by demographics, social values, and personality. In
advertising, the desireisto promote positive consumer attitudes” (Allbusiness.com, n. d.).
Undoubtedly, CSR affects customer attitude in terms of perception of a company, brand,
Image, product etc. However, companies do the best in order to achieve positive customer
attitude towards their business (Beckmann, 2007). Especially for particular businesses
attitudes of their customersare very important, thus companies strive to change it primarily

by advertisement (Saylor.org, n. d.).
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1.2.2 Customer purchase decision - making process

Studies of customer behaviour examine “when, why, how and where people do or do not
buy products” (Sehgal et al., 2010, p. 5). In these studies are involved various sciences
such as economic, psychology, social anthropology. However, definition of consumer
behaviour is followed: “the process and activities people engage in when searching for,
selecting, purchasing, using, evaluating, and disposing of products and services to satisfy
their needs and desires” (Belch and Belch, 2003, p. 105) Also it is worthy to note that
“consumer buyer behaviour is a behaviour of final customers — individual s and househol ds
that buy goods and services for personal consumption” (Armstrong and Kotler, 2015, p.
160).

Nevertheless, in these thesis customer and consumer notions are used asa similar, thereby
interchangeable. Examining of customer buying decision is interesting for many reasons,

for example understanding customer needs and wants (Sehgal et al., 2010).

Furthermore, there are some benefits arising from the understanding of customer decision-
making process. Firstly, it is valuable for further marketing communication, customer
behaviour provides precious information in order to appropriate focused on marketing
campaign as well as strategy. Secondly, company gains an overview of happening at the
market and regard to this can renew its policy and approach. Similarly, this knowledges
also provide “national different face” (p. 6) useful for international comparison (Sehgal et
al., 2010).

Beckmann (2007) suggests that consequences from various stages of decision affect
consumer purchase behaviour, respective decision-making process. These stages (shown
in Figure 2.3) are followed: “need recognition, information search, evaluation of

alternatives, purchase, after purchase experience and product disposal.” (p. 29).
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Figure 1.3 Stages of customer purchase decision-making process

Problem Information Alternative Purchase Postpurchase
recognition search evaluation decision evaluation

Source: Belch and Belch, (2003, p. 105)

Beckmann (2007) provides a deeper explanation of each category. First category (need
recognition) highlights perception and interest in company CSR which can be seen asother
product characteristic. The most customers have a lack of knowledge in terms of CSR, for
example they are not aware of CSR implementation in international companies. Similarly,

some of them have negative attitude showing distrust towards CSR communication.

Sear ching infor mation can be conducted actively or passively. With current accessible
technologies, primarily thanks the internet, searching information is much easier than
before. (Sehgal et a., 2010). Evaluation of alternatives as well as searching information
are affected by trust in products, services, brand or company as a whole. Nevertheless, the
origin of information such as commercia, non-commercial and persona often have an
impact on already mentioned attributes as an attitudes and trust (Beckmann, 2007).

Generally, customer have a positive approach towards CSR. However, there are some
elementsdoing thisideadifficult: price, quality of products, firm reputation differences
between proactive and reactive CSR practicesand etc. Thereby, linkagein all instances

between consumer choice and mentioned attitudes is not strong (Beckmann, 2007).

The act of buying is considered as a pur chase intention. The most of customer often do
not want budge from main aspects price and quality. However, active CSR policy can helps
as an “insurance” in the case of product crisis. Moreover, customers seem to be more
resistant towards negative CSR which is kind of benefit for the companies. Of course,
people are more sensitive to negative information, thereby it means that doing good thing

istaken for granted but unethical behaviour will be condemn (Beckmann, 2007).

Negative experience from purchase can be for example caused by expectation of high
quality whichisone of the deeply rooted attribute. Asaresult of product disappointing due
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to quality isdecline of customer loyalty and reluctance for future purchase. The possibility
of product disposal can also affects purchase decision (Beckmann, 2007).

Undoubtedly, the main reason why people buy isto meet the basic needs for instance food,
deep or safety, however other needs appear with increasing devel opment of human society
(Sehgal et a., 2010).

1.2.3 Influenceson purchase behaviour

The understanding of customer behaviour isconsidered asa quite extensive issues, because
customer behaviour is affected by combination of many elements (Armstrong and Kotler,
2015). Furthermore, Sehgal et al. divide factors influencing customer behaviour into

external and individual groups.

External factorsinclude: culture, socia group or class, family, inter-personal influences
and among others also geographical, political, economic, religious, environmenta factors.
On the other hand, into individual factors rank: personality, self-concept, motivation,

involvement, perception, information process, learning and attitudes (Sehgal et a., 2010,
p. 9).

However, Armstrong and Kotler (2015) claim that customer behaviour is significantly
influenced by four groups of elements which are cultural, social, persona and
psychological factors, shown in Figure 2.4.
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Figure 1.4 Factorsinfluencing customer behaviour

Cultural
Social
Culture
Groups and Personal
socal network i
Subculture ? age Psychological BIJ'f'EI'
Family occupation motivation
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situation perception
Roles and lifestyle
status personality learning
self-concept] beliafs and
attitudes

Source: Armstrong and Kotler, (2015, p. 162)

Into cultural factors rank culture, subculture and social classes. People learn their
behaviour, values, perception and assume their culture habits as their own primarily from
families. A culture and its subcultures significantly influence customer behaviour. Social
classasafactor isalso relevant, because people with similar affluence, property, education,
profession or earnings show very similar signs of purchase behaviour (Armstrong and
Kotler, 2015).

As asocial factors are considered influences of groups and social networks, family, role
and status (p. 164). Significant role play groups such as membership groups, reference or
aspirational group. However, recommendations from friends, family and other customer
are also valuable. Customer reviews have a meaningful effect on purchase decision. 85%
of respondents admit that read more than 10 reviews before buying (BrightLocal, 2014).
The internet is one of the most using medium for searching information about products,
companies and their interests, thereby today’s firm should bear in mind this and be active

on the internet as possible (Armstrong and Kotler, 2015).

Another group of determinants influencing customer behaviour are per sonal factors. age
and life-cycle stage, occupation, economic situation, lifestyle, personality and self-concept
(p. 169). Also the way how people live, how they spend their free time and what their
hobbies are, influence buying behaviour significantly. In additional, personality and self-
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concept (p. 171) should be very useful in order to understand customer purchasing
behaviour (Armstrong and Kotler, 2015).

According to Armstrong and Kotler (2015) last influencing group of determinants are
psychological factors including “motivation, perception, learning and beliefs and
attitudes” (p. 172). When the human needs become stronger they transform themselves
into motive. Thisissue is very aptly defined by Abraham Maslow, where in his pyramid
needs are ordered hierarchically which involving “physiological needs, safety needs, social
needs, esteem needs and self-actualization needs” (p. 172). When the need at the bottom

of the pyramid (see Figure 1.5) - physiological is fulfilled, customer strives to fulfil the
above one.

Figure 1.5 Madow's hierarchy of needs

Self-
actualization
needs
self-development

Esteem needs
self-esteem,
recognition

Social needs
sense of belonging, love

Safety needs
security, protection

Psychological needs
hunger, thirst

Source: Armstrong and Kotler, (2015, p. 173)

Perception is other psychological factor which can be described as a way how people see,
and understand the world around them. Undoubtedly, each person has different perception
of reality. Additionally, learning is a process based on the previous experiences through it
people adopt beliefs and attitudes. Similarly, attitudes express ‘relation’ towards
something, especially products or services. In other words whether people like it or not
(Armstrong and Kotler, 2015).
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1.2.4 Green customer purchase behaviour

It is believed that every purchase of product has some consequences for the environment
in terms of waste, resource, influence on the community etc. When customers consider
environmental impact in their purchases, the whole decision-making processis much more
complex and involving more factors and motives affecting that. Thereby, this fact makes
the understanding of shopping behaviour much more complicated (Sehgal et. a, 2010).
“Hence, environment-friendly consumption may be characterized as a highly a complex

form of consumer behaviour, both intellectually and morally as well as in practice.’

(Moisander, 2007, p. 404).

Moreover, it is important to note that customers who pay attention to the environmental
responsibility, ethical manners and sustainability in their purchase behaviour are called as
a ‘green consumers’ (Pedersen, 2015). In other words it means that customers strive to

choose products which are less harmful to the environment (Shamdasani et al., 1993).

