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Abstract 

Title: Is fat the new skinny? A study on weight and perception of models in green 
marketing. 

Date: 2018-05-22 
Level: Bachelor Thesis in International Marketing 
Author: Oskar Wagrelius & Sara Eriksson 
Supervisor: Ulf Aagerup 
 
Problem formulation: How does the perceived weight and warmth/competence of a model            
in green marketing affect sales through perceived greenness and attractiveness? 
 
Purpose: The purpose of this study is to increase the knowledge, for brands being green,               
about how the choice of models in their advertisement will impact the brands perception and               
affect greenness, attractiveness and sales. The goal is to understand if the choice of a diverse                
model (considering weight) might be more effective considering green marketing and brands            
who wants to be perceived as warm and/or competent. 
 
Theoretical framework: In this thesis the theoretical framework is made up of existing             
theories on brand positioning, brand identity, consumer behaviour, perception of people and            
the usage of models. 
 
Methodology: This thesis is conducted with a deductive approach through a quantitative            
study made up of 131 respondents since, non coffee drinkers and and non coffee buying               
respondents as well as non swedish people were excluded from participating. A total of 160               
people responded to the online survey. The groups were randomized as to which one of four                
different surveys they got to answer. Secondary sources are scientific articles and books,             
journals as well as websites since the topic is in a academic viewpoint under researched. 
 
Empirical findings: This thesis and its findings consists of analysis of the quantitative study              
which is presented through theoretical models, figures, diagrams and tables as well as text. 
 
Conclusion: The findings in this thesis shows that green products has a higher purchase              
propensity than neutral products. Therefore the first assumption is considered to be true. The              
second and third assumptions are however falsified through the findings that a brands (being              
either warm or competent) choice of model will not affect the perceived greenness,             
attractiveness or sales. 
 
Keywords: Green marketing, brand positioning, brand personality traits, green products,          
attractiveness, sales, purchase propensity, warmth, competence, weight, model, thin,         
overweight, obesity, ecological, environmentally friendly 
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1.0 Introduction 
 

In this chapter, a short introduction will follow about the subject of this paper. The purpose is 
to give a comprehension about environmentally friendly products, usage of models in 
advertisement, the perception of a model and their personality traits. The introduction is 
followed by a discussion of the research problem which ends in the research question. The 
purpose of this thesis is also explained. For this thesis, the word Model will be referred to a 
human photo-model and green as referred to environmentally friendly activities. 

 

1.1 Background  
Awareness of how we are affecting the environment has increased among consumers which             
have led to the fact that companies see the positive gains that can arise through               
environmentally friendly marketing strategies. Due to this fact, green marketing is spreading            
among companies and has started to become more and more important in the boardrooms              
around the world (Cronin, Smith, Gleim, Ramirez & Martinez, 2010). Green marketing is             
something that companies make great use of in more aspects than just to get a stamp as caring                  
for the environment, as The Nielsen Global Survey of Corporate Social Responsibility            
concluded in their research, telling the upside of applying CSR activities and in particular              
green marketing, researching more than 60 countries and 30,000+ correspondents (Nielsen,           
2014). Many companies have understood the possibilities that come with working and being             
perceived as a green company. Such as reduced expenses in packaging, transportation, energy             
and water usage as well as being able to take a higher price for their products (Nielsen, 2014).                  
All of these different activities could be economically profitable for the company and at the               
same time present an opportunity to create competitive advantages, market and position            
themselves as e.g. environmental friendly. It is important to have a communication strategy             
that can mediate the right message in the right way, in this case, to be seen as green                  
(Hartmann, Apaolaza Ibáñez & Forcada Sainz, 2005). It is about being able to create the               
desired perception of the brand in the mind of the consumer, whether it is by making use of                  
marketing campaigns, ads or models. 
 
The use of models as a communication tool in marketing has long, and often, been a hot topic                  
for discussion, ever since Charles Frederick Worth started of around year 1850 (Coleman,             
2017) by using his wife to model his designs. Though it wasn’t until around 1945 in London                 
that modeling really took a leap forward (Helmer, 2017) when model agencies started to              
create a business for models to make a living out of. Ever since then models has been a very                   
niche kind of people, primarily women of white skin color, tall, slim and with body-attributes               
which often referred to as a Barbie which classifies as far from normal (Nichter & Nichter,                
1991). Models have since this time been used in a similar way and for the same reasons, as in                   
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ads and runways, but of course with slightly different focus. Research and articles from the               
last decades have shown that models today are more diverse both in ethnicity, skin color and                
weight (Tai, 2017). As Aagerup (2011) shows in his study on the use of models and the                 
perceived weight of models that the perception of these are different. Therefore, it might be               
more beneficial to use a more diverse model when positioning the brand in the mind of the                 
consumer. In conclusion, it could be positive to use a model with different weight and body                
attributes than of a thin model for a brand that wishes to display certain personality traits                
(Levine & Schweitzer, 2015). 

1.2 Problem 
During an internship at Role Models Management at the beginning of 2018, it was noticed               
that something had begun to change in the usage of models. The models are becoming more                
diverse both in looks, ethnicity, and weight. The Fashion Spot shows this change and shift of                
diversity in one of their studies on runways (Tai, 2017). This is a topic of interest since                 
models play such a central part of a brands identity and perception as Kapferer (2012)               
describes in his Brand Identity Prism. This change leads to answer the questions about how               
this will affect the perception of brands making use of these more diverse, and especially               
overweight, models. 
 
Using a model as a communication tool when creating the perception of a brand, as described                
by the Identity and image model by Kapferer (2012), it is required that the choice of model is                  
aligned with the sought out perception for the brand. When a brand is applying              
CSR-activities as of a “green company”, the type of model that the company chooses to use                
when communicating their “greenness” will affect in what way the consumer perceives this             
message. This since the perception of the model may directly reflect the brand's personality              
with different traits, such as either warm and/or competent. This could have a great impact on                
the interpreter's perception of the brand, in this case, the consumers. 
 
As history has shown for brands in the fashion industry, the thin, tall and highly attractive                
models are likely to be the most effective persuaders due to the fact that it is an                 
attractiveness-related product (Kamins, 1990). There are however different types of          
attractiveness towards different brands. For example, will the receiver of a brand's message             
distinguish multiple types of different physical attractiveness (Aagerup, 2011) and these are            
more or less relevant for different products. As there are different types of attractiveness, a               
product could be considered attractive because it is being produced in a green,             
environmentally friendly way and with humane working conditions and wages. A brand’s            
image of being green could, therefore, benefit from being perceived as familiar, caring and              
loveful which a different model than the previously mentioned (thin, tall and highly attractive              
one) might be able to portray, for example, an overweight model (ibid). This translates to that                
if a brand uses a model that matches the consumer's idea of what a “green company” is in                  
their ad, then that ad should elicit stronger positive responses towards their brand image.  
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Though there are still questions left unanswered as to how and why this choice of model                
would actually be beneficial? The choice of a model has to be aligned with the brand's                
personality traits to reach their targeted segment, depending on the brand’s desire to be              
perceived as warm and/or competent. The perception of a brand being warm are explained as               
the brand having cooperative intentions and prosocial behavior e.g. familiar, caring and            
loveful. Whereas the competent brand would be associated with the ability to execute one's              
intentions e.g. intelligent, effective and efficient (Aaker, Garbinsky & Vohs, 2012). Both            
brands and people are perceived along the same traits, warm and competent, which reflects              
the attributes and personalities of either (Kervyn, Fiske & Malone, 2012). 
 
Both these dimensions are according to the Stereotype Content Model (SCM) by Fiske,             
Cuddy, Glick & Xu (2002) fundamental, universal and critical to intergroup functioning and             
influence the perception of individuals through different perceptual categories. This would in            
alignment with research done by Levine & Schweitzer (2015), suggest that overweight            
people might be a better fit for conveying the message of a green brand wanting to be                 
perceived as warm, than the former idealized thin model. This because overweight people are              
often seen as warmer and would, therefore, be the preferred and more effective choice when               
deciding how a green and warm brand should mediate their marketing. In contrast, thin              
people who are seen as more intelligent and effective, which are competent personality traits,              
a brand who wants to be perceived as green and competent should, therefore, use the more                
traditionally preferred models.  
 
Though, the question as to which model is the best choice for these brand personality traits                
are still unanswered. Whether this applies to green companies or their products is not yet               
researched thoroughly and is through the lens of academic research a fairly under-researched             
topic. Which makes this thesis, its discoveries, and conclusions even more important and             
relevant to companies, especially those making use of models in their advertising and             
communication as a green company. Therefore, in the light of changes in both marketing              
activities, who push for more green marketing, and the greater diversity in models, this is a                
topic worth understanding. 

1.3 Research Question 
How does the choice of a model for a green product reflect the brand's personality traits as                 
warm and competent and how does this affect greenness, attractiveness and the consumer's             
purchase propensity?  

1.4 Purpose 
This research examines what choice of model would be best suited to support a brands desire                
and vision of being perceived as green. This thesis aims to investigate how a brand’s choice                
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of models reflects the perception of a brand being warm and/or competent and what attracts               
the consumer the most to increase the purchase propensity of the brand’s green products. It               
will examine and analyze if there is a relationship between the attributes of models who are                
considered thin and therefore would be perceived as competent. Whereas, overweight models            
would be considered warm. And if this affects the perception of a brand’s attractiveness,              
greenness and purchase propensity. The thesis aims to find the connection between these             
variables and how the brand should choose their models to communicate their green             
marketing strategy in the most effective and suitable way. 

1.5 Delimitation 
● This thesis aims to investigate what can be categorized as an environmentally friendly 

product. The definition of a green product in this research is a coffee package seen as 
environmentally friendly. 

● We limited our study to Swedish consumers who drink and/or purchase coffee. 
● Only female models were used in this research. 
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2.0 Frame of Reference 
 

In the following chapter, the theoretical frame of reference used in this paper is presented. 
Brand theory, brand identity, and marketing communication are the main theories used. 

 

2.1 Brand Theory 
A brand adds value and legal protection to products and services while allowing companies to               
personalize and distinguish themselves from other companies offering similar products. The           
brand includes the name, symbols, logo, and design (Keller, 2013). For the brand's owner, the               
brand works as an information- and identity carrier and to create competitive advantages as              
well as a growth generator and positioning agent. From the consumer perspective, the brand              
serves as an image creator and source of information. Through their brand, a company can               
strengthen its influence on consumers by creating positive mental associations. Brand           
strategy from an internal perspective includes product attributes, identity, core value, market            
communication, internal brand loyalty and positioning (Melin, 1999). 
 

˝A product is something that is made in a factory, a brand is something that is bought                 
by a customer. A product can be copied by a competitor, a brand is unique. A product                 
can be quickly outdated, a successful brand is timeless." (Melin, 1999, p. 112)  

 
A brand can have different personality traits, such as warm (intentions) and/or competent             
(ability) as Fournier & Alvarez (2011) explains. Warmth is typically associated with            
cooperative intentions and prosocial behavior, inducing others to come to one's aid when             
needed. Being perceived as competent connects to having the ability to execute one’s             
intentions whether they might be good or bad (Aaker et al., 2012). A brand’s perception of                
being warm and competent is something that lately has been a great discovery, which helps               
brands to keep their consumers even when they are experiencing hard times (Hennessey,             
2014). The combination between being both warm and competent is something that Aaker et              
al. (2012) discovered which could possibly create great competitive advantages. Both for the             
willingness to purchase the brand’s product, but also when it comes to the perception and               
attractiveness of the brand. Successfully achieving this combination is something they call            
“The Golden Quadrant” and is not easily achieved. 
 

2.1.1 Brand Identity Prism 
The Brand Identity Prism (Figure 1) from Kapferer shows how a brands identity is built and                
what different factors that play a part in this process, both internally and externally. Van               
Gelder (2004) is strengthening this and underlines the importance for brands to focus on its               
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background, principles, purpose, and ambitions to create an identity that permeates through to             
the brand's image. A brands identity is important to focus on as explained through the               
different parts in the Brand Identity Prism from Kapferer (2012). 
 
Physique - Kapferer (2012) describes the physical attributes of a brand’s product and             
packaging as the kingpin. In other words, it holds the brand like a stem holds a flower,                 
without it, it will fall. This backbone is created from a mix by both prominent objective                
features and that of consumers tangible values like the “What does it look like?” or “What                
does it do?”. For example, if a consumer can tell which product that comes from a particular                 
brand by just glancing at it, that is considered to have successfully created positive              
associations for the brand. 
 
Personality - A brand’s physical attributes aren’t the only way to show consumers what and               
who they are. Brands often wish to apply more personal and human associations to their               
brand as e.g. easy, competent, rugged, warm or funny in their communication (Aaker, 1997).              
The way a brand portrays, speaks and writes about themselves makes it easier for a consumer                
to categorize and position the brand since it appeals to the thought of human attributes               
(Kapferer, 2012). 
 
Culture - Brands of today are more of an ideology and relate to the consumer's perception of                 
brands as a way of expressing themselves and help in the search of finding that social                
sub-group they fit into. Kapferer (2012) describes it as 
 

“One does not create a community just on the basis of product attributes, however              
clever they may be. People tend to gather around causes, ideas, ideals, and values.              
This is what the cultural facet of the brand is about. It is the ideological glue that ties                  
everything together long term.” (p. 160) 

 
Culture is the deeper meaning that consumers are looking for, brands should manage and              
address this to meet their consumers. 
 
Relationship - The relationship between a brand and its consumers and what type of              
relationship they have is considered much more than just the business transaction. For             
example, it is how loyal and prone the consumers are to come back to a brand (Kapferer,                 
2012). 
 
Reflection - The reflection by a consumer should conform with the brand's culture (Kapferer,              
2012). In other words, the way the consumer perceives the brand (whether it is premium,               
energetic etc.) should fit into the desired perception from the brand, this to create positive and                
correct associations in the mind of the consumer. 
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Self-image - The consumer wants to receive a specific feeling or create a certain perception               
about themselves when consuming the brand’s products (Kapferer, 2012. Therefore, the           
perception of the brand at large has to agree with the desired perception the consumer wants                
to achieve. 
 
The first in line of selves are: 
The actual self - The way a consumer evaluates and sees themselves as they actually are, both                 
negative and positive (Ferguson, Hafen & Laursen, 2010). 
 
The ideal self - The ideal self is how a consumer wish or want to be. The ideal self is                    
something that can “never” be achieved, if the consumer doesn’t see themselves as perfect              
that is (Ferguson et al. 2010). 
 
When a consumer buys a product, this product tells something about the consumer. The              
product and the brand are a part of this image building story. Depending on how big of a gap                   
there is between the ideal- and actual self (McLeod, 2014) the product or brand might be                
desirable to fulfill the hopes of achieving the ideal self. However, if the gap is too great, as if                   
the consumer feels that this product is too far away from representing the actual self then they                 
might not buy it. In other words, they don’t perceive the brand congruence with their               
self-image. 
 

Figure 1. The Brand Identity Prism (Kapferer, 2012, p. 158). 
 

2.1.2 Green positioning  
To position a brand as “green” it is important that the green attributes is emphasized and that                 
the brand communicates it actively, this so the brand can be separated from its competitors.               
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In this particular case, with the sustainable and environmentally-friendly products, if these are             
not effectively communicated the brand will most likely not be commercially successful and             
perceived as a “green” brand (Hartmann et al., 2005). 
 
A brand can be positioned by functional or emotional attributes as Hartmann et al., (2005)               
describes. The authors describe the functional positioning strategy as how          
environmentally-related characteristics are highlighted and presented as a relative competitive          
advantages. This positioning strategy should be based on relevant environmental advantages           
of the product compared to competing conventional products. Examples on this could be the              
production processes, the products use and/or product elimination (Peattie, 1995). A brand            
could get disadvantages if they exclusively focus on the functional attributes, due to the              
removal of the environmental aspect might not create desired individual benefits to the             
consumer. Functional attributes can also easily be imitated by others ( Hartmann et al. 2005). 
 
The alternative strategy that Hartmann et al., (2005) describes as complementary in green             
positioning is a strategy that has its focus on the emotional attributes. The authors divide this                
strategy into three conceptually different types of emotional brand benefits: 
 

● The feeling of well-being and satisfaction that the consumer experiences when           
contributing to improve the environment by acting environmentally friendly. 

● The opportunity to show others their commitment to help the environment by            
consuming green products. Environmentally conscious consumers experience       
personal satisfaction by exhibiting their environmental consciousness to others. 

● Nature-related benefits stemming from sensations and feelings normally experienced         
through contact with nature. It is shown that humans often feel a well-being or              
happiness when they are in contact with natural environments. Brands can make use             
of this by adapting their marketing and display their products in a natural context, to               
reach emotional brand benefits. 

2.2 Marketing communication 
If a positioning should be seen as successful the crucial part is that the chosen position has to                  
be communicable. It is also important for a company to clearly urge the differentiation              
advantage that is underlying for the particular positioning since the objective of the marketing              
communication should be consistent and consequent in all the communication from the brand             
(Melin, 1999). The traditional communication perspective contains a sender (the company)           
and a receiver (the consumer). The company sends out a message that the consumer receives               
and then interprets. This, however, can give a far too narrow picture of what can occur in a                  
consumer relationship in terms of communication (Finne & Strandvik, 2012). In the model of              
processes called Identity and Image, it is shown how to successfully send a message to the                
consumer and with what the message from the brand should possess for the receiver to               
experience and interpret the brand in a desirable way (Kapferer, 2012).  
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Kapferer (2012) is, in the process of branding, stressing the importance of looking at brand               
management through two fundamental parts, the Identity (Sender) and the Image (Receiver).            
Why this is important is to be able to portray and differentiate the brand from other brands on                  
the market, which is done through the Identity of a brand. The Identity serves the brand with                 
the answer to the purpose of the brand - the raison d'être or “reason to be”. If a brand                   
successfully shows their Identity and what it stands for, being the purpose, beliefs, and reason               
for it, then it will shine through the noise and on to the Image of the brand (Ghodeswar,                  
2008). The Image of the brand is not something the brand itself can, per se, decide on since                  
this is where the receiver and the interpretation of the Brand's Identity come to play a part. In                  
other words, the Image is “external” from the brand in the sense of the brand not being able                  
to decide how it should be perceived, therefore a brand can merely affect the Image through                
focusing on the Identity of the brand (Mindrut, Manolica & Roman, 2015). Below in Figure               
2, the marketing activities a brand can apply to send out the message of their identity is                 
shown. In this thesis, there are mainly two parts that are interesting to look at in this chain of                   
activities, the product and foremost the people. 
 
The product in this research belongs to a company considered to be green and therefore their                
products alike. Therefore the perception of greenness should affect the brand's Image. The             
next part in this theoretical model and mainly what this thesis aims to research is the brand's                 
usage of people and more accurately models in their messages to the consumer. The choice of                
people which is displayed and associated with the brand would according to Kapferer (2012)              
affect how the brand is perceived - Image. This is because of the perception of models which                 
elicits different feelings towards the brand. The use of models could, therefore, help the              
consumer to construct positive associations towards the brand, for example as green,            
environmentally friendly, warm or competent. 
 
 

 
Figure 2. Kapferer (2012), p. 152. Identity and image 
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2.2.1 The Perceptual Process 
The Perceptual Process by (Solomon, Bamossy, Askegaard & Hogg, 2016) shows the            
different stages a consumer goes through when perceiving, interpreting and processing a            
message. The first stage is sensation which (Solomon et al., 2016) describes as the sensations               
from our eyes, ears, nose, mouth, and fingers and how these sensory receptors create              
immediate responses out of different stimulus as light color and sound. The sensation is the               
raw data that the interpretant processes which leads to the second stage - perception. This is                
the stage where the different stimuli are made aware and possible to sort, catalog, select and                
thereafter interpret. When the interpretation is made, the interpreter understands the meaning            
of the message and comes up with a response to as if they either agree or disagree with the                   
brand's identity. This is where the perception (final stage of the process) is created and               
depending on the response from the interpretant, the message is received in a positive or               
negative manner. 
 
Solomon et al. (2016) explain the process of interpretation when exposed to marketing             
stimulus as:  
 

“When we try to make sense of a marketing stimulus, whether a distinctive package,              
an elaborately staged television commercial or perhaps a model on the cover of a              
magazine, we do so by interpretation of its meaning in the light of associations we               
have with these images. For this reason much of the meaning we take away is               
influenced by what we make of the symbolism we perceive.” (Solomon et al., 2016, p.               
147) 

 
To further describe the interpretation and creation of meaning the Semiotics Model by             
Charles Sanders Peirce and interpreted by Solomon et al. (2016) is applied. Explaining the              
triad relationship between the object, sign, and interpretant which forms the message being             
sent. Starting with the first level being the object, which is the level where the object itself is                  
perceived and the message it contains. However, this object then works as a message carrier               
further up the triadic relationship to the next step - the sign. Or as Atkin (2006) calls it, the                   
signifying element. The object, therefore, acts as a carrier for the message on to the sign. In                 
this thesis, the sign would be the models and the object the green product. These two                
connects to the final step of the process, the interpretant. The interpretant is, in this thesis, the                 
consumer who makes the connection between the green product (object) and the sign (model)              
and ultimately interprets these factors to form an understanding of what the ad (message) is               
trying to convey. In conclusion, the green product is being displayed by a model and the                
connection between those two will affect the interpretation done by the consumer. 
 
This structural process of perception is a good fit when explaining how the attributes of               
different models (thin or overweight) in this thesis connects to the perception of a brand               
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being warm and/or competent and their products being perceived as green. To showcase and              
clarify this process below is a model of the connectivity between the different stages and               
factors of the ‘Marlboro Man’ from (Solomon et al., 2016.) based on the Semiotics Model               
from Charles Sanders Peirce. 

 
Figure 3. Semiotics scheme, (Solomon et al., 2016, p. 148) 

2.2.2 Stereotype Content Model 
The perceptual process leads to the perception of people and in this case thin and overweight                
people which were researched and explained more in detail by Levine et al. in 2015. Their                
research shows that individuals who are considered overweight are often associated with low             
competence whereas thin people are considered to be perceived higher in Competence. In             
contrast, overweight people could display warmth better than thin people which therefore            
might mitigate or exceed the perception of low competence and give an overall positive              
perception which could be beneficial for warm brands. 
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They executed their research partially inspired by the dramatically increasing obesity in the             
United States (ibid.) and used the SCM (Stereotype Content Model) by Fiske, et al. (2002)               
which is based on two human instincts. The first is deciding whether a person is a friend or an                   
enemy, this connects to warmth. The second instinct, is when deciding if the person in               
question is capable of carrying out his or her intentions, which refers to competence. They               
could later correlate these traits and reactions with the BIAS Map (Behaviors from Intergroup              
Affect and Stereotypes) which derives from the SCM. The SCM is explained as follows: 
 
“The stereotype content model (SCM) defines two fundamental dimensions of social           
perception, warmth and competence, predicted respectively by perceived competition and          
status. Combinations of warmth and competence generate distinct emotions of admiration,           
contempt, envy, and pity.“  (Cuddy, Fiske & Glick, 2008, p. 62) 
 
The BIAS Map could be described as an extension to the SCM since the design is of four                  
different quadrants containing every possible combination of Warmth and Competence that           
connects to a unique set of affections, emotions and behavioral responses to these traits from               
the respondents. To clarify, Cuddy et al. (2008) are cited once more: 
 
“The core of this synthesis is the observation that judgments of warmth and competence              
underlie perceptions of others, driving perceivers’ emotional and behavioral reactions, all           
resulting from social structural relationships.” (p. 63) 
 
The possible sets of combinations from the SCM in conjunction with the behavioural             
responses of the BIAS Map. 