However, there are some extremes in the green consumption — “radical green consumer”
strictly rejects buying excessive amount of goods which is not necessary and reduces his
consumption on the lowest possible level. On the other hand, there is also available
approach when customers during their buying consider the environmental impact of the
product and choose the one which is less harmful. This approach is called “liberal ” and
brings the option of ethical buying without radically changing lifestyle principles
(Moisander, 2007, p. 405).

According to Nielsen’s research, global respondentsidentify three main drivesinfluencing
their purchase : product from brand and trust (62%), health products’ benefits (59%), fresh,
organic and natural product are important for 57%, moreover only 34% admit that TV spots

influence their purchases (Nielsen.com, 2015).

Undoubtedly, green consumption become a phenomenon aong with eco-friendly
production (Pedersen, 2015). Environmentally-friendly products are defined by
Shamdasani, Ong Chon-Lin and Richmond (1993, p. 489) as “a products that will not
pollute the earth or deplete natural resources, and can be recycled or conserved”. Thus
meaning of notions as a ‘green’, ‘environmentally-friendly’ or ‘ecologically-conscious’ is

consider as a very similar and can be “interchangeable” (p. 488).
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Considerable amount of data collected in certain countries or globally confirm this fact
(Pedersen, 2015). For example the UK Ethical consumer report saysthat in 2011 the largest
increase in terms of ethical food and drink consumption had sustainable fishes and
Fairtrade whose logo already know 9 from 10 customers. Additionally, in 2012, 92% of
UK consumers recycle in comparison with 73% in 2010 (The co-operative Group, 2012).
According to Ethical consumer (2014) people spent for ethical products every year more,
for example in 2013, was rise 9% than in previous year. Another very remarkable study
investigates behaviour of American consumer in 2013. Interestingly, during buying 71%
Americans take into consideration the environment. Notably, 78% of respondents would
boycott the company when they find out some unethical behaviour or false information
(Walker, 2013).

1.2.5 CSR influence on customer purchase decision

The relationship between CSR and customer behaviour is described by personal factor
“locus of control”. This aspect influences purchase decision in terms of how much people
trust themselves that they can affect result due to their own acting. (Rotter, 1966). McCarty
and Shrum (2001) define two types of locus control: external and internal. They claimed
that external locus characterizes those people who think that they have no power to change
or influent some results, because they assume that coincidence and other people have this
power. Contrarily, internal locus of control have those peoplewho trust themselvesin terms
of power to control their lives and through their behaviour can impact on outcomes.
Thereforeit isconsidered that customerswith aninternal perspectivelikely respond to CSR
activitiesin more positive way than those people who have external locus of control which

causes disbelief in the power to affect results through acting.

Undoubtedly, customers require more information about corporations’ practices, however
CSR still playsaminor role as an influencing factor on customer purchase decision (Mohr,
Webb and Harris, 2001). Lack of awareness towards CSR and gap between what people
saying and doing seem to be as a possible explanation (Oberseder, 2011). In other words,
customers are willing to consider CSR when purchasing but only small number of them
really do it, according to Mohr et al. (2001) only about 20% of customers realy consider
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CSR when buying. Moreover, negative CSR performance has greater influence on

customer evaluation of acompany than positive information (Sen and Bhattacharya, 2001).

In terms of CSR influence, customer awareness plays a significant role which isin tota
considered asalow. Neverthel ess, whether they are some aware people about CSR it helps
to create a positive attitude towards CSR companies and therefore their willingness to
purchase products from socially responsible organization. Similarly, CSR communication
Is very important. When people are not aware of CSR activities, it cannot influence them
when buying (Oberseder et al., 2011). Also “customers who respond more positively to
CSR activities have also been found to take more responsible purchase decision and act

more responsible in disposal behaviour” (Oberseder et al., 2011, p. 451).

According to Oberseder et al. (2011) there are three aspects (core, central and peripheral
factors) which increase probability that CSR will be take into consideration during
purchase.

Corefactor s are two changeabl e factors: information and personal consideration. In terms
of information, there are two types, the scope of information (how much they know) and
second one is whether the information have negative or positive character. Customer with
alack of knowledge and information do not take CSR into account when buying. On the
other hand, people who are aware about this buy more Fairtrade and ‘green’ products. The
extent how much information and CSR practices comply with the personal beliefs and

attitudes is collectively referred as a personal consideration (Oberseder et al., 2011).

Central factor srelate to the customer financia situation. Priceis still one of the strongest
rooted factor influencing buying behaviour, even over ethical practices of corporations.
Undoubtedly, the prices of Fairtrade and ethically sourced products are higher, but central
factor affect customer decision in this stage. Hence price is very often main reason why do
not buy (Bray et al. 2011). However, when the prices of ethical and non-ethical products
are equal, consumers choose the ethical one. Therefore both factors central and core need

to be met in order to consequently consider CSR in shopping (Oberseder et al., 2011).

Peripheral factorsinclude “Credibility of CSR activities, image of the company and the

influence of peer groups” (p. 455). These factors are considered after complying both
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previous core and central factors. Credibility of CSR practices means that core businessis
closely linked with promoted CSR activities. Thus, firm responsibility constitutes the
extent of company image perception. The last powerful aspects influencing purchase

behaviour are peer groupsinvolving friends, family or co-workers (Oberseder et al., 2011).

1.2.5.1 Businessethicimpact on customers

Businessethic isanother very influential factor affecting customer behaviour, it means how
firms behave and do their business (Forbes.com, 2010a). Many companies strive to cause
trust in their customers by the implementing internal ethical rules, because they believe
that thanks that can create a strong relationship with customers. Ethical rules are involved
in Code of conduct. All stakeholders have to respect it. Code of conduct ensures that
everybody are treated with respect and dignity, labour and human laws are respected along
with health and safety manners. Regarding Code of conduct, organisations have to realize
it actively. Tanks to ethical behaviour, company can improve its reputation, strengthen its
positon and take out new partnerships easily (Forbes.com, 2010a).

1.2.6 Customer reactionson companies unethical behaviour

After listing customer rights, they begun to demand “greater power” and respect for their
rights. These initiatives resulted in emerging of activism and greater customer awareness
of corporate behaviour (May, Cheney, and Roper, 2007).

Generally, it could be said that customers have a positive attitude towards those companies
which apply CSR (Beckmann, 2007). Indeed, customers are really willing to adjust their
habits, style of life and consequently change purchase intentions (Phillips, 1999). For
instance half of surveyed Americans are amenable to switch brand due to company
environmentally friendly practices (Phillips, 1999). Moreover, irresponsible acting of
company influences customers in their purchase behaviour more negatively than

responsi ble behaviour positively (Oberseder et al., 2011).

However, customers have some options how to affect company practices. Types of

consumer activism can be following: “phone calls, letters writing, petitioning, creating
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alternative venuesfor consumption, boycotts or buycotts, devel oping local and bi oregional
alliances, demonstrations as a protest and marches, embracing critical pop culture and
media” (May et a., p. 245).

According to May et al. (2007) in the early beginnings of customer activism they preferred
acting individually in terms of phone calling and letters writing. Along with technol ogical
development sending messages through the internet in order to react on a company
behaviour is much easier.

Consumers can be involved in some activist organization like the Organic Consumer
Association. Through them send messages to the corporations. It seems to be more
effective way than act individually (May et al., 2007). For example Starbucks has received
alot of adverse reactions from their customers, when some of them led to the protests and
signing petition against the company (OCA, 2014). It was more than 2000 individual
messages in 2003 in terms of organic food and farming, and three years earlier 84

organizations signed open petition against sweetshop coffee (May et a., 2007).

Currently Starbucks again faces protests, petition and campaigns from customers and some
consumer organizations. The issue is that Starbucks is still using non-sustainable palm oil
which is now considered as a serious threat for the environment especially for animals,
forests, as well as community where palm oil is produced which deteriorate global
problems. Therefore, “more than 300,000 consumers have petitioned Starbucks to go
"deforestation-free. ” (OCA, 2015).

Another way how to express the disagreement with corporation practices are
demonstrations and marches which thanks to them size and uniformity are considered as a
very powerful action. These events are often created by number of individuals or consumer
groups (May et al., 2007).