● High Warmth-High Competence - Upward affiliative emotions, such as admiration. 
● Low Warmth-High Competence - Upward contrastive emotions, such as jealousy or           

envy. 
● High Warmth-Low Competence - Downward affiliate emotions, such as pity and           

sympathy. 
● Low Warmth-Low Competence - Downward affiliate, contrastive emotions, such as          

anger contempt and disgust. 
 
The “highest quadrant” considering the responses of these sets of traits are the “High              
Warmth-High Competence” also mentioned as “The Golden Quadrant”. This is because           
people who are seen as being both warm and competent are considered to have good               
intentions whilst being competent enough to carry out their intentions. This creates, according             
to the SCM and BIAS Map, the best possible outcome of emotions towards the person and                
are therefore the highest and most sought-after perception. Since it is possible to apply these               
human traits to brands, the “golden quadrant” would also create the best possible associations              
for brands towards their consumers. In contrast, the worst behavioral responses are the ones              
towards “Low Warmth-Low Competence” and are associated with disgust and contempt. 
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Figure 4. Model of the Stereotype content model and the BIAS Map showing the              
predicted emotions and behaviors by the perception of warmth and competence.           
(Cuddy, et al., 2008, p. 70) 

2.2.3 Green Marketing 
"Green marketing can be defined as a holistic management process with the task of              
identifying, anticipating and satisfying customer and society needs in a profitable and            
sustainable manner." (Peattie, 1995, p. 59) .  
 
Green marketing is a strategy used as an extension in the traditional marketing, where the               
biggest difference is that the green marketing has a more broad perspective where the social               
responsibility in both the environment and the social perspective is a major part. Though,              
many consumers see this strategy as something that companies use to attract new consumers              
and are therefore sometimes skeptical towards it (Peattie, 1995). 
 
There are however different opinions flourishing around green marketing, for example,           
whether it is ethically correct or not. Jones, Clark-Hill, Comfort, and Hillier (2007) mean that               
sustainability and marketing do not go hand in hand due to the fact that marketing aims to                 
increase the selling of products while sustainability is about decreasing the consumption to be              
more environmentally friendly. However, this is something that starts to change (ibid). There             
has been an answer to this statement where Peattie (1995) claims that the traditional              
marketing has led the society to over-consumption which in the long term is not sustainable               
for the environment. Therefore the marketing strategies have to change towards a greener and              
more sustainable perspective. 
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It is important for the companies to not overuse the concept of green marketing due it can                 
have the conflict of a non-trustable relationship to the consumer. Green marketing has a              
broad meaning, not only to promote environmentally friendly alternatives but also to promote             
an environmentally friendly lifestyle. Companies that use green marketing only to win            
competitive advantages will not gain the same trust from the consumer and might, therefore,              
be accused of greenwashing instead (Jones et al. 2007).  
 
Some activities considered as green marketing activities (Ward, 2017) . 

● Being manufactured in a sustainable fashion 
● Not containing toxic materials or ozone-depleting substances 
● Able to be recycled and/or is produced from recycled materials 
● Being made from renewable materials 
● Not making use of excessive packaging 
● Being designed to be repairable and not "throwaway" 

2.3 The green consumer 
According to Peattie (1995) the green consumer plays an essential role within the green              
marketing strategy. What has been important is to define the characteristics of a green              
consumer, who they are, what motivates them to purchase green products and what they are               
prepared and not prepared to do and buy. During the past decade's research has been done                
trying to identify consumers who can be termed as environmentally-engaged or conscious,            
socially responsible, green or ethical. Peattie (1995) says that all these topics together are              
what is called a green consumer due to the fact that if they were to be separated the                  
differences between them would lead to confusion. This statement is strengthened by Charter             
& Polonsky (1999) as they claim that a green consumer is hard to define due to earlier studies                  
often has been contradictory. It has, however, been some characteristics that have been             
repetitive and it has therefore been possible to identify some demographic attributes with the              
green consumer (Straughan & Roberts, 1999). They say that the typical green consumer is a               
young, highly educated and relatively well-paid woman. Young - because the youth today are              
more aware of the environment. Woman - because it has been said that women, in general,                
care more about their environment and the people around them. Education - because it              
contributes to more knowledge about how the consumption of green products actually affects             
the environment. Finally, people living in cities with a stable income are more willing to               
consume green products due to the easier access to these products and they tend to have a                 
greater income which gives them a greater opportunity to consume green products that often              
are in the higher price range (ibid). 
 
Finisterra do Paço, Barata Raposo & Filho (2009) agrees with the statement that it is               
important to divide the market into different segments. In their statements, they are             
strengthening the fact that women are a target segment due to the fact that they are more                 
conscious about the environment. They also claim that the more educated a person is and the                
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more susceptible a person is to receive new information, the person will care more about the                
environment. The factor that plays the biggest part in the attempt to find the right consumer is                 
the income, a high income has a positive correlation with awareness of the environment              
(ibid).  
 
Something that can characterize a green consumer is the gap between the consumer’s attitude              
and its actual behavior. This phenomenon is when consumers claim to have an interest in               
purchasing environmentally friendly products but then rarely follow these expressed          
intentions (Aagerup & Nilsson, 2016). Research has shown that while attitudes and values             
towards being green contributing to a consumer acting in a responsible manner the             
connection between actual consumer behavior and internal motivating factors are often           
limited (ibid).  
 
Other factors than the internal environmental attitudes, norms and value may play a part as to                
why the consumer choose the environmentally friendly product before the opposite. One such             
factor is the symbolic consumption. For symbolic consumption, the social interactions and            
the influence of other plays an important part. For example, the consumer can achieve higher               
social status towards it surroundings when choosing a green product. A Green consumer does              
not only buy the environmentally friendly products because of the impact on the planet, but               
also because of the social acceptance (Aagerup & Nilsson, 2016). The authors also claim in               
their studies that the green consumers who anticipated a conspicuous consumption situation            
chose environmentally friendly products to a greater extent than individuals who anticipated            
an inconspicuous consumption did.  
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3.0 Hypotheses 
 

The hypotheses written below are all based on facts and theories described in the chapter 2.0                
Frame of References. 

 
As mentioned before awareness of how we influence the environment with our consumption             
has increased among consumers today. Companies are developing new innovative strategies           
to produce green products and to position their green brands in the consumer’s mind to stay                
competitive on the market. Through the demand for environmentally friendly products and            
the movement of companies “going green” has the intensified awareness of living a healthier              
life extended worldwide (Mohd Suki, 2016). Due to the fact that the consumers of today have                
an increased knowledge of green products and how this affects the environment, it leads to               
the fact that the desire to consume green products also has increased. This created the first                
hypothesis:  
 
H₁: Consumers have a desire to choose a green/environmentally friendly product over a             

neutral/regular product. 

 
Today’s consumption market is dominated by huge amounts of visual images that want to              
stimulate purchasing. These pictures mainly reward youth, health, and physical beauty. The            
visual media constantly feed the consumers with reminders that happiness and success are             
achieved through being perceived as attractive and have a thin body. These attributes are              
often not realistic for most human beings. People compare themselves to the pictures that are               
shown in the ads and in the campaigns whilst inviting them to the solution on how they can                  
achieve this. Aagerup (2011) describes it as if a fashion and uses a model that matches the                 
consumer’s idea of what a woman should be, then that ad will elicit strong positive responses.  
 
Just as seasons changes, the perception of attractiveness does too, which seems to have              
influenced the industry of models as well. This would mean that the ideal of a model having a                  
thin body type might no longer be the same. But even though these thin models might have                 
unrealistic attributes for most humans, previous studies have identified that thin models are             
seen as more attractive than overweight models (Wang et al., 2015) which is why marketers               
still use thin models for the most part of their ads and campaigns, this also for green products.                  
This leads us to our second hypothesis: 
  
H₂: Consumers who are exposed to thin models will have higher purchase propensity for              

environmentally friendly products than consumers who are exposed to overweight models.  

 
Even though Thin models are seen as more attractive than Overweight models there are more               
factors to keep in mind for a company when planning on how to reach their desired                
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consumer. Consumers perceive brands in the same way they perceive people (Kervyn et al.,              
2012). Two ways that a brand can be perceived are as warm and/or competent. As described                
before people and brands with cooperative intentions are often seen as warm and therefore              
also trustworthy. Competence is typically associated with the ability to execute one's            
intention and having the ability to execute their intentions would indicate competence for the              
brand (Aaker et al., 2012). Levine & Schweitzer (2015) has shown in their studies that there                
is a relationship between people's weight and the perception of competence as well as              
warmth. 
 
Because of previous studies on brands being seen as warm and competent and the same when                
it comes to people a connection can be seen between brands and how they should use their                 
models to be perceived the way they desire. Due to the fact that an overweight person can be                  
considered as more warm, a brand which desires to be perceived as warm might, therefore,               
use an overweight model to better attract their consumers. This to make their message more               
trustworthy. Because the overweight person has shown to be perceived as low in competence,              
a company that wants to be seen as competent should use the opposite to an overweight                
model - a thin model. This because thin people are seen as more competent and the message                 
of the brand being competent will then be perceived better from the receiver - the consumer.                
This leads us to our third hypothesis:  
 
H₃: A company that wants to be perceived as competent should choose a thin model to                

make their environmentally friendly product more attractive for the consumer and thereby            

reach a higher purchase propensity. 

A company that want to be perceived as warm should choose a overweight model to make                

their environmentally friendly product more attractive for the consumer and thereby reach            

a higher purchase propensity.  

3.1 Research model 
We propose following model based on the hypothesis that is developed in the chapter above.               
By using different variables the theoretical research model’s purpose is to see if the              
consumption of green products increases depending on the model shown. H₁ propose that             
consumers have a higher desire to buy green products. This follows into our next assumption               
in H₂ which is that thin models is seen as more attractive than overweight models and will,                 
therefore, have a higher purchase propensity for the green product. In H₃ we use the               
perception of the models in the ad to see if a company which wants to be perceived as warm                   
and/or competent is affected and if the models influence the consumer's intentions to buy              
their green product. Our assumption is that because overweight people are seen as more              
warm this leads to that a green company which wants to be perceived as warm should use an                  
overweight model to increase their sales. The assumption is the opposite if a company wants               
to be perceived as competent, then a thin model should be used in their communication since                
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it is seen as more competent and will, therefore, increase the green and competent brand’s               
sales. 
 

 
Figure 5. The research model design. 
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4.0 Methodology 
 

This chapter will describe the method and underlying structure for this thesis. The scientific              
method is selected and presented in this chapter. Criticism to the method and sources is               
included in this chapter.  

 

4.1 Research purpose  
All studies aim to increase and develop knowledge within a subject, however, there are              
various views and angles the purpose of the study can root out of. There are mainly three                 
different ways for a study to be purpose- and meaningful: descriptive, exploratory and             
explanatory (Jacobsen & Sandin, 2002). This research aims to take a closer look at the results                
and underlying relationship between different phenomenon in the usage of models. This is             
done by testing three hypotheses about the relationships between these variables (David,            
Sutton & Torhell, 2016). As the goal is to examine the relationship between the usage of a                 
model with certain physical attributes to market a product and how this message is being               
perceived by the consumer. How will the choice of model affect the perception of the               
companies green marketing and how will this affect the sale of the product? This makes the                
interpretive and explanatory purpose the most relative and appropriate for this research            
(Bryman & Bell, 2015). 

4.2 Choice of perspective 
This research is based out of a consumer perspective and the reason is to know how and in                  
what way the message from the company to the consumer is being perceived. Do they               
manage to create their desired perception? To answer this it is necessary to research and               
understand the consumer's point of view and hopefully give the companies a greater             
knowledge about how their choice of model actually affect the sales of their green product. 

4.3 Scientific approach 
There are two approaches to data collection: Inductive and Deductive. This thesis is written              
out of a deductive approach. The deductive method is explained as going from “theory to               
empiricism” (David et al., 2016). The approach in this thesis follows a positivistic and              
objective way to find an answer to the research question (Söderholm & Ulvenblad, 2016).              
This is usually done in conjunction with developing hypotheses based on existing theory and              
designing the research strategy to test the chosen hypotheses (Bryman & Bell, 2015). The              
researcher has to create certain expectations on what he or she thinks is the reality based on                 
already known facts, theories, and previous research. The researcher then examines whether            
this is correct or not (David et al., 2016). In this study it is a correlation between different                  
variables and the effect these have on the sales and therefore three hypotheses were              
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constructed to be able to measure and display if a connection existed. The first hypothesis               
(H₁) was made to check if the purchase propensity for a product was higher when the product                 
is presented as environmentally friendly and also perceived as such, in this case             
environmentally friendly coffee. The second hypothesis (H₂) was constructed from the fact            
that a thin model is seen as more attractive than an overweight model and in this case for an                   
environmentally friendly product. The third hypothesis (H₃) to be answered was that if a              
company want to be seen as warm and/or competent, what model is the best fit to reflect this                  
to the consumer, and thereby increase the purchase propensity. 
 
What can be criticized with this method is that the researcher is only looking for the                
information that is relevant and tends to support the expectations the researcher had when the               
research began. When this happens, important information can be found in advance and what              
could have been more important for the research might be forsaken. Information access is              
therefore limited (Jacobsen & Sandin, 2002). This could be experienced meanwhile doing            
this study because of the blindness that can occur when working with same research for a                
longer time, the whole picture gets more narrow. 

4.4 Data collection  
The data collection for the research has to be relevant, this for being able to analyze and come                  
to conclusions. Therefore it is important to choose the right method for and before collecting               
the data. There are two methods that can be used in this case, the qualitative and quantitative                 
method (Jacobsen & Sandin, 2002). Since this thesis has a deductive approach the             
quantitative method is the preferred way to collect data (Söderholm & Ulvenblad, 2016). The              
quantitative method was chosen because of the need to reach a greater audience (David et. al.                
2016) and to see if the majority of the population thinks the same. A qualitative study might                 
have given a too narrow picture of the result and would not have been applicable for a greater                  
population for this research, but it would have been a good complement.  
 
What can be criticized with this thesis is that only a quantitative method was applied when                
collecting the data for this research and therefore the research does not get the same in-depth                
knowledge about what and why the consumers underlying factors of perception are, as it              
might have with a complement of qualitative research as well. If it would have been possible                
to conduct interviews as well this could have presented answers to more and other questions               
depending on the answers from the consumers. This possibly important information is lost             
when only using a quantitative research method. Finally what can be said is that a qualitative                
approach that is more open, might have given a more nuanced image of the context and                
individuals as compared to a quantitative approach which gives a more fragmented and             
narrow view of the context. 
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4.5 Secondary data 
Secondary data is for example data that has been gathered by others for that particular               
research, this type of data can be both qualitative and quantitative (Jacobsen & Sandin, 2002).               
For example, secondary data is when the data has been previously collected and presented by               
another author with a different question and purpose than was meant to be answered with the                
research for this thesis (David et al., 2016). This is why it is called secondary data. It is                  
therefore important to handle this information with criticism and a skepticism, due it can be               
difficult to attain secondary data that fits the present research requirements perfectly. Another             
factor to take in to consideration is the possibility of the secondary data being outdated, this is                 
important to be aware of when searching for data and to always keep in mind that the                 
information that is sometimes found, might no longer be relevant and that other, more recent,               
sources might be more suitable or at least confirm those older facts or statements.  

4.5.1 Selection of theory 

This research started in the secondary data to find articles and facts that supported the               
purpose of this thesis and research. Previous articles on this subject were of great help to find                 
support for the occurring thoughts and ideas and it was those articles that made it possible to                 
conduct the final purpose of this research. The secondary sources were collected to find the               
fact and theories that were needed for the implementation of this research. This thesis is               
mainly based on articles found in university databases, mostly used is ABI Inform and Diva.               
The use of internet was also a great way to find relevant articles, journals, and websites                
supporting this thesis. School literature has also been used to gain a deeper insight and more                
sources that support the arguments as to why some theories were relevant and how these have                
been put to use in the analysis of this research. This was necessary due to the hardship of                  
finding all the relevant facts by only using scientific articles. The older an article is the more                 
the reliability can be criticized and therefore the more updated is a preferred choice. This               
because perception and knowledge might (and most certainly will) change over time            
(Eliasson, 2006). However, these articles might still be true and have support in other areas or                
in other contexts. Some older articles are seen as relevant for this research, mostly to get a                 
deeper knowledge of some of the theories, where they come from and why these might have                
been used. 

4.6 Primary data 
Primary data is when you collect the data directly from a person, this means that the                
researcher is collecting the information (David et al., 2016) for the first time and foremost               
straight from the source of information (Jacobsen & Sandin, 2002). The primary data is in               
other words collected specifically for that research’s purpose. This is also the main advantage              
by using primary data/sources, the collection of data can be tailored to suit the research and                
meet that research’s specific needs. There are several methods that can be used to collect the                
primary data, for example surveys, interviews and direct observations which begs the            
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researcher to choose the method that suits him or her the best for the purpose of the study                  
(Eliasson, 2006). 

4.7 Research strategy 
To collect the data that was needed and to test the hypotheses a between-subjects              
online-experiment was created. Because of the deductive approach and the choice of a             
quantitative method a between-subjects online-experiment is a good and preferred option to            
reach a bigger population that this research demands to be valid and reliable. When planning               
this thesis and its research methodology the discussion of purpose and reason was the first               
thing to come up and ended in that the use of hypotheses was the best possible method to gain                   
as correct data as possible. The three hypotheses (H₁, H₂, H₃) was constructed for the               
possibility to have them connected and therefore leading up to the last and main hypothesis               
(H₃) exploring the usage of different models and its effects on attractiveness, greenness, and              
sales for a warm and/or competent brand. 

4.7.1 Measurements 

The items of the between-subjects online-experiment were conducted according to a Likert            
scale since it classifies as an ordinal scale which is a scale without equidistance (Sundell &                
Sundell, 2018). The items of the experiment were created with a five-grade scale (1-5), with 1                
being “Strongly disagree”, “Very unlikely”, “Not attractive” and “Very thin” on one of the              
ends of the scales. The opposite side of the scale was a 5 and included “Strongly agree”,                 
“Very likely”, “Highly attractive” and “Very overweight”. The Likert scale with the points             
1-5 was chosen to be able to include all relevant, diverse and possible answers in the                
alternatives for the questions without having too many choices that might confuse the             
respondents. As well as providing a “middle-of-the-road”-answer if the respondent is neutral,            
in doubt or does not know how they feel about that particular statement. It is also preferred to                  
use the Likert scale when wanting to compare the answers between items and between groups               
which are desired for this experiment (Eliasson, 2006). 
 
This scale suits this in between-subjects online-experiment when applying statements and           
checkbox answers to show the respondent’s agreement on these statements. The questions in             
the experiment were developed from operationalized items of chosen theories.          
Operationalising is when the researcher breaks down a or multiple theories into different             
items to make it possible to create questions. This later to be able to measure those items                 
which then can be seen as expressions for the respondent’s values of those items and in this                 
case statements (Eliasson, 2006). It is important to conduct items that the respondent can              
understand and perceive in the same way as the researcher wish them to, without having the                
respondent understand the underlying questions being asked for to avoid Social Desirable            
Bias (Grimm, 2010). This is a necessary step to avoid misunderstandings and incorrect             
interpretation, both when collecting and analyzing the data. To find out the demographics of              
the respondents in this experiment there were multiple-choice questions asking if the            
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consumer is buying coffee, drinking coffee, their age, gender. Which also included the only              
exception of checkbox answers, which was when asking for the respondent's nationality            
where they had to write a short answer. 
 
What can be negative with a scale that has a mid-option is that the respondent might choose                 
this alternative because he or she is uncertain on what to answer and therefore does not give a                  
truly honest answer. Though, having the mid-option is still preferred as to not having it at all,                 
which would probably give a higher false response rate since that forces the respondent to               
take a stand which they might not really believe (Krosnick, Narayan & Smith, 1996). This               
effect is taken into consideration when analyzing and the effect it could have on the outcome                
and results.  
 
We used the same scales and measurements in all the experiments to be consistent and               
thereby be able to compare them to each other. 

4.7.2 Development pre-tests 

All the questions and material that was going to be used in the between-subjects              
online-experiment. These needed to be tested in advance to ensure that the traits and items               
used were going to give support when conducting the experiments. These tests and overall              
material is found in the appendix (1.0-2.3.2). That also inquiries the questionnaires and items              
which has already been used before in previous research (Wärneryd, 1993). It is important to               
have good preparation in quantitative experiments since they can not be corrected afterwards             
(Eliasson, 2006). 
 
The material includes pictures, texts, and graphical content. The first pre-test, also seen as a               
manipulation test, included one picture of a model perceived as thin (1) and one model               
perceived as overweight (2). The model in both pictures was the same person, but one had                
been digitally manipulated to look overweight. The thin model was the original (not             
manipulated) and would be described as thin. Other than the perceived weight of the model               
the pictures looked exactly the same. This test was done to ensure that the manipulated               
picture was not seen as fake and therefore could not be trusted in the experiment where the                 
picture would be used later on in the research process. 30 students were exposed to both of                 
the pictures at the same time (1 & 2) and were asked to choose which one they thought to be                    
manipulated. 18 of the respondents thought the original picture (Appendix 2.1.1) was            
manipulated and 11 people thought the manipulated picture (Appendix 2.1.2) was the            
original. This concluded that the pictures could be used in our ads, both the original and the                 
manipulated picture.  
 
The texts in the ads were also pre-tested. This to be sure that there was a distinction between                  
the perception of warmth and competence and make it possible to measure those items. To               
test this, two different texts were written to display warmth and two texts to display               
competence. To test the texts they were put in a context of an ad which was created out of the                    
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texts, a package of coffee and the different models, thin and overweight (Appendix             
3.1.1-3.1.4). The items used to test the texts were the items that were operationalized from               
warmth and competence, three items out of each. The scale for the items was as previously                
mentioned used for measuring warmth and competence and is based on Kervyn et al., (2012)               
and has subsequently been used by Bratnova, Kervyn & Klein (2015). The questions have              
then been modified for the mentioned product, coffee. The items could be answered on a               
scale of 1-5. 
 
Warmth 
“This company’s staff has the consumers’ interest at heart.” 
“This company’s staff cares about the quality of their coffee.” 
“This company’s staff has the intention to provide their customers with good coffee.” 
 
Competence 
“This company’s staff has good knowledge about coffee.” 
“This company has a high level of coffee manufacturing expertise.” 
“This company has a high competence when it comes to maintaining quality in their              
products.” 
 
Eight different pretests were conducted. 
- Warm text 1 with the thin (1) and overweight (2) model next to the product. 
- Warm text 2 with the thin (3) and overweight (4) model next to the product. 
- Competent text 1 with the thin (5) and overweight (6) model next to the product. 
- Competent text 2 with the thin (7) and overweight (8) model next to the product. 
 
The ads between the groups looked exactly the same except for the texts and the weight of                 
the models. When the answers had been collected the group with an overweight model were               
merged together with the corresponding group for the thin model of each version of the texts                
- Warm/Competent. This was done to be able to show the overall result of the texts as being                  
warm and competent, this not depending on the model. After doing a t-test for significance               
and a Cronbach's alpha test (to see if the relevance between the items were to take into                 
consideration) the choice of version was the “Warm text 2” and “Competent text 2” due to a                 
more solid overall result (Appendix 2.2). The Cronbach's alpha gave a high score on all the                
items which indicate they were the most relevant (Appendix 2.3). The same items were then               
kept for the rest of this research. To explain in more detail and make it more understandable                 
Table 1 is showing the different pretests and the respondents below.  
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Ad Warm text 
1 

Warm text 2 Competent 
text 1 

Competent 
text 2 

Model Overweight/
Thin 

Overweight/
Thin 

Overweight/
Thin 

Overweight/
Thin 

Respondents 33 42 38 38 

Table 1. Pre-test of the ads used in the research. 