Even though that customer activism seems be a relatively new issue, the opposite is true
because boycotts are dated around 1870. (May et al., 2007). According to Friedman (1995)
boycott is “an attempt by one or more parties to achieve certain objectives by urging
individual consumers to refrain from making selected purchases in the marketplace.” (p.

198-199). Moreover, boycotts can be conducted in terms of animal rights, environment as
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a whole, forest protection, packaging and recycling of products or using fuels in cars.
Customers by boycotting exert economic pressure on the companies in order to achieve
“ecologically desirable directions” (p. 213). Undoubtedly, the big amount of boycotting
customerswill affect the company. Furthermore, boycotts negatively influence not only on
the economic site of a company, but also on their reputation especially when media and
news are also interested. The main intention of this action is to force companies to
rethinking and consequently change their ecological initiatives (Friedman, 1995).
Interestingly, 22% of boycotts against unethical behaviour in UK was conducted by young
people between (18-34 years), they were calling predominantly for boycotts in terms of

animal welfare, corporate practices and ecologica impact (Ethical consumer, 2014).

Contrarily, there are not only negative customer approaches to activism. Buycotts
encourage customers to select products which meet the environmental standards for
example Fairtrade labels (May et al., 2007). Moreover, buycotts are intentional products’
purchases of those companies or countries with whose practices are customers satisfied.
Thisisaway how express agreement and favour (Hawkins, 2010). Nevertheless, buycotts
differ from boycotts in the way how customers acting. In buycotts they have to make
desirable efforts despite costly option, higher prices and less choice in order to support
preferred business. These people are altruistic nature willing to do thisin order to benefit

society not to harm someone’s reputation (Neilson, 2010).

Kimeldorf et al. (2004) demonstrate that customers are willing to buy labelled product
rather than unlabelled ones. Similarly, the mgjority (more than 75%) of customers are
interested in manufacturing products under good working conditions (for example without
children labour). It isinteresting to note that consumerism by its nature is closer to women
than men, because women as caregivers with their rewarding nature are happy to help
someone, especialy be beneficia for the society (Neilson, 2010).
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1.2.7 Student perception and attitudes towards CSR

According to Fitzpatrick (2013) students are more interested in long-term profitability and
advantage which are for companies more valuable than short-term benefits. In his study,
he shown that gender plays a significant role in terms of influence on students’ perception.
In fact, female students are obviousy more affected by company unethical (ethical)
behaviour. Also women more perceive the moral problems than males (Arlow, 1991),
which is can be explained by deeper mora grounds (Adhikary and Mitra, 2015).
Additionally, age is also important factor in perception of CSR. It is claimed that students
with lower age (under 24 years) as well as students with previous working experience are
more sensitive to these practices and put more emphasis on CSR activities (Arlow, 1991;
Fitzpatrick, 2013). It is interesting to note that students studying other fields except
business, have more negative attitude towards CSR than business schools’ students (Arlow,
1991).

Students’ attitudes and perceptions of CSR and business ethic are important for two
reasons, firstly they are “business students today, but the business leaders of tomorrow”
(p. 256). Indeed, thisis a very relevant idea, especially current business student will be
probably future managers or owners of companies, thus is worthy to have knowledgeable
people with ethical behaviour in the heads of firms as well in the future society. Secondly,
students are considered as significant segment of customers which is more aware and
interested in ethical manners (Adhikary and Mitra, 2015).
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2. Methodology

First of all, research purpose and research questions are mentioned, followed by research
approach and explanation of philosophical background. Further, chosen research strategy
Isjustified and detailed explanation of case isgiven. Afterwards, selected research method
is described along with type of data and manner of their collection. At the end adiscussion
related to validity, reliability, ethic and limitations is presented.

2.1 Research purpose

The objective of thisstudy isto discover how studentsin University Huddersfield perceive
environmental corporate social responsibility, what attitude they have towards this issues
and how overall are they aware. Also this study aims to explore how company business
ethic and environmentally unfriendly practices can influence on their subsequent purchase
behaviour.

The study strive to find answers on the following research questions:

e How aware are customers of environmental corporate social responsibility?

e What attitude do customers have towards the environment and environmental
behaviour of a company?

e How do environmentally unfriendly practices of a company influence on a

customer purchase decision?
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2.2 Research approach

Philosophical presumptionsare considered asabasis of researchesfor anumber of reasons:
e Underpin the perspective which is adopted on the research topic
e Form the essence of the exploration, its methods and the asked questions
e Determinewhat type of things qualify asworthwhile evidence (Denscombe, 2010b,
p. 117)

In order to understand to social research it is important to be aware of epistemology and
ontology concepts. On their basis there are many approaches in social research showed in
Figure 3.1. positivism, interpretivism, critical realism and pragmatism. (Denscombe,
2010b, p. 117).

Figure 2.1 Overview of basic social research philosophies

Realism -« Positivism
Ontology Epi 1
i . _ e pistemology
Nature of Critical realism 4+— & post-positivism Kinds of
social reality L Constructionism #——» Interpretivism knowledge
Pragmatism «— Mixed methods

Source: Denscombe, (2010b, p. 117)

However, for this study an intepretivism approach is appropriate. Intepretivist philosophy
IS opposite to positivism in terms of social sciences. “Interpretive researches assume that
access to reality is only through social constructions such as language, consciousness,
shared meanings, and instruments” (Myers, 2013, p. 39). In this type of research, the date
are words uttered by people. Also the “meaning of the data is determined by the context
(the theory)” (Myers, 2013, p. 40) and thereby it is not useful to apply statistic method for
analysing this kind of data (Denscombe, 2010b). This approach is focused on specific,
unique and deviant aspects and also tends to obtain information about people thinking,

feeling and doing mostly through interviews and observations (Dudovskiy, 2011).
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2.3 Research strategy

According to Yin (2014, p. 9), Table 3.1 presents five various research strategies such as
surveys, experiments, history, analysis of archival records, and case studies.

Table 3.1 Research strategies
Requires
= Focuses on
Form of Research Control of
Strategy ) . Contemporary
guestions behavioural
Events?
Events?
Experiment How, why? yes yes
Who, what, where,
Survey how many, how no yes
much?
Who, what, where,
Archival
_ how many, how no yes/no
Analysis
much?
History How, why? no no
Case Study How, why? no yes

Source: Yin, (2014, p. 9)

However, for purpose of thisthesis case study is the most suitable, because it can properly
answer the research questions like “how” and “what”. On the contrary, surveys and archival
analysis is not applicable methods because they correspond to completely different
questions like “how many” etc. Other remaining methods, experiment and history are
inconsistent in at least one of the other criteria which are control of behaviour event and

focus on contemporary even, therefore case study is convenient.

Casestudy is: “an empirical inquiry that investigate a contemporary phenomenon in depth
and within its real-world context, especially when the boundaries between phenomenon

and context may not be clearly evident” (Yin, 2014, p. 16).

This strategy isrelevant in order to explore some contemporary phenomenon and provide

“in-depth” explanation. Similarly, it is also appropriate to use when researcher aims to
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understand investigated situation or along with examination of small group to keep
“holistic and real-world” view Yin (2014, p. 4).

At the end of this chapter is worthwhile sum up strengths of a selected strategy (see Table
3.2).

Table 3.2 Srengths of case study

Strengths of case study

e |t can document multiple perspectives, explore contested viewpoints,
demonstrate the influence of key actors and telling the story

e Understanding the process and changes and why and how some issues
happened

e Canclosely describing and interpreting events in real-life situation

e |t hasapotential to involve participant in to the research process
e it canfit very well with small-scale research projects

e it providesaholistic analysis

Source: Denscombe, (2010a, p. 62-63; Simons, 2009, p. 23-24)

However, it needs to bear in mind that this method has some limitations as well. Relevant

case study limitations to this research are involved in chapter 3.9 limitations.

2.3.1 Casestudy selection

The case study is considered as the best option for this research because it strives to
“investigate an issue in depth and provide an explanation of real life situation”
(Denscombe, 2010a, p. 55). Extent of possible case can be very broad and unique.
Nevertheless, Denscombe (2010a) describes a case in many various forms such as. “an
individual, an organization, an industry, a workplace, an educational programme, a policy
or country” (p. 55). In order to case relevance researcher should decide and determine one

instance from many possible (Denscombe, 2010a).