4.7.3 Development of between-subjects online-experiments 

4.7.3.1 Experiment 1 

The first hypothesis (H₁) “Consumers has a greater desire to choose an environmentally             
friendly product seen as green over a neutral product.” is based on previous studies that               
environmentally friendly products have a higher purchase propensity than a          
non-environmentally friendly product. This step had to be done since it is the base for the rest                 
of the research and enables the researchers to move on further with the next hypotheses (H₂                
& H₃). The product for this test was coffee. The choice of coffee was because of its previous                  
use in similar types of tests and can, therefore, be considered as a reliable product to have in                  
this type of experiment. Coffee is also the world's second most tradable commodity and its               
impact on the environment is substantial (Bacon, 2008). Due to the fact that this is a high                 
involvement product consumers often have strong preferences alongside with strong opinions           
regarding everything in connection with coffee. May it be price, brand, roasting or flavor.              
Therefore we chose to create our own fictitious brand with a medium roast coffee for the                
purpose to be as neutral as possible. To display this we created our own coffee packages                
(Appendix 1.3), two identical packages with the only exception of the marks presented on the               
packages. One was created with a more environmentally friendly “stamp” saying “100%            
EKO” in green. The other package was considered to be a neutral coffee and was created with                 
the same “stamp” but with the wording “100% COFFEE” in black instead of green. Both of                
the packages had the same price (30sek) so that this would not be the deciding factor for the                  
consumer. These packages were the base for the experiment that was created, asking two              
questions using the same 1-5 point Likert scale that was applied in all of the experiments                
(Appendix 1.0). The questions were as follows: 
 
“How likely is it that you would buy this coffee?”  
“How well did you perceive this coffee as environmentally friendly?” 
 
These questions were asked to know if the environmentally friendly coffee would follow the              
theory that an environmentally friendly coffee will have higher purchase propensity than the             
non-environmentally friendly coffee. As well as to have proof that the respondent had             
perceived the environmentally friendly coffee in the correct way. 
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Since environmentally friendly products are seen as a more socially accepted product, the             
different coffee packages were exposed one at a time. Otherwise, the consumer might be              
struck by the earlier mentioned Social Desirability Bias and choose the environmentally            
friendly coffee to keep their appearances up and/or to look better for its surroundings. This               
study was chosen to be done outside ICA Maxi Högskolan in Halmstad (Sweden) which is a                
supermarket with a lot of different people in movement. Both because of the choice of               
product in this research and that the people grocery shopping there is (very generally and               
commonly described) diverse. The study took place on two different days during two             
different times to avoid bias of the respondents (consumers) and the time when conducting              
the research. All the respondents were asked individually so that they would not be affected               
by each other in their answers. Table 2 beneath shows the amount of people asked and when. 
 

 Product Day Number of 
respondents 

Day Number of 
respondents 

Environmentally 
friendly coffee 

Wednesday 
morning 

50 Thursday 
afternoon 

50 

Non-environmentally 
friendly coffee 

Wednesday 
afternoon 

50 Thursday 
morning 

50 

Table 2. Test of the environmentally friendly coffee. Which day it was conducted and              
how many respondents.  

4.7.3.2 Experiment 2 

With the pre-tests done it was ensured that the items for measuring warmth and competence               
were measuring the correct information. This enabled the experiment to move on and use              
these items when conducting the final experiment, to test the second (H₂) and third (H₃)               
hypotheses. Four different ads were constructed from these texts, material, and items. Two             
ads portraying the “Warm text 2” from the pretest one with the overweight model and the                
second with the thin model. The same type of ad was created with the “Competent text 2”                 
with the different models, these can all be found in the (Appendix 3.1). 
 

Ad 1 Ad 2 Ad 3 Ad 4 

Warm text Warm text Competent text Competent text 

Thin model Overweight model Thin model Overweight model 

Table 3. How the final experiment were conducted.  
 
For the experiment nine questions were constructed to be answered along the same 1-5 Likert               
scale as previously used. The scale ranged from 1 as ”Strongly disagree” to 5 “Strongly               
agree”. This followed by the questions about demographics (Appendix 3.0). 
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1. “How likely is it that you would buy this product?” 
2. “How attractive do you find this brand to be?” 
3. “This company is environmentally friendly in the production of their coffee.” 
4. “This company’s staff has the consumers’ interest at heart.” 
5. “This company’s staff cares about the quality of their coffee.” 
6. “This company’s staff has the intention to provide their customers with good coffee.” 
7. “This company’s staff has good knowledge about coffee.” 
8. “This company has a high level of coffee manufacturing expertise.” 
9. “This company has a high competence when it comes to maintaining quality in their              

10. products.” 
 
To be able to answer the second hypothesis (H₂) “Consumers who are exposed to thin models                
will have higher purchase propensity for environmentally friendly products than consumers           
who are exposed to fat models” based on previous studies that a thin model is seen as more                  
attractive than the overweight in ads and campaigns the first three items (1-3) in the               
experiment were looked at this to be able to answer if the ad with the thin model was seen as                    
more attractive and thereby also have a higher purchase propensity. Item number 3 was used               
to be able to analyze the consumer's perception of the company being perceived as green in                
the ads, in other words, it is a manipulation check for “green” or environmentally friendly. 
 
The third hypothesis (H₃) was created based on the fact that overweight people are              
sometimes seen as more warm than thin people who are rather seen as more competent. This                
leads to the final step in this research. Even if a thin model is seen as more attractive in                   
general, is this actually the best choice for all “green companies”? For this part of the                
experiment, there were three items measuring warmth and three items measuring competence.            
These items were based on Kervyn, et al. (2012) and enabled a comparison between the ads                
referring to items, models, and texts in the ad, to see if the null hypothesis could be rejected                  
or not. To answer the third hypothesis (H₃) “A company that wants to be perceived as                
competent should choose a thin model to make their environmentally friendly product more             
attractive for the consumer. A company that wants to be perceived as warm should choose a                
plus-size model to make their environmentally product more attractive for the consumer and             
thereby reach a higher purchase propensity.” The three items measuring Warmth and three             
items measuring Competence were now also taken into consideration. This alongside with the             
first three items to be able to see which affect the warm and competent had on purchase                 
propensity, Attractiveness, and Greenness. To clarify, all the items (1-9) were used to test              
hypothesis 3 (H₃). 
 
The last part of this experiment was designed to answer the respondent’s demographics. They              
had to answer two “Yes” or “No” questions which were “Do you drink coffee?” and “Do you                 
purchase coffee?”. These two questions are seen as relevant to the experiment since these              
factors may be giving a biased or faulty result if the respondents do not drink and/or do not                  
buy coffee. This could possibly give non-desired results for the analysis, which leads up to               
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the next reason for these questions. These questions would make it possible to exclude the               
respondents who do not drink and/or buy coffee. The demographics also contained check-box             
questions about their age, gender, and nationality. Nationality was included for the same             
reasons as the questions about drinking or buying coffee. This was done because of the               
reason that the fictitious coffee package had its text in Swedish. Hence, this is why it might                 
be important to know the nationality, because of foreign respondents who could have             
misinterpreted the ad. Therefore the possibility to exclude them, if the result was biased, was               
important. Regarding both the coffee and the nationality questions, these are just tools to be               
able to analyze the results in different ways and make it possible to come to conclusions that                 
different factors could have affected the results. 

4.7.4 Data collecting method and selection 

A sample of a population is necessary when investigating how the chosen population, in total,               
perceives the particular experiment to come up with conclusions about the entire target             
population (Christensen, Engdahl, Grääs & Haglund, 2016). Population means the group of            
people which the experiment focuses on and aims to be able to generalize the results out of                 
(Patel & Davidson, 2011). However, for the selection to have any effect Bryman and Bell               
(2015) means that the sample needs to be representative of the population in order for               
generalization on the entire population to be possible. Our study has the intention to              
investigate the everyday consumer in the age between 15 and 75+. The total of this               
population is 8 325 565 people according to recent measurements from Statistic Sweden             
(SCB, 2017). Because of the population's total size and since the resources it would require               
was not sufficient to investigate it in its entirety, a selection of the population was chosen. 
 
Olsson & Sörensen (2011) argue that the selection process is a very important part of the                
study and a tool to ensure the probability that the sample will be representative for the entire                 
population. Christensen et al. (2016) describe a method in which all persons or entities do not                
have a known or reasonable chance of joining the sample group as a non-probability              
selection. In this experiment, it is believed that this method encourages finding respondents             
who have insight and knowledge about what is going to be investigated, rather than the study                
gaining statistical representativeness. Bryman and Bell (2015) explain non-probability         
selection as an umbrella, aimed at embracing all types of selections that are not based on the                 
probability principles that a probability selection has. As long as the respondents are chosen              
out of who is the most available in the researcher's surroundings. Olsson and Sörensen (2011)               
argue that the selection must, in principle, be entirely random in order to be completely               
generalizable since the risk of performing a non-random selection is that the selection may be               
skewed, which limits the possibilities of generalization (ibid.). Although a random probability            
selection is preferable to obtain generalizable results, a non-probability selection for this            
study was chosen. This is because the population that is the subject of this study is large and                  
geographically dispersed in combination with a limited timeframe. Therefore, it was           
considered that a random probability selection was not possible to achieve. 
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To collect the data that was needed for this research three different non-probability selection              
methods were chosen. The first test, examining the purchase propensity for green coffee             
versus neutral coffee, the researchers chose to conduct outside ICA Maxi Högskolan. This             
was done to reach the most suitable consumer for the population needed for the research, the                
everyday consumers. This is called a claim selection (Christensen et al., 2016). To avoid              
biases and to include as big of a variance as possible in the population the test was conducted                  
on two different days and at two different times. Because ICA Maxi Högskolan had 4880               
visiting customers during Wednesday and 5779 on Thursday (which is the two days the test               
took place) this is the part of the population that could be reached, a 10 659 in total. 
 
When conducting the pre-tests, people around Halmstad Högskola were asked to participate.            
These persons were then combined with a random selection of the researchers personal             
Facebook friends to gather the respondents for the pre-test for warmth and competence. This              
was done to get a wider and more diverse range of respondents. There are 10 674 students at                  
Halmstad Högskola and the total amount of friends among the researchers on Facebook are              
2053. The Facebook friends were included as respondents so that the geographical spread             
would be satisfactory and to increase the generalization of the study for the entire population. 
 
For the main and final experiment, email addresses were gathered from people on social              
media, such as Facebook and LinkedIn as well from people in the researcher's close              
surroundings and network. The respondents were asked about their gender, email, age and if              
they purchase and/or drink coffee. This gave the researchers a choice to exclude participants              
out of these terms from the analysis of the between-subjects online-experiment, if needed.             
Since four experiments were constructed it was necessary to have a minimum of 20              
respondents for each experiment to have the possibility of significant different results. The             
goal, however, was to have 50 respondents for each experiment. 237 email addresses were              
collected for this. This amount was considered to be sufficient to reach the goal since in these                 
type of researches a loss of respondents is to be taken into account. To divide the respondents                 
into four groups a random selection was conducted in Microsoft Excel to avoid bias between               
the groups. All the respondents were given a randomized number which was then organized              
in order of size and then split into four groups of the same size, one for each experiment.                  
Each group then received a different experiment (questionnaire) which contained a different            
ad than the other groups, the same items but exposed to a different stimulus. 
 

Warm text/ 
Overweight model 

Warm text/  
Thin model 

Competent text/ 
Overweight model 

Competent text/ 
Thin model 

1-60 61-119 120-178 179-237 

Table 4. The respondents of the final experiment after randomized into different            
groups. 
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The respondents of the experiment could answer the questionnaire when it suited them, on              
their own terms and not having to be stressed by the researcher's presence which in turn could                 
have lead to the interview effect. This is when the respondent does not answer from their own                 
preferences but instead what they think the researcher wish them to answer (Jacobsen &              
Sandin, 2002).  
 