For purpose of this dissertation as a case is chosen sample of University Huddersfield’s

students who drink a coffee especially from Starbucks coffee company. For this research
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was very favourable that in student central at University is located Café proudly serving
Starbucks, where every day countless numbers of students buy their regular coffee. Thus
participation in research is based on the fact whether they drink Starbucks’ coffee which
meet the condition that students are also consumers.

The company Starbucks is chosen for many reasons. Firstly this world-wide coffee
company iswell known brand also for their CSR activities, therefore it is suitable for this
paper investigating customers’ reactions, attitudes on ethical or unethical manners. Another
reason is fact that Starbucks meet condition that explored sample (students) is aware,
knows the company and buy their products. There are lot of opponents of their coffee
business which is another reason to deal with Starbucks. However, they do countless
activities very good which helping the environment, for example 100 % ethically sourced

coffee, recyclable cups, renewable energy, help to communities etc. (Starbucks, 2014).

Nevertheless, some critics argue that Starbucks still use unethically sourced palm ail in
their products and some beverages. Palm ail iscurrently widely discussed and controversial
issue reaching global problems’ dimension. Its production has an incredible devastating
consequences on the air, life and inhabitants in Indonesia, and especially expanding
deforestation and animals’ extinction. Moreover because palm oil inexpensiveness is
extensively used by multinational companiesin wide range of products such as cosmetics,
but mostly in food. Extensive consumption of palm oil contained in food has an
unfavourable results on human health (OCA, 2015; The Guardian, 2015). In additiona
against Starbucks has arisen a wave of criticism and the Organisation Sum of Us posted a

negative campaigning video encouraging to sign a petition (SumOfUs, 2016).

This issue is aso noticed by customers, feedbacks in discussion forums and company's
website contain disagreements with using pam oil: “Please stop using Palm Qil in your
products. Stop contributing to deforestation and species extinction!” (Starbucks, 2015). It
isagood reason for conducting this research. Nevertheless, the company began to remedy
and adopted certain measures.

As mentioned above, in general, customers are aware and interested in CSR and ethical
behaviour of companies. However this study is focused primarily on students as a
customers. Students drink coffee a lot, it is available almost everywhere including

Universities, aswell as at Huddersfield one. Moreover, students are very influential group
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of consumers and at the same time future leaders. Therefore their awareness and attitudes

are very important.

It needs to be mentioned that this study do not damage, assess or promote Starbucks. It
plays only neutral role through which opinions, attitudes and awareness of student are
investigated.

2.4 Resear ch method

Thereisanumber of possible research methods which can be used, however for the purpose
of small-scale case study and thoroughness qualitative investigation is needed. Qualitative
data can be gained through interviews, images, photographs and can be in form of text or
words. Similarly, this type of method provides deeper understanding of “motives,
construction of reality, perceptions, life experiences” (p. 133) than quantitative data —
thereby numbers (Denscombe, 2010b, p. 133).

According to Yin (2014) and Simons (2009) an interview is considered as the most
appropriate qualitative method for case study. Thismethod surely provides “an insight into
things such as people’s opinions, feelings, emotions and experiences”’ (Denscombe, 2010a,
p. 173). Similarly, thanks to interview information about “core issues” and in-depth
understanding of the investigated area can be obtained. Moreover researcher should check
the guestions, adapt to the interviewees’ needs, listen to a story and at the same time
observe body language. On the basis of interviews data are depicted in form of transcript
which ismain source in analysis (Simons, 2009, p. 43). Appendix C contains a sample of

transcripts used in this research.

Interviews can be: structured, semi-structured and unstructured. For the purpose of this
study semi-structured interviewer isapplied, because research sees the questionswhich has
to be asked. However, in this type interview, researcher needs to be flexible and good

listener (Denscombe, 2010a).

When an interview isconducted, “the interviewer effect ”, needsto takeinto account, which
means that the person who asked questions, respective factors such as gender, age or ethnic
background, affect respondents. In other words, outcomes are affected by the “personal
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identity, self-presentation or personal involvement” of interviewer (Denscombe, 20103, p.
179). In additiona is worthy to sump up some advantages of chosen method, which are
presented in Table 3.3.

Table 3.3 Advantages of interview

Advantages of interview

« Obtaining depth and detail information

. Gaining valuable insights based on the depth of the information

« Researcher need only basis equipment for conducting it

« Interviewee has an chance to explain his ideas, view, opinion or asked
if misunderstanding

. Itisthe most flexible method, when the researcher can adapt very well
to interviewee’s needs and requirements

. Interview is very often prearranged thereby it provides high response
rate

. Direct contact at the point of the interview means that data can be
checked for accuracy and relevance as they are collected

« Rewarding experience and more enjoyable way of research

Source: Denscombe, (2010a, p. 192-193)

Similarly, interview has some disadvantages aswell. Relevant shortagesto this method are
at the same time limitations of whole research, thereby disadvantages of interviewing are
included in chapter 3.9 limitation.
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2.5 Data

As is apparent from previous chapter, primary data are used. One-to-one interview is
chosen in order to gain non-influenced data by other respondents. Therefore, it isrelatively
easy to arrange an appointment in convenient form for both interviewer and respondent.
Also, it is easy manageable in comparison with group interview. Other reason for
conducting interview with one person, it is easy process of transcribing and recording
speech when only one voice is talking at one time. However there is a disadvantage that

only one opinion on certain issue is obtained (Denscombe, 2010a).

25.1 Sampling

According to Denscombe (2010a) exploratory samplesisappropriate for conducting small-
scale researchers. Similarly this type of research alows researcher to gain “generated
insight and information” (p. 24). It is possible to use study without general sampling
through whole population, because research is focused on gaining in-depth information.
Thus for exploratory sample research is often employs non-probability sampling based on
intentional selection of participants, no random.

There are various sampling techniques, however, in this study purposive sampling is
employed. It is based on principle to gain “the best information through focusing on a
relatively small number of instances deliberately selected on the basis of their known
attributes” (Denscombe, 2010a, p.34-35). The participants were selected “on the basis of
relevance to the issues/theory being investigated” (p. 35), which meansthat only students
of University Huddersfield who buy Starbucks’ coffee at student central Café¢ were

investigated for this research.

2.5.2 Collecting the data

The collecting of primary data was conducted directly by dissertation’s author. The
research through interviewsis quite time-consuming, however it enablesto obtain in-depth

and focused data on specific issues.

In data collection semi-structured form of interview was used which has five main parts,

shown in interview guide as an Appendix A. First part helps to select participants
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according to gender, age and type of study (undergraduate or postgraduate). Next part deals
with questions about consumption of coffee. The data about participant’s attitude and
behaviour towards the environment congtitute third part of an interview guideline. The
purpose of fourth section is obtaining data relating to purchase behaviour and factorswhich
can influence it. Consequently last part asks on palm oil issue, where negative campaign

video is presented and interviewees’ opinion and feeling examined.

Because questions in interview guide require different logical order for better
understanding, for purpose of dataanalysisinterview questions and sections are rearranged
into interview question clusters, presented in Appendix B. For examplein Table 3.4 it can
be seen that RQ1 dealing with awareness mingles in three sections, therefore assigning is
not unequivocal and some questions are used multiple times.

In Table 3.4 are four clusters (participants’ profile, research question 1, 2 and 3) constituted
by individual sections (5 intotal) and individual questions from interview guide which are
assigned on the basis of their meaning and connection with three main research questions

of this paper.

Table 3.4 Interview clusters

Cluster Section of questions Number of questions
1 - Basic information Gender, age, study
Participants’ profile _
2 - Consumption of coffee 1., 2.,
2 — Consumption of coffee 3.,4.,5,
RQ1 3 — Environmental behaviour 10.,
5-Pamoail 17.,
RO2 3- Environmental behaviour 6.,7.,8.,9,11,
4 — Buying behaviour 13., 14., 15,
4 — Buying behaviour 12., 13, 14., 15.,16.,
RQ3 5-Pamoil 17.,18., 19.




2.5.3 Participants

Ten persons were participated in interviews and both genders were represented equally.
All respondents meet the condition that they are student at University of Huddersfield and
also drink and buy at least occasionally coffee from Starbucks. Interviewees are between
age 20 — 28, and postgraduate study is represented six times, undergraduate four times.
Furthermore, all interviews were conducted in an interval of one week in March. Research
was taken in student central at University Huddersfield, very close to Café which serves

Starbucks coffee.

2.6 Dataanalysis

The qualitative data analysis is a process constitutes from five steps (see Table 3.5).

Table 3.5 Five main stages of data analysis

Stage of analysis Qualitative data
Cataloguing the test of visual data
1. Datapreparation Preparation of data

Transcribing the text

Look for obvious recurrent themes or issues
Add notes to the data

Write memos to capture ideas

Code the data

Group the codes into categories or themes
Comparison of the categories and themes
Look for concept

Written interpretation of the findings
[llustration of points by quotes and pictures
Use of visual models, figures and tables
Data and method triangulation

5. Validation of the date Member validation

Comparison with aternative explanation

2. Initial exploration of
the data

3. Analysisof the data

4. Presentation and
display of the data

Source: Denscombe, (2010a, p. 240)
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The primary source for analysis were audio recorded consequently rewritten by
transcription technique. Because of qualitative data are unstructured and unordered data,
they need to be displayed in written form for further process. According to second stage of

analysis, written notes made during the interviews were added into transcripts as well.

Such prepared data need some order which is assigned by researcher. This order is
achieved by using coding method when the same parts of text, themes, topics, phrases,
keywords or other significant signs are assigned by particular code. Coding is especially
important stage of analysis for further investigation and comparison. Also research must
have bear in mind the connections between codes as well as linkages with research

guestions, theory or previous research (Denscombe, 2010a).

In thisresearch primarily different opinions of interviewees on some issues are considered,
but also analysis of differences caused by age or generally by gender isinteresting. At same
time data are analysed on the basis of interview clusters when each part of transcript was

coded, reduced and assigned to appropriate cluster, thus order of transcripts was changed.
2.7 Validity and reliability

In this study two aspects need to be considered in order to define credibility and quality of
the data and findings. The concept validity and reliability is primarily used in quantitative
research which isverified by statistical methods, however in qualitative research aternative
methods can be employed providing similar function (Denscombe, 2010b).

“Validity refers to the quality of the data” (p. 106). The data need to meet some conditions
in order to be valid. One of this condition is sufficient particularity, thoroughness and in-
depth investigation. Moreover collected data need to be correct, collected in right manners,
properly recorded and appropriately processed. The questions asked should adhere ethical
manners. Also one of the most important thing is that data need to be suitable for
investigated topic (Denscombe, 2010Db).

“Reliability refers to the quality of the methods” (p. 106). Researcher needs to use
consistent and appropriate method providing valid data. Reliability of data tends to avoid
inaccuracy and dishonesty caused by applying an appropriate method (Denscombe,
2010b).
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In order to prove accuracy of collected data and findings, for researcher is very useful to
check transcripts with research participant whether it was understood correctly
(Denscombe, 2010a). All participants were willing to provide email address for this
validation purpose, thus transcripts of interviews were sent with thank you message and
asking for favour whether is something wrong, unclear or untruthful, do not hesitate to

contact research back.

2.8 Ethic

“Social researcher is expected to conduct their research in an ethical manner”

(Denscombe, 2010b, p. 60).

It could be declared that this research was conducted in ethica manners faithfully and

honestly, also participants were dealt with dignity and their rights were taken into account.

Interview structure was checked by supervisor and ethical statement for this research was

handed out in order to ensure that questions are appropriate.

This research provides anonymity for participants due to presenting only general
information such as age, type of study and gender. Naturally, interview guestions do not

ask for any personal details such as name, students’ number etc.

All participants were aware of the fact that research is voluntary, that they will be asked
guestions, objectives and purpose of the study and that an interview will be recorded and
used only for the research purposes. Thus interviewees could refuse to participate in

interview or express disagreement with recording.
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2.9 Limitations of research

There are some limitations connected with this research which need to be taken into
account. As alimitations can be considered the fact that only students from one ingtitution,
University of Huddersfield, were interviewed. The sample is non-representative and

purposive thus results might not be generalized to all studentsin the UK.

Moreover, factor which need to be taken into considereation is dlightly limited range of
products in Café which serves Starbucks coffee and it cannot be regarded as a regular
Starbucks coffee company’s branch. However, in some interviews participants equated this
University’s shop with real Starbucks or told about experiences with this brand for example
from another countries generally and did not do any differences. Thus this case study
research with using University’s café serves Starbucks coffee could be considered as an

appropriate and valid.

Furthermore, as constrain is also considered the fact that participants could be influenced
by the interviewer and their answer were dightly distorted in order to satisfy interviewer.
Therefore people tend to answer in positive way and particularly in this issue about
environmental behaviour and they can provide dishonest answers to show they are good
citizens with awareness and interest of this issues. Similarly, interviews generate data in
open format, which require more time-consuming analysis where also researcher’s

subjective view is occurred.

Additionally, in conducting case study researcher need to be careful with processing
excessive amount of data, lack of rigour and with determining case boundaries.

The last limitations of this research  are time and economic constraints. All these
limitati ons should be kept in mind during presentation and interpretati on of resultsand data

analysis which follow.
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3. Resultsand analysis

In this chapter results and data analysis are presented. First of all profile of participantsis
described. Afterwards transcripts are analysed section by section, some differences or
similarities are highlighted. Due to extensiveness of all transcripts, Appendix C shows
only one example. Rest of them are available on request. Then according to interview
cluster schema, three main research questions are examined question by question. At the

end of each chapter conclusion iswritten.

3.1 Profile of participants

In this qualitative research ten persons were involved in total with representation of both
gender equally. For purpose of anonymity, individual participants were marked by letters
of the alphabet with assigning interviews’ serial numbers. In terms of study level six
postgraduate and four undergraduate students of University of Huddersfield (see Figure

4.1) were interviewed.

Figure 3.1 Representation of participants
according to type of study

Type of study

40%

60%

Postgraduate

Udergraduate
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Age of interviewees is in range of 20 — 28, their ages with color-coded gender and total

average age are shown in Figure 3.2.

Figure 3.2 Average age of participants
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Nevertheless, Table 3.1 provides a complete overview of the participants’ profile.

Table 3.1 Profile of participants

Participant Gender Age Type of study
A —interview 1 female 23 postgraduate
B — interview 2 female 20 undergraduate
C—interview 3 male 28 postgraduate
D —interview 4 female 25 postgraduate
E —interview 5 female 24 undergraduate
F—interview 6 male 24 undergraduate
G —interview 7 male 22 undergraduate
H —interview 8 male 25 postgraduate
| —interview 9 female 24 postgraduate
J—interview 10 male 24 postgraduate
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Furthermore, two first questions from interview guide in order to characterize participants
in more details are involved in this chapter. This data help to analyse students regarding
coffee consumptions and spending. According to nature of data, they can be displayed in

graphs.

1) How many timesa week do you drink coffee?
The aim of this question is to find out how much students drink a coffee. The results are
surprising. Nine participants drink coffee at least three times a week. One students doesn’t
drink coffee due to religion, but very often buy beverages as a hot chocolate or tea at
Starbucks. Therefore is was decided to involve her in this research, also due to very
interesting answers. As is shown in Figure 3.3 below, 30% of students drink coffee every
day, 20% four times and same percent three times a week. In average they drink coffee
roughly six timesaweek. There are no significant differences between genders or age groups

in coffee consumption.

Figure 3.3 Consumption of coffee per week

Consumption of coffee
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2) How much do you spend on coffee weekly?

The Figure 3.4 shows that 10 £ is the most mentioned amount of money (30%) which is
spent weekly on coffee. In average students pay for coffee 14,6 £ per week. Interestingly
males in average expend more than females even though that previous gquestion suggests
that both gender drink equally often. These differences are probably caused by price which
vary for every product. Furthermore, it can be assumed that males took into account a

higher price per single coffee, or smply considered a higher total average price.

Figure 3.4 Spending for coffee weekly
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3.2 Research question 1: How awar e ar e customer s of
environmental cor porate social responsibility?

This research question aims to investigate how much are students in role of customers
aware of environmental corporate social responsibility. Additionally, findings are

displayed question by question according to interview clusters.

3) How doyou feel about Star bucks?