What can be criticized with some of the samples for this research and the choice to collect                 
data is that a randomized selection of all the groups was not done. Therefore the probability                
of the variance being as high as possible in the population decreased accordingly. Another              
aspect of criticism should be considered towards when the “Coffee test” was conducted and              
the researchers were present. This could have affected the respondents to give biased and/or              
skewed/false answers when asked about their purchase propensity of environmentally          
friendly coffee. Again this could have created the interview effect (Jacobsen & Sandin,             
2002). However, when the respondents of the final experiment answered, the questions            
and/or purpose could have been misunderstood which the researchers could not answer or             
explain, which could have created false answers due to lack of possibilities for contact. 

4.7.5 Unit of analyzation 

We got 40 respondents of each group which in total gives us 160 answers. Because of the                 
time limit, more answers could not be collected. Because of the small groups of respondents,               
this result cannot be generalized to the population and this is criticism that follows the rest of                 
this research. Note that the results are only indications on how it can be, this topic would                 
have to be investigated further and in more depth to be able to generalize. 

4.8 Method of analysis 
In this part, the methods which have been used when analyzing the data is described as to                 
how and why these choices were the most relevant to use regarding the structure and method                
of this thesis. SPSS is the overall statistics program that has been used to be able to organize                  
and analyze the data from the quantitative data collecting and to be able to answer the                
hypotheses in the best way possible. As well as being able to see the connection between the                 
chosen variables. The data will be further analyzed in the next chapter (Results). 

4.8.1 Independent t-test 

When analyzing the data from the different between-subjects online-experiments independent          
t-tests were conducted. A t-test is done to see whether the means between two groups are                
significantly different and has not been affected by chance. If the t-test is showing up as                
significant (p <0.05) the hypotheses can be accepted and the null hypothesis is rejected (H₀).               
The t-score shows how great of a variance there is between the means of two variables, the                 
higher t-score the greater the differences between the variables. This leads to believe that if               
the test is significant the result can be trusted (Kim, 2015). 
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For this thesis, it is important to test and see the effect and significance of the underlying                 
variables. This to be able to analyze and examine the variables to see which model could be                 
affecting the perception of the brand being green, the attractiveness and/or the sales.  

4.8.2 Correlation 

Correlation within the statistics is a term used to describe the relationship between two              
variables. Thus, in a correlation analysis, we investigate if two variables covary, meaning that              
if one variable is increasing it will have an effect on the second variable, either a positive or a                   
negative and it may vary in strength (Mukaka, 2012). If the value of variable one (V1) is                 
increasing and affecting the second variable (V2) meaning it is also increasing, then the              
correlation between the two variables is positive. It can also be said that the two variables                
have a positive relationship. The opposite of this would be a negative correlation, which              
means that an increasing value of V1 is associated with a decreasing value on V2. 
  

 
Figure 6. Correlation figure showing on different results when doing a correlation            
test. 
 
Note the row on the top which shows that even though there is a correlation between two                 
variables the answers can still be spread which indicates on that the correlation is not that                
strong. if the correlation is lower than 0.4 it is a weak correlation and this is present and used                   
in the result of this research.  

4.8.2.2 Spearman’s Rho correlation  

A Spearman’s Rho rank correlation is the nonparametric version of a Pearson correlation             
coefficient (Mukaka, 2012). To use this method ordinal, interval or ratio data is required. Due               
the data in this research is ordinal the requirements are met. The values in a correlation test                 
are:  

● +1 is a perfect positive correlation between ranks.  
● -1 is a perfect negative correlation between ranks.  
● 0 no correlation between ranks.  
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A spearman rank correlation was made to see if there were a positive and significant               
correlation between some of the variables.  

4.8.3 Regression 

A regression analysis can be both bivariate and multivariate. In bivariate analysis, only two              
variables are included - an independent variable and a dependent variable. Multivariate            
analysis also includes one or more independent variables (Uyanık & Güler, 2013). Both of              
these were used to see if the variables in the research depended on one another.  

4.8.4 ANOVA 

ANOVA or Analysis of Variances which ANOVA stands for is a way of processing and               
comparing data between subjects or variables. In other words, it is a univariate analysis tool               
which shows the significant differences in the results (means) from groups in the research              
(Hair, Black, Babin & Anderson, 2010). When conducting an experiment like the one in this               
thesis where the researchers are making use of hypotheses an ANOVA is a great way of                
comparing the F-values to be able to reject or accept the null hypothesis. In this case, the                 
researchers were eligible to conduct an ANOVA for the variables since the requirements were              
fulfilled for an ANOVA according to Hair et al., (2010) 
 

- Group sizing were equivalent. 
- The observations were done independent of each other. 
- Every groups size exceeds the number of dependent variables. 
- The recommended group size exceeds the minimum limit of 20. 

 
There are different types of ANOVAs, which suit different research methods. In this research              
one-way ANOVAs were used and examined towards each other. However, an ANOVA is             
always aiming to test independent variables against dependent variables and between groups,            
either by different respondents at one time or the same respondents but different/multiple             
times. In this thesis, the interest is aimed towards different groups of respondents at one               
single time and the difference between the respondent's answers (Hair et al., 2010).  

4.9 Validity and Reliability  
To make sure the research is trustworthy it has to be as valid and reliable as possible. Because                  
of this, the collection of data were carefully planned on forehand so that a high validity and                 
reliability could be achieved. Jacobsen & Sandin, (2002) explains the internal validity as if              
the research is testing what it is meant to be tested and the external validity as to what extent                   
the results can be generalized. The reliability is tested through how well research can be               
trusted and if it is conducted in a credible way. The measurements should be able to be                 
repeated independently of measuring instruments and people (Söderholm & Ulvenblad,          
2016). This can be summarized as the random variations to be small. The less possibility that                
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chance has had an impact the higher the reliability. The higher reliability the higher the               
prerequisites for a high validity (Dahmström, 2011). 
 
To establish the validity of these experimental measurements that had been applied before             
when testing other variables that needed to be tested. A scale measuring warmth and              
competence, which is based on Kervyn, et al. (2012) and has subsequently been used by               
Bratnova et al., (2015), was used for this research. The scale was modified for the specific                
product, environmentally friendly products. Using this scale to measure the same variables            
that were previously used increases the validity. When conducting one of the experiments             
about environmentally friendly coffee and the effect it might have on purchase propensity             
compared to the non-environmentally friendly coffee, a question about the perception on the             
coffee as being green was applied. This to be sure that the product had been perceived in a                  
desirable way, this also increases the validity.  
 
The warm and competent measurements contained three questions for testing warmth and            
three questions for testing competent. To ask different questions that aim to test the same               
variable increases the reliability (Eliasson, 2006). 
 
Pre-tests were made to test the measurement instruments (Eliasson, 2006). This to see if the               
measurements were strong enough and to be able to identify if any items should not be                
included if they tend to not be as strong as the rest (Bryman & Bell, 2015). A pre-test was                   
done to see which ad would be the best to measure warmth and competence. Two different                
texts were tested to see which one gave the best result. The one with the best significance and                  
result in a Cronbach's alpha test were chosen. These tests were conducted to see if all the                 
items were relevant. The tests came out as positive and therefore increases the reliability. A               
manipulation test for the pictures, both the original and the manipulated, were also conducted              
to be sure that they were valid and useful. 
 
When randomizing the respondents for the final experiment it increased the reliability as the              
respondents were not chosen to respond to a particular questionnaire, which could otherwise             
have decreased the reliability and increased the risk of the chance because of bias reasons. 
 
A bias in this research can be that the respondents have answered in the situation that they                 
might not drink and/or buy coffee. To minimize this risk as much as possible the respondents                
were asked to see themselves as if they were drinking and/or buying coffee. Even with this                
clarified it can’t be excluded that the respondents might not have understood this wish              
completely and might have given false or biased answers. Another bias that can have              
occurred is that the respondents might not have answered truthfully but instead as what they               
think the researcher’s wish them to. To reduce this risk as much as possible all the                
experiments in these tests were anonymous. 

37 



 

4.10 Ethical principles 
This experiment takes into account the scientific council's main requirements regarding           
ethical principles in research studies. This is important since an experiment like this is              
entering an individual's personal sphere (Jacobsen & Sandin, 2002). The main principles            
when conducting experiments like these are according to Vetenskapsrådet (2002) the           
following. 
 
Information Requirement - “The researcher shall inform those of the research concerned            
about the purpose of the current research task”  
 
Consent Requirement - “Participants in an investigation are entitled to decide on their             
participation.”  
 
Confidential Requirement - “Details of all people included in an experiment shall be given              
the highest possible confidentiality and personal data shall be kept in such a way that               
unauthorized persons can not access them.”  
 
Useful Requirement - “Data collected on individuals may only be used for research             
purposes.”  
 
In this experiment, all the people answering the questions were informed about why the              
research was conducted. Due to the requirement of consent, all the respondents had a free               
choice to participate in the research. All details about the respondents would only be used for                
this particular research. Due to this research not having any requirements on the respondents              
giving up their names nor email addresses in the experiments, the answers are completely              
anonymous. The email addresses that were gathered for sending out the experiments was only              
used for this particular experiment. The participants were informed that the email address             
would not be used for anything else and nothing but to send the experiment to them. The data                  
will not be used for anything else than research purpose of this thesis. 
 

 
   

38 



 

 

5.0 Results 
 

In this chapter, the quantitative data is presented. The data presented is a summary of the data 
collected from the experiments. All items that has been presented were responded on a five point 
Likert-scale labeled as follows: 1=Strongly disagree 2=Disagree 3=Neither agree or disagree 
4=Agree 5= Strongly agree 

 

5.1 Demographics 
The last part in our final experiment included demographics, this so we would be able to sort                 
some of the respondents out from our result if we did not find them relevant for this study. 

5.1.1 Age  
Frequency analysis of the respondents quickly reveals that our sample of the population is              
mainly made up of young cohorts, as 80% of the people in the sample are up to 34 years of                    
age and 87.5% are up to 44 years old (Appendix 3.2.1).  

5.1.2 Gender 
Regarding gender composition, the sample seems pretty representative of the population           
(assuming 50/50 gender ratios) with the gender ratio in the sample close to 50/50. In the                
sample 51.27% of the respondents are females and 48.73% of them are male (Appendix              
3.2.2). 

5.1.3 Nationality 
Most respondents identify themselves as Swedish with only 4.49% identifying as other            
nationalities (Appendix 3.2.3).  

5.1.4 Coffee 
Most respondents are at least coffee consumers or coffee buyers. Only 11.9% of the              
respondents do not drink nor buy coffee. We will disregard this sub-sample during the              
analysis. Furthermore, we only use Swedish people in the analysis as to avoid any risk of the                 
respondents not having understood the ads correctly due to the fact that the ad (Coffee               
package) in the experiments were written in Swedish. The sample analysis is made up of               
Swedish nationals who either buy and/or drink coffee a total of 131 (Appendix 3.2.4). 
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5.2 Manipulation test 
An independent sample t-test (Appendix 3.2.5) was conducted to see if the respondents             
identified the model displayed correctly. It was concluded that the model was indeed             
identified correctly considering the results t(129) = 11.74, which is significant on p<0.01.             
Those who were shown an overweight model have an average perceived mean score of 3.09               
while those who were shown the thin model have an average mean score of 1.67. 

5.3 Hypothesis 1 - “Consumers have a desire to choose a green/environmentally            
friendly product over a neutral/regular product.” 

 
This data was collected through asking people outside ICA Maxi Högskolan in Halmstad, 
Sweden, 200 people in total. 100 of the respondents were exposed to an environmentally 
friendly product and 100 with a non environmentally friendly product.  
Item 1, Perception - How well do you perceive this coffee as ecological? 
Item 2, Purchase propensity  - How probable is it that you would buy this coffee?  
Neither gender or age were asked during this test however all the respondents were drinking 
coffee. 

 

 

Diagram 1. ECO Diagram displaying the perception and the purchase propensity on            
the environmentally friendly coffee. 
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Both of the items were answered by all the 100 respondents presented in Diagram 1. The                
majority perceived the product as environmentally friendly as 76% answered the first item (1)              
“How well do you perceive this coffee as ecological?” with “Strongly agree”. 14% answered              
with “Agree”, 5 % “Neither agree or disagree”, 4 % “Disagree” and only 1 % “Strongly                
disagree”. These results show that a significant amount of the respondents perceived the             
product as environmentally friendly and therefore the conclusion was made that the message             
was reached by the consumer in the desired way. A big share answered the second item                
“How likely is that you would buy this coffee?” with “Strongly agree”, 46%. 29 % answered                
“Agree”, 11 % “Neither agreed or disagreed”, 9 % “Disagree” and only 5 % “Strongly               
disagree”. This shows that most of the respondents would rather buy the product that they               
perceived as environmentally friendly. 

 

Diagram 2. Non-Eco Diagram displaying the perception and the purchase propensity           
on the environmentally friendly coffee. 

Just as with the environmentally friendly product 100 respondents answered the same            
questions but for the non-environmental product (Diagram 2). 56% did not perceive the             
product as environmentally friendly when answering item 1 with “Strongly disagree”. 17%            
“Disagree” on the product being environmentally friendly, 17 % answered “Neither agree or             
disagree”, 8 % “Agree” and 2 % “Strongly agree” on the same item (1). This shows that more                  
than half of the respondents strongly disagreed on the perception of the non-environmentally             
friendly product being “green”. Answering item 2 “How probable is it that you would buy               
this coffee?” 32 % answered “Strongly disagree”, 16 % “Disagree”, 25 % “Neither agree or               
disagree”, 20 % “Agree” and 7 % “Strongly agree”. This shows a result that almost half of                 
the respondents would not buy the coffee and they did not perceive the coffee as               
environmentally friendly. 
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Group Statistics 
Coffee N Mean Std. Deviation 

How probable is it that 
you would buy this 
coffee? 

ECO 100 4.02 1.180 
NON-ECO 100 2.54 1.314 

How well do you perceive 
this coffee as ecological? 

ECO 100 4.60 .841 
NON-ECO 100 1.83 1.101 

Table 5. Group statistics of the respondents. 
 
Correlations 

Spearman’s rho 

How probable is it 
that you would 
buy this coffee? 

How well do you 
perceive this coffee 
as ecological? 

How probable is it that you 
would buy this coffee? 

Correlation Coefficient 1.000 .531 ** 
Sig. (2-tailed) . .000 
N 200 200 

How well do you perceive this 
coffee as ecological? 

Correlation Coefficient .531 ** 1.000 
Sig. (2-tailed) .000 . 
N 200 200 

.**. Correlation is significant at the 0.01 level (2-tailed).  
Table 6. Spearman's rho correlation between purchase propensity and perception. 
 
Comparing the means in Table 5 it can clearly be seen that the purchase propensity of the 
environmentally friendly coffee is higher (4.02) compared to a non-environmentally friendly 
coffee (2.54). The environmentally friendly coffee was also perceived as more green with a 
mean score of 4.60 compared to the non-environmentally friendly coffee 1.83. 
 
A correlation analysis using a Spearman’s Rho in Table 6 was made to investigate the result 
further. This shows the presence of a positive and significant correlation between the 
willingness to buy a certain coffee and the perceived impact it has on the environment 
(0.531). The more the coffee was perceived as environmentally friendly the higher the 
purchase propensity.  
 
From the analysis above it can be said that consumers have a greater desire to choose what 
they perceive as an environmentally friendly product. 
 
H1: Consumers has a greater desire to choose an environmentally friendly product seen as 

green over a neutral product. 

 
Based on the above analysis we conclude that H₁ is accepted. 
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5.5 Hypothesis 2 - “Consumers who are exposed to thin models will have higher              
purchase propensity for environmentally friendly products than consumers who are exposed           
to overweight models.” 

 
Testing the second hypothesis the final experiment was analyzed.. The experiments will 
hereby be focused on Competent Overweight (C/O), Competent Thin (C/T), Warm 
Overweight (W/O), Warm Thin (W/T). Item 1-3 refers to the items measuring the “purchase 
propensity”, “Attractiveness” and “Greenness”.  

1. “How attractive do you find this brand to be?” 
2. “This company is environmentally friendly in the production of their coffee.” 
3. “How likely is it that you would buy this product?” 

 
The second hypothesis was based on the fact that thin models are seen as more attractive than                 
overweight models. This combined with the perception of Attractiveness, Green and Sales. 

 

Figure 7. Explanation of the impact of model on attractiveness, Green and Sales. 

A comparison between the answers on the items 1-3 to the different ads which had both the 
thin and the overweight model was made to test the hypothesis (H₂). 
What can be seen through the series of ANOVAs (Appendix 3.4) is that Sales and Green are 
not significantly different between the body types since the p-values (sig) are larger than 0.05 
(p>0.05) and that there is no difference in terms of any of these two measurements between 
the respondents. This indicates that the body type does not have an impact on Sales or the 
perception of being Green. However, the Attractiveness for the Thin model is significantly 
different compared to the Attractiveness for the Overweight model which in conclusion 
shows that the body type will impact the Attractiveness of the brand, but not the perceived 
Greenness nor the Sales. 
 
From the regression’s (Appendix 3.6) that was made between the perception of the model and 
Greenness, it can be seen that there is no significant difference between the model's body type 
on the perception on Greenness. We can, however, see that there are indications on that the 
Thin model has a positive connection to Greenness, even though it’s not significant. Though 
it can not be said that the weight of the model affects the purchase propensity and will 
therefore not affect the Sales or Greenness of a brand. 
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Looking at the means in the descriptives (Appendix 3.3) there is almost no difference 
between the Thin and the Overweight model. On Sales, the highest difference between the 
four means from the groups were 0,53 and Greenness 0,18. Attractiveness showed up as 0,54 
and is as previously mentioned the only one being significantly different between the groups. 
Further on, a positive correlation can be seen between Green, Attractiveness, and Sales but 
the weight of the model has no impact on these variables and they seem to be correlated 
despite the weight of the model, this is shown in the independent correlation tests (Appendix 
3.5). The only exception for no significance in these correlations is the Competent ad with the 
Overweight model (C/O) which indicates that Greenness is not significant towards Sales and 
Attractiveness.  
 
The Thin model has a higher score on Attractiveness but this is not significant with perceived 
Attractiveness and cannot be said to affect the purchase propensity or Sales. The attraction 
lays in the product or brand being perceived as green for the consumer, the body type of the 
model being shown does not matter since the consumer will buy the product anyway. In 
conclusion, the model's body type does not affect the consumer's purchase propensity 
different between the groups for a Green product. 
 

 
Table 7. Regression between Greenness, Attractiveness and Sale for Overweight 
model. 

 
Table 8. Regression between Greenness, Attractiveness and Sale for Thin model. 
 
These regression analyses were conducted to check the correlation and interaction for the             
type of model being shown to the different respondent groups and how this affected the               
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perceived Greenness and Attractiveness. This to test if the level of Greenness between the              
Thin and the Overweight models has an impact on Sales.  

Both of the results show up as significant, both of the models Thin/Overweight has a               
significant impact on Greenness towards Sale. This means that the model’s weight is not              
significantly different from each other towards the perceived Greenness and will therefore not             
impact Sales differently from each other. It is concluded that after controlling for the level of                
perceived Greenness the interaction is not important and that consumers value Greenness in             
general and they will buy what they perceive as an environmentally friendly product in spite               
of being shown a Thin or an Overweight model. 

H₂: Consumers who are exposed to thin models will have higher purchase propensity for              

environmentally friendly products than consumers who are exposed to overweight models. 

With the tests above it is concluded that H₂ doesn’t hold and the null hypothesis (H₀) is                 
accepted.  

5.6 Hypothesis 3 - ”A company that wants to be perceived as competent should choose 
a thin model to make their environmentally friendly product more attractive for the consumer 
and thereby reach a higher purchase propensity. 
A company that want to be perceived as warm should choose a overweight model to make 
their environmentally friendly product more attractive for the consumer and thereby reach a 
higher purchase propensity.”

 
The same item 1-3 was used as in H₁ but with the addition of warmth (4-6) and competence 
(7-9) score. This to see if warmth and/or competence and the perception of the model had an 
impact on Greenness, Attraction and Sales.  
4. “This company’s staff has the consumers’ interest at heart.” 
5. “This company’s staff cares about the quality of their coffee.” 
6. “This company’s staff has the intention to provide their customers with good coffee.” 
7. “This company’s staff has good knowledge about coffee.” 
8. “This company has a high level of coffee manufacturing expertise.” 
9. “This company has a high competence when it comes to maintaining quality in their 
products.” 

 
 
This hypothesis was based on the assumption that an overweight model would display 
Warmth and increase the Attractiveness of a Green and Warm brand and therefore increase 
the purchase propensity for their green products. The same assumptions were made that a 
Thin model would display Competence and increase the Attractiveness of a Green and 
Competent brand and therefore increase the purchase propensity towards their green 
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products. The different experiments conducted to test these assumptions is seen in Figure 8 
below. 

 

Figure 8. Explanation of the impact of model and personality trait on attractiveness,             
Green and sales. 

From looking at the ANOVAs (Appendix 3.4) the Thin model can be seen as more Attractive 
and also as more Competent. There is, however, no significant difference between Sales, 
Greenness, and Warmth between the respondent groups Warm/Competent since the p-values 
(sig) are larger than 0.05 (p>0.05). This indicates that the Thin model is seen as more 
Attractive and Competent but cannot be said to be this for green products in particular and 
will therefore not affect the consumer's purchase propensity, meaning that the body type has 
no effect on this. The overweight model is not seen as more Warm from looking at the 
ANOVA (Appendix 3.4.4). This combined with the fact that all the scores are positively 
correlated with each other show that hypothesis three (H₃) does not hold. The respondents 
cannot be said to be divided into warm or competent aspects. If the respondent likes the green 
product they find it Warm, Competent and Green - all at the same time. 

 
Table 9. Regression between Greenness, Attractiveness, Competent, Warm and 
Sales as an independent variable for Thin model. 
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Table 10. Regression between, Attractiveness, Competent, Warm and Greenness as 
an independent variable for Thin model. 
 

 
Table 11. Regression between Greenness, Attractiveness, Competent, Warm and 
Sales as an independent variable for Overweight model. 
 
 

 
Table 12. Regression between, Attractiveness, Competent, Warm and Greenness as 
an independent variable for Overweight model. 
 
This is a regression analysis of Greenness, Warmth, Competence, and Attractiveness on            
Sales. Warmth and Competence does not impact Sales, this because they are not significant to               

47 



 

the dependent variable (Sales), sig. is larger than 0.05 (p>0.05). What can be seen for the                
Overweight model is that Green is significant towards Sales but not Attractiveness, Warmth,             
and Competence. The consumer will therefore buy the product if it is perceived as green and                
not because of the Attractiveness or for it being seen as Warm and/or Competent. For the                
Thin model Green and Attractiveness are significant towards Sales, however, the Warm and             
Competent score is not. This shows that the consumer will buy the product despite the               
perception of Warmth and Competence towards the brand. The thin model can be seen as               
more attractive but not significant different towards green compared to the Overweight model             
and will not affect the consumer's purchase propensity.  

To further test this, independent correlation tests were made (Appendix 3.5). Even though the              
variables are positively correlated there are items where the scores are not as high which               
indicate that the correlation is not that strong. This was done to be able to further discuss the                  
connections and reasons behind the results of the experiments. 

Looking at the independent correlation tests within the C/T group Sales are positively             
correlated with Greenness (0,560) and Attractiveness (0,550) but not with the Warm score             
(0,135) or Competent score (0,399). Attractiveness is correlated with Competent Score and            
weakly with Warmth and Greenness as these scores were only 0,204 (Warm) and 0,404              
(Greenness). Generally, within the C/T group, the Competent Score is more correlated than             
the Warm score regarding Greenness, Sales, and Attractiveness. 