Answers on this question were primarily constituted by coffee quality, customer service,
also whether participants like products or not. Students did not forget to say that Starbucks
is multinational company well-known based in the USA, thereby itsimage is very good
connected with brand reputation. Some of participants stated that they have no relationship
to Starbucks or it is ssimply company like any other. In terms of favour, various answers
were occurred: “It’s my favourite” (Male 28), “I am not a huge fan of Starbucks” (Male
24).

4) Doyou think that Star bucksisenvironmentally friendly?

Surprisingly, in this question aimost all participants admitted that they have no idea or
don’t know. Also ethical sourcing was mentioned only marginally: “I guess that they get
coffee through Fairtrade” (Female 23). Notably, students had a certain presumptions: “it
Is seems like they are” (Female 20), but no participant was sure if Starbuck is
environmentally friendly or not. Moreover, students thought that environmental friendly
behaviour is more about saving costs and following the trends than really saving the

environment.

5) What activities does Star bucks do for the environment?

There is surprising consent of respondents’ answers, they did not know activities which

Starbucks do for the environment. Only three respondents mentioned: “something about
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coffee beans and some things on the cups” (Male 25). Reactions on this investigation were

very short and sense of uncertainty was felt.
10) What activitiesdo you think companiesdo for the environment?

The most mentioned activities were recycling, reusing some materias, utilize new
technologies, use eco-cars or do not test products (cosmetics) on animals, invest into
sustainability or green housing. Interestingly, some activities which companies do for the
environment were seen by intervieweeslike “big part of marketing” (Female 20), or “trend
that companies getting more and more involved in these strategies and environmentally
friendliness” (Female 20; Mae 24). However, some of them believed that there are
companies which strive to do something for the environment. There again sounded an

opinion that: “the main intent is to save money” (Male 25).

17) Have you heard about the palm oil issue?

This question refers to awareness about unethical behaviour of firms, because it is
considered that big multinational companies who use unethically sourced palm oil act with
contradiction of ethic. It isareason why this question is also involved in this section. 50%
of respondents answered positively, they have heard about palm oil issue. Some of them
were also able to briefly describe what palm oil issue means. I nterestingly from this 50%
were four females and only one male. Obvioudy, females were more aware of
environmental problems regarding palm oil, also they highlighted negative consequences
of eating palm oil on human health. In this research femal es were more interested in health
life-style and even two females mentioned that they don’t eat Nutella because of contained

palm oil.
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Conclusion

All these questions above helped to answer main research question whether students are

aware of environmental corporate social responsibility.

The results show that students are not sufficiently aware of environmenta responsibility in
general, however they mentioned some main activities which companies do for the
environment such as recycling and reusing in thefirst place. In this case, they are not aware
of environmental or any other CSR activities of Starbucks Company whose coffee they
drink. As emerged from the interviews they have alack or even no information when any

company was considered or in this particular case with Starbucks either.

Surprisingly, intermsof palm oil issuesfour from total five femalesare aware of this, some
of them noted that its production causes a big global problem and also its containing in
food is not good for health. Therefore it suggests that females are more aware of
contemporary environmental issues, and they are interested in their health significantly
more than interviewed males. In this research question there are no significant differences
between postgraduate and undergraduate students or their age, thus it does not need to be
highlighted.
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3.3 Research question 2: What attitude do customer s have
towar dsthe environment and environmental behaviour
of a company?

The main objective of this research question is to analyse an attitude of students as
customers towards the environment as a whole and then towards the environmental
behaviour of companies. Like in previous chapter, appropriate questions are listed below.

Thanks to them research in this field was possible.

6) Do you prefer walking, cycling or taking a bus? What about the
environment?

The most of respondents determined as their preference walking. As areason for that they
mentioned health, moving at the fresh air or sometimes consideration of the environment.
Also they stated reason for choosing walking instead of or taking a bus the money, it is
definitively the cheapest option.

7) Doyou recycle?

All of interviewees responded positively that they do recycling, however because of the
most of international studentswere interviewed, it was highlighted that they recyclein their
home country. Particularly in Huddersfield they strive to recycle as conditions allow to do
this. This suggests that all students are encouraged to recycle and do this as a natural part

of consumer life.
8) What doyou do for the environment?

On the question what they do for the environment, students very often repeated answers
from previous questions, particularly recycling and walking. Besides these answers, there
was interesting one reply: “I try to do my best to reduce my energy consumption” (Female
24). Surprisingly one student isamember of sustainability group based at University where
heisinvolved in some sustainable projects, hesaid: “I try to be asenvironmentally friendly
as I can” (Male 24).
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9) Do you care whether the companies that make the products you buy
are environmentally friendly?

Here answers differ. Three students agreed that they care (or usually) of ethical behaviour
of company whose products buy. However rest of them primarily pointed out that it is nice
when companies are environmentally friendly, students should care but they do not find
information and spend time looking on this. Additionally, one guy noted that there is not
proof that companies are really environmentally friendly, thereby information should not

be absolutely truthful and companies sometimes present itself better than they are.

11) Iscompany environmental responsibility important, especially in the
coffeeindustry?

Students thought that environmental responsibility isimportant in coffee industry because
“it is a big industry and it has big impact on the environment” (Female 24) and “in 21%
century it is important in every industry” (Female 24). Mae 25:“that’s a good business
with customer loyalty”, through environmentally responsibility activities they strive to
compete. The environmentally friendliness in also relevant in this industry in terms of
origin of coffee beans and their proper sourcing. Coffee beans come from rest of world
where nature is quite damage due to this production, so “it’s good when coffee company
can guarantee that they do not damage the environment ” (Male 24).

13) Do you think about product packaging?

Respondents agreed that they do not think about packaging when buying, however they
consider it at the end of the processin order to proper recycle. It was mentioned that design
Is also one factor why to think about packaging. When respondents cannot decide between

products with same price, decision is made on the basis of packaging.
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14) Do you read labels on the products?

Thisistype of question on which were obtained quite short responses. Only four students
answered that they read | abel s on products, from them only one male. Thisfindings suggest
that females are more interested in products’ labels and reading information. As the most
mentioned information which they look for are ingredients, nutrition information or the
origin or product. In general, they do not ook for some special symbolsor signsindicating
ethical sourced products, Fairtrade etc.

15) Areyou willing to pay a higher pricefor ethically sourced products?
Students are willing to pay a higher price for this production on condition of same or better
product’s quality. Female 24: “If it is means that’s a better quality, yes.” Nevertheless,
some financial limitations were also remarked, therefore they still take into consideration

price: “If I have a money I would pay more for things like this” (Male 24).

Conclusion

In general dl interviewed students have a positive attitude towards the environment, they
recycle at least. Surprisingly, most of them do other activity in favour of the environment,
for example think about reduction of energy consumption, be a vegan, and do not eat
Nutella because of palm oail.

Additionally in terms of no garbage production they use thermos-mug for own beverage or
use reusable plastic boxes for food. Some of them have very good ecological habits,
however they still cannot integrate this eco-thinking into deeper sense, for example impact
of buying products form the unethical company. Findings suggest that students do not care
about environmentally friendliness of companies, because there is no proof and lack of
sufficient information about this issue. However, students agreed that environmentally
friendlinessisimportant in coffee industry for two reasons, because coffee has a character

of food and thisindustry is quite huge.
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3.4 Research question 3 - How do environmentally
unfriendly practicesinfluence on customer purchase
decision?

The purpose of thislast research question isto investigate whether students as a customers
take into account the environmental impact when buying. According to interview clusters
scheme questions 13, 14, 15 and 17 belongsin this chapter again, because they also provide
needed information for analysis. However, they were examined in previous research
guestion and findings were taken into consideration when conclusion was made in this

chapter aswell.

12) What factors do you consider when buying?

As expected, most of respondents stated as afirst criterion for buying price. On the second
place was quality, very often was uttered both terms together: “I decide on the ratio of
quality and price” (Female 23). As next influencing factors were named brand, taste,
attractiveness of product and even in one case the member of sustainable group try to

sometimes look at Fairtrade or an organic origin.

16) If you find that your favourite store or brand behaves unethically, for example

har m the environment, how will you react?

Stop buying was the most named action in return for unethical practices of any company.
Another often uttered reaction was “keep it in my mind” (Female 20; Mae 25) or “avoid
them” (Male 24). However, no reaction with greater importance was confirmed: “I will not
go on demonstration or something likethis” (Female 24). Moreover, studentswill probably

tend to find more information and start think about this, astwo of them affirmed.
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18) How do you feel about a video?

This part can be designated as the most emotional part of the interview, when respondents
displayed their feelings, thinking and opinions. Furthermore, this question obtained the
longest responses.

Almost at the end of the interview very short video about palm oil with Starbucks was
shown. This video was obtained from SumOfUs organization’s websites
(www.sumofus.com). This organization strives to achieve fair treatment of workers and
consumers, support business preferring planet than money, protect communities, natural

resources etc.

After video watching researcher asked about students’ feelings, thoughts and opinions.
“It’s alarming” (Female 24) and “really quite disturbing” (Male 24), these were answers
with the greatest concerns. Almost every participant use words as a big issue or big
problem. Female 20 stated that she has not understood of this, why so green firm does not
care about this contradict problem. “It is also bad for their brand reputation”. Moreover
some distrust was expressed: “They might say yes, we protect the environment, but come
on...” (Female 24).

Male 22: “I think that big corporations including Starbucks are not so environmentally

friendly like they present itself.”

Male 24: “However it could be only campaign against Starbucks, because it is successful
brand”.

Opinions differ significantly. Even though that, some students were very indignant and
concerned, others were not surprised: “big companies have a bad impact on the
environment” (Female 24). Some of them express confusion: “I don’t know (Female 25),
what I should think about this” (Male 24).
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19) How often will you buy a coffee at Star bucksin the future?

The watching the video has not impact on most of respondents: “Unfortunately I have seen
the video, I will continue my consumption” (Female 24), “I don’t change my mind, | will
buy as often as before” (Male 28). However, some of them said yes: "I will start to think
about this” (Female 20), ” I will try to avoid Starbucks and use another coffee place” (Mae
24). Last type of answers highligted finding more information.

Conclusion

Even though that in question 16, most students as a reaction on unethical behaviour of
company stated stop buying, in reality the reactions differ. It seems that only quite lot
environmentally-minded people who support the environmental friendliness are willing to
really change their purchasing behaviour in short time. This fact proofed Male 24, who is
sustainable group member, his answers contained a lot of environmental concerns: “I try
to be environmentally friendly as I can”, also only he stated that during purchasing he takes

into consideration if it is Fairtrade or sustainable product.

On the other hand, respondents whose behaviour seems not to be so environmental, for
example only activity they do for the environment is walking, they do not care about the
companies’ impact and do not think about buying, product packaging and so one in a
broader sense. Furthermore, findings confirm that main factor influencing shopping are
price and quality.

61



4. Discussion and recommendation

Based on findings, thanks to conducting a case study it was gained deeper understanding
of examined problem and obtained answers on three main research questions of this
dissertation. The summary of research questions answers is presented below and

recommendation for future research is given.

Objectives

The aim of this study was to investigate whether students’ purchase decision-making
process is influenced by company’s behaviour, how they perceive it, what attitudes they
have towards the environment and environmental corporate social responsibility and last
but not least this study examined students’ awareness of this area.

Awareness— RQ 1

The findings indicate that students have some basic awareness of environmental corporate
social activities which companies does, they stated only fundamenta activities. Similarly,
partici pants showed very low or any knowledge especially about Starbucks environmental
CSR. Students guessed and were not sure in this part of investigation. It seemsto be due to
lack of information about the environmental corporate socia responsibility. A lack of
information refers to core factor (Oberseder et al., 2011) described in chapter 2.2.4.

Findings also refer to chapter Greenwashing because quite often was identified distrust,
students argued that companies only seem to be environmentally friendly or environmental
friendlinessis trendy and thus big part of marketing and strategy. This kind of distrust can
be called peripheral factor related to Oberseder et al., (2011).

Surprisingly, it was found that about the palm oil issues were students mostly aware.
However, significant differences were found between genders. The findings highlight that
females were substantially more aware of this issue, they were also able to explain
consequences of its production and describe it as a global environmenta problem (see
chapter 2.1.2). Similarly, females very often mentioned health as a reason of pam ail
harmfulness. Obviously, women are significantly more aware of contemporary

environmental issues and interested in health life-style than males. This fact confirms that
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gender plays a relevant role in terms of students’ awareness (Adhikary and Mitra, 2015;
Arlow, 1991).

Attitude—- RQ 2

Thisresearch provesthat students have a positive attitude towards the environment, possess
an ecological habits as a common part of consumer life. All stated at least recycling and
walking as activities beneficial to the environment. Furthermore, their positive attitude
towards the environment confirms the fact that aimost all of them strive to do any other

environmentally-friendly activity except recycling and walking.

Even though, the evidence from this study suggests that students have a quite negative
perception of company’s environmentally friendliness. Asaresult of findingsis seen asa

lack of trust to provided companies’ information (see chapter Greenwashing).

Neverthel ess respondents admitted that environmental social responsibility isimportant in
coffee industry because they care about quality of coffee, thus origin. They agree with
relevance of involving environmental friendly activitiesin this industry because due to its

excess veness and significant impacts on the environment.

Buying behaviour - RQ3

It can be concluded that environmental CSR activity mostly do not affects buying
behaviour of students, however it could be considered when is same price and higher
quality of product. CSR activities are not considered as main influencing factor. Thus,
results confirm Mohr et al. (2001) findings, that the main influencing factors are
undoubtedly price and then quality, known as a central factor proposed by Bray et al.
(2011). Only one respondent (10%) takes into account environmenta friendliness of
companies however asan additional factor after making decision based on theratio of price
and quality. Thusit isproof of Mohr et al. (2001) findingsthat only about 20% of customers
really consider CSR when buy.

The evidence from this study partially proofsthe fact that students are interested in quality
of food and products (BrightLocal, 2014). For some respondents is important origin of
coffee beans and the most of them see ethical sourcing in coffee industry as important.

Moreover respondents expressed willingness to buy ethical productsin some extent in the
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future particularly when they start to earn money, however it could be better or same
quality. In model situation (question 16) students were willing to act — stop buy products
due to unethical company behaviour, however in certain case not (only find more
information or start to think about this). This supports the theory about gap between what
people saying and doing (Oberseder, 2011). Thus results show that unethical behaviour of
company affects students in small extent. They showed passive behaviour or only small
action against this problem. It could be also connected with “locus of control” when people
do not trust themselves they have power to change something, they do not act (McCarty
and Shrum, 2001). Hence, it was not confirmed that students are willing to take part in
demonstrations or sign petitions as Ethical consumer (2014) stated, respondents exhibited

signs of passive acting.

Additionally, students expressed certain level of distrust towards environmenta
responsibility, it is a reason why they do not take CSR into their purchase behaviour and
why they do not change their purchase decision-making process. Findings suggest that is
due to lack of information and truthfulness of these information. Buying behaviour and
reactions on environmenta practices are connected with awareness. On the other hand
people who are eco-minded, act more in favour of the environment, because some extent

of awareness or interest in thisfield.

Recommendation

Although this study attempted to focus on part of CSR field with lack of research, there are
still areas to be examined. For future research is recommended to conduct very similar
study due to very actual topic, however future studies should have a considerable bigger
extent, thus large sample size. Similarly, it is recommended to investigate future research
at more Universities and consequently compare findings, which provide deeper insight into
field of study. Future research might explore same study in few years at University
Huddersfield to highlight differencesin time. Also future study investigating differences
between fields of study would be very interesting. However, whether the focus of study is
customer behaviour of particular brand, it could be recommended to investigate study
straightforwardly in more branches of this company with normal customers and then

optionally compare it with students who are customers of this brand as well.
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Conclusion

The main purpose of this study is to explore how students as customers are aware of
environmental corporate socia responsibility, what attitudes they have towards this and
how their purchase behaviour can be influenced by unethical behaviour of the company.

In order to investigate this issues, case study research was conducted, where behaviour,
attitudes and awareness of Huddersfield University’s students were investigated. They

constitute significant part of customers aswell as future leaders in companies.

To obtain in-depth insight into this problem, multinational coffee company Starbuck was
chosen asasample of “green” company which currently struggleswith palm oil issue. This
study did not intent to evaluate Starbucks behaviour or harm their image, it was only used
as an example. Thereby, the case study was constructed of students who drink Starbucks’
coffee, in order to assess their feelings and opinions on environmental company

responsibility and their consequent behaviour.
According to this, three main research questions were created:

1) How aware are customers of environmental corporate social responsibility?

2) What attitude do customers have towards the environment and environmental
behaviour of the company?

3) How do environmentaly unfriendly practices influence customers purchase

decision?

The primary data was obtai n through interviews, which were consequently transcribed and
analysed by coding. For purpose of data analysis and presentation, an order of interview
guestions was transformed into interview clusters for better comprehensibility and

meaningful ness.

Besides, the study attempted to find some rel ations between awareness, attitudes, purchase
behaviour and profile of participants (age, gender, type of study). There was not proved
any positive correlation between types of study or age of students’ awareness, attitudes and
purchase behaviour. However in some questions there were found some significant
differences between males and females answers, thus there was some positive relationship

between gender and awareness, attitudes and purchase behaviour towards examined issue.
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Inafew cases, particularly in students’ buying behaviour part, findings werein compliance
with theory or some previous researches reviewed in literature. However, in some sections
findings are inconsistent, thereby it isimpossible to establish simple conclusion for certain

guestions, thus some future research is recommended.

The findings show that students had only basic awareness of environmental CSR, however
regarding Starbucks Company they had little knowledge or none. Interestingly, about the
palm oil issue participants were quite aware, but significant differences in knowledge

showed females, who were more interested in health life style and environmental problems.

In terms of attitude, students had very positive personal relationship to the environment,
nevertheless they possess a quite negative attitude towards the company environmental
friendliness which is probably caused by a lack of trust in provided information.
Additionally, they agreed that environmental responsibility isimportant in coffee industry
due to food association.

Price and quality were found as main factors affecting purchase behaviour, thereby CSR
doesnot play significant role in this decision-making. Willingness to buy “green” products
was not completely confirmed. Finally, students were not willing to act in more extent
except finding more information or avoiding to buy products of companies with unethical
behaviour.
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Appendix A - Interview guide

Basic infor mation

e Gender
e Age
e Type of studies— undergraduate/postgraduate

Consumption of coffee

1. How many times a week do you drink coffee?

2. How much do you spend on coffee weekly?

3. How do you feel about Starbucks?

4. Do you think that Starbuck is environmentally friendly? Why?
5

. What activities does Starbucks do for the environment?
Environmental behaviour

6. Do you prefer walking, cycling or taking a bus? Why?

7. Do you recycle?

8. What do you do for the environment?

9. Do you care whether the companies that make products you buy are
environmentally friendly?

10. What activities do you think companies do for the environment?

11. Iscompany environmental responsibility important, especially in the coffee
industry? Why?

Buying behaviour

12. What factors do you consider when buying?

13. Do you think about product packaging?

14. Do you read labels on the products?

15. Are you willing to pay a higher price for ethically sourced products?

16. If you find that your favourite store or brand behaves unethically, for example

harm the environment, how will you react?
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Palm oil issue

17. Have you heard about the palm oil issue?
18. How do you feel about this?

19. How often will you buy a coffee at Starbucksin the future?
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Appendix B - Interview question clusters

Participants’ profile

Section 1 — basic infor mation
e Gender
e Age
e Typeof study

Section 2 — Consumption of coffee
1) How many times a week do you drink coffee?

2) How much do you spend on coffee weekly?

Resear ch question 1 — How awar e ar e customer s of envir onmental cor por ate social

r esponsibility?

Section 2 — Consumption of coffee

3) How do you feel about Starbucks?
4) Do you think that Starbucksis environmentally friendly?
5) What activities does Starbucks do for the environment?

Section 3 — Environmental behaviour
10) What activities do you think companies do for the environment?

Section 5 - Palm ail
17) Have you heard about the palm oil issue?

Resear ch question 2 — What attitude do customer s have towar ds the environment

and environmental behaviour of a company?

Section 3 - Environmental behaviour

6) Do you prefer walking, cycling or taking a bus? Why?
7) Do you recycle?

8) What do you do for the environment?
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9) Do you care whether the companies that make products you buy are
environmentally friendly?
11) Iscompany environmental responsibility important, especially in the coffee

industry?

Section 4 — Buying behaviour
13) Do you think about product packaging?
14) Do you read labels on the products?
15) Are you willing to pay a higher price for ethically sourced products?

Resear ch question 3 — How do environmentally unfriendly practicesinfluence on

customer purchase decision?

Section 4 — Buying behaviour

12) What factors do you consider when buying?

13) Do you think about product packaging?

14) Do you read labels on the products?

15) Are you willing to pay a higher price for ethically sourced products?

16) If you find that your favourite store or brand behaves unethically, for example harm

the environment, how will you react?
Section 5 - Palm ail

17) Have you heard about the palm oil issue?
18) How do you feel about the video?
19) How often will you buy a coffee at Starbucksin the future?
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Appendix C - Sample of interview transcripts

Interview 2 - B
Basic information
e Gender - female
e Age-20
e Type of studies— undergraduate
I nterviewer: How many times a week do you drink coffee?
Female 20: Seven times a week.
I nterviewer: How much do spend on coffee weekly?
Female 20: About 12 to 14£.
Interviewer: How do you feel about Starbucks?

Female 20: | think that coffeeis very good, the customer servicesisvery nice like
customer assistants are very friendly and | like awide range of products.

Interviewer: All right. Do you think that Starbucksis environmentally friendly?

Female 20: They aways have a Fairtrade things everywhere. | never have looked it, but
it seems like they are aware of environmental issues.

Interviewer: So you don’t know exact activities which Starbucks doesfor the
environment?

Female 20: No, I’ve only seen these things on the cups and so on.
Interviewer: Do you prefer walking, cycling or taking bus?

Female 20: Walking, definitely.

Interviewer: Why?

Female 20: | like just moving, fresh air. It makes metired when | sitin abus.
Interviewer: Do you recycle?

Female 20: | used to when | wasliving in Germany. | try to use things like boxes where |
can put my food inside and don’t have to throw away, afterwards not using paper box and
something like this.
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Interviewer: Because my next questionsiswhat do you do for the environment? So this
isan answer, right?

Female 20: Yes, | would say, walking alot, not taking a buses. Trying to using a reusable
box and everything.

Interviewer: Do you care whether the companies that make the products which you buy
are environmentally friendly?

Female 20: Yes, of course it is nice, but I don’t really spend a time looking on the
environmental strategy. Of course to hear it and when [ know it, it’s good.

Interviewer: All right. What activities do you think that companies do for the
environment?

Female 20: | think that definitely, it’s getting more involved, also it’s a big part of
marketing, because people expected it and everything. And also companies do more and
more to involve these strategies.

Interviewer: Do you think that companies environmentally responsibility of companies
Isimportant especially in the coffee industry?

Female 20: Yes, | think so. Also, corporate social responsibility is when they have a
looked on their employees and everything. I think it’s very important especially when
they get coffee beans.

Interviewer: What factors do you consider when you buy?

Female 20: Price, quality, layout — how it looks like and everything. | think that these are
the most important things.

Interviewer: Do you think about product packaging?

Female 20: Yesalot.

Interviewer: Do you read labels on the products?

Female 20: Yes.

Interviewer: What |abels are you interested in?

Female 20: Ingredients, nutrition information and & so biological things.
Interviewer: Are you willing to pay higher price for ethically sourced products?
Female 20: Yes, if it’s available.

Interviewer: If you find that your favourite store or brand behaves unethically, for
example harm the environment or kill the animals, how will you react?

Female 20: Try to shop less or try to keep it in my mind.
Interviewer: Have you heard about palm oil issue?

Female 20: No
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Interviewer: Ok, so can | play avideo?
Female 20: Yes
Interviewer: How do you feel about the video?

Female 20: It makes me question, why they don’t really care about this issue? If it’s such
abig issue why other big companies can do. I don’t really understand this. Maybe it is so
difficult for them, because they care about other things, and maybe they cannot care
about everything, which is true. Because you cannot care about every single small
environmental issues, but if it’s such a big issues... And also it’s not good for the brand
reputations.

Interviewer: How often will you buy a coffee from Starbucks in the future?

Female 20: 1 don’t know. Maybe I start to think about this. | think that | have to look on
the internet again. But | think that | will still drink Starbucks coffee.

Interviewer: Thank you for the interview.
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