Within W/T group Sales are positively and strongly correlated with Greenness (0,572),            
Attractiveness (0,847), Competent (0,573) and Warm (0,484) and are all significant. Warmth            
has a much higher correlation with Greenness (0,714) compared to the Competent score             
(0,332). However, the Competence has a higher score on Sales (0,573) and Attractiveness             
(0,734). Within the W/T group, all variables seem strongly correlated with each other except              
a lower score between Greenness and Competence (0,332). 

The correlation tests from the C/O group shows that there is a positive correlation between               
Sales and Attractiveness (0,719), Warm score (0,510) and Competent score (0,404).           
Greenness is not associated with Sales (0,328) or Attractiveness (0,242). Attractiveness is            
weakly correlated with the competent score (0,242) and Greenness (0,242). What can be seen              
compared to the C/T is that the Warm score is higher towards the other variables except for                 
the Greenness where the Competent score is higher. The Overweight model has a higher              
Warm score on all of the variables compared to the Thin model with the same text                
(Competent).  

The W/O group has a positive and strong correlation between Sales and Green (0,510),              
Attractiveness (0,648), Warm score (0,508) but not with the Competent score (0,371). They             
are however all significant. Warm has a higher score towards Sales (0,508), Green (0,513)              
and Attractiveness (0,601) compared to the Competent on Sales (0,371), Greenness (0,499)            
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and Attractiveness (0,448). Warmth has an overall stronger correlation with all the variables.             
Competent and Warm are weakly correlated. 

A positive correlation can be seen between Green, Attractiveness, Sales, Competence, and            
Warmth. However Warmth and Competence is not significantly different to Greenness,           
Attractiveness, and Sales (looking at the regression), this since Warmth and Competence has             
a positive correlation and these two variables cannot be divided into two different groups.  

H₃: A company that wants to be perceived as competent should choose a thin model to                

make their environmentally friendly product more attractive for the consumer and thereby            

reach a higher purchase propensity. 

A company that want to be perceived as warm should choose a overweight model to make                

their environmentally friendly product more attractive for the consumer and thereby reach            

a higher purchase propensity.  

With the tests above it is concluded that H₃ doesn’t hold and the null hypothesis (H₀) is                 
accepted.  

5.6.2 Stereotype Content Model 
To show the results of this study on Warmth and Competence in comparison to each other                
through the SCM, the means from each group of respondents were put into the theoretical               
model and displayed through a diagram. The diagram is comparing Competence (x) and             
Warmth (y) for each respondent group on the overall score. The Stereotype Content Model              
(SCM) below shows how the weight and Warmth/Competence is organizing the different            
responding groups along the scores of Warmth and Competence. The scores are so closely              
related that it is not eliciting any significant differences in the behavioral responses towards              
the ads as the BIAS Map would show. This is further discussed in the chapter Discussion. 
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Figure 9. Our research data displayed in the stereotype content model. 

5.7 Modification of research model 

Because of the results from the analysis of the quantitative data, the research model had to be                 
modified. Hypothesis one (H₁) is still considered the same as the results showed that an               
environmentally friendly product creates a higher purchase propensity than a          
non-environmentally friendly product. Our second hypothesis (H₂) were rejected claiming          
that a thin model would be more attractive for an environmentally friendly product and              
therefore increase the purchase propensity. The Attraction depends on the product as being             
green which in turn has an effect on the purchase propensity and not because of the weight of                  
the model. “Attraction of the product being green” will, therefore, replace “Attraction of a              
model”. Our third hypothesis (H₃) was also rejected when Warmth and Competence are not              
significantly correlated towards Greenness, Attraction, and Sales, nor is the weight of the             
model. 
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Figure 10. Modification of the research model design. 
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6.0 Discussion 
 

The discussion in this thesis will focus on a more speculative and outspoken analysis of the 
results. This because even though some of the results were not significant different or 
correlated, there might still exist indications that these findings would have an impact on the 
perception and therefore sales for a green brand. 

 

6.1 Greenness (H₁) 
The following chapter will discuss how environmentally friendly products are being           
perceived by the consumer and how this affects the purchase propensity. 
 
In the first of hypotheses, H₁, the purchase propensity for green products were tested. The               
results from this research clearly showed that green and/or non-toxic products (Ward, 2017)             
or which has been manufactured in an environmentally friendly way (Peattie, 1995), are             
connected to a greater desire towards consumption than neutral or non-environmentally           
friendly products. This is in conjunction with theories from the Brand Identity Prism by              
Kapferer (2012) is interesting, since the greenness might be a trait that connects to the               
consumer's reflection of the brand on him- or herself. Therefore the greener a company and               
its products are perceived, the better the consumer should feel about buying the product              
(Aagerup & Nilsson, 2016), as it might bring them closer to their own Ideal self (Kapferer,                
2012). The environmentally friendly product is seen as a socially accepted product and when              
the consumer purchase this type of product he or she feels accepted by their surroundings. 
 
One thing that is noted in the first part of the experiment when the respondents were asked                 
about the green coffee and the likelihood to consume this product, is the possibility of a gap                 
between attitudes and actual behavior. The respondents might have answered the questions in             
one way when being confronted with them but acted in another when actually carrying out               
those intentions (behavior) (Aagerup & Nilsson, 2016). This could also depend on the             
respondent perceiving the situation as conspicuous and could, therefore, have affected the            
willingness to choose the environmentally friendly product (ibid.) 
 
The coffee in this experiment is being perceived as green and was strongly connected with               
the purchase propensity. This would align with the necessity of communicating the brands             
“Green Positioning” (Hartmann, et al., 2016) to be successful in their marketing since the              
product displaying Greenness got the consumers to see it as more attractive and resulted in a                
higher desire to buy the product. It is therefore important for the company to be clear in their                  
brand positioning as green since that will result in greater sales. 
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Something interesting that was found in the final research, that contradicts the findings of              
Straughan & Roberts (1999) about “The typical Green Consumer” (described as being a             
young, highly educated, well paid woman) Is that this research showed very positive results              
on the purchase propensity for green products, even though the distribution between genders             
were almost in a perfect relation with only a slightly bigger portion of the respondents being                
female (51.27%). This can be seen in (Appendix 3.2.2) Why this is we can’t tell from the                 
results from this research, however, we can speculate that since the research done by              
Straughan & Roberts in 1999 the typical Green Consumer might have changed. A reason for               
this could be the increase in demand for green products which creates higher sales and more                
advertising that might have affected the “general green consumer” to be of greater diversity. 
 
Therefore, from the results presented in this thesis we can conclude the following - The               
greener a product is perceived, the more susceptible consumers will be to purchase the              
product. The underlying factors may vary but the results are the same. This part of the                
research was a cornerstone to be able to proceed and research further. 

6.2  Attractiveness (H₂) 
Following section will discuss the perception and the attractiveness of the model and             
therefore the brand, as well as how the body type (weight) of the model impacts on                
Greenness and Sales.  
Previous studies claim that a thin model is seen as more attractive in general (Wang et al.,                 
2015). But due to the fact that there are different types of Attractiveness towards different               
types of brands (Aagerup, 2011) depending on what products they offer and what they wish               
to reflect, the type of model that should be used might vary. Therefore a brands image of                 
being green could benefit from having a model that reflects the attributes that can be referred                
to a green product (familiar, caring and loveful). This would, in theory, mean that if a brand                 
uses a model that matches the consumer's idea of what this green company stands for is in                 
their ads, then that ad should elicit stronger positive responses towards the perception of              
green (ibid) and create a higher purchase propensity.  
The perceptual process by Solomon et al. (2016) based on the Semiotics Model shows how               
the attributes of a model (Thin/Overweight) would carry the message of the brand as being               
perceived as green towards the interpretant or in other words how green the consumer              
believes the brand to be. This aligns with the previously mentioned theory by Aagerup (2011)               
that different models (signs) would connect to different products (objects) with different            
perceptual results (interpretation) towards the brand's image. 
In this experiment, a significant difference was found on the perceived Attractiveness            
between the Overweight and the Thin model. The results show that the Thin model had a                
slightly higher mean than the Overweight model when it comes to Attractiveness which             
indicates that Wang et al. (2015) might be correct about the usage of Thin models. This was                 
also the case for Sales and Greenness were the Thin model had the highest mean, with the                 
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only difference that these scores were not significantly different from each other and the              
Overweight model (Appendix 3.4).  
However, in general, the consumer still validates Greenness over which model is being             
displayed, and as this experiment shows, the product being perceived as green has a positive               
impact on Sales. Because the model's body type is not significantly different from each other               
on the product being perceived as green on the overall level the model cannot be said to have                  
had an impact on the consumer's purchase propensity and in turn on the Sales. 
Even though the results did not show a significant difference between the weight of the               
models for green products and brands, it might however still be preferred to use a Thin model                 
in green marketing. This since the means of the scores for the Thin model were higher in all                  
aspects (Appendix 3.3) and because the Thin model is seen as more Attractive. This could               
indicate that a thin model is the better overall choice for a green brand when communicating                
their green marketing. 

6.3 Warmth and Competence (H₃) 
Following part will discuss how the brand's personality as being Warm and/or Competent has              
an impact on what model they should choose for their green product. This to make the brand                 
more attractive and increase the purchase propensity from the consumer. 

As previously mentioned brands might be perceived in the same way as people (Kervyn et               
al., 2012) and can, therefore, have different personalities that can be associated with human              
traits (Kapferer, 2012), such as Warm and/or Competent (Fournier & Alvarez, 2011). In             
regard of this, the connection was made that if a brand wants to be perceived as Warm, then                  
they should use a model that reflects the same traits. The same goes for a company that wants                  
to be seen as Competent as the Semiotics Model show (Solomon et al., 2016). Since               
companies today use models in their marketing, the question aroused as to if there might be a                 
difference on the perceived Greenness through Attractiveness depending on the choice of            
model. In other words, which type of model is the best and most effective choice for a green                  
company being considered Warm and/or Competent in their communication (Kapferer,          
2012). Research on these traits and the effect of weight has been done by Cuddy et al. (2002)                  
through the SCM and BIAS Map as well as research done by Levine et al. in 2015 which                  
shows the behavioral responses and attitudes towards different body types. Their research            
showed that Overweight people might display Warmth better than Thin people, whereas Thin             
people would display Competence higher in general. Having this in conjunction with the             
previously mentioned research on brands being perceived Warm and/or Competent it would            
suggest that Warm brands should use an Overweight model and Competent brands should             
choose a Thin model. In this experiment, the application of Greenness is done as well to see                 
if the weight has any effect on this. 

Warmth and Competence are traits that can not be divided from each other in this research                
since these two variables show up as positively correlated. This might have had an impact by                
the models not being perceived as either Warm or Competent. We can, however, see on the                
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means of the items measuring Warmth and Competence (Appendix 3.3) that the Warm score              
is higher on the Warm items and the Competent score is higher on the Competent items, but                 
the difference is just noticeable. If this research would not have had Warmth and Competence               
correlated, it might have had an impact on the choice of model as well. 

 

However, the results of this experiment show that the claim of Overweight displaying             
Warmth better does not hold towards green products. Our study shows that the personality              
traits Warm and Competent is not significantly different towards each other, considering            
Greenness, Attractiveness, and Sales. This because Warmth/Competence is not significant to           
the other variables (Table 9-12). This leads to say that perception of a brands Attractiveness               
is impacted by the body type of the model shown but not for the Warm and Competent traits. 

 

There are some differences that can be seen which indicates that a Thin model might be better                 
for a brand wanting to be seen as Competent. Within the Competent ads, the Thin model has                 
a higher mean towards Sales, Attractiveness, and Greenness. It is small but it is there               
(Appendix 3.3). As seen in the independent correlation tests the Thin model also differs more               
on the Competent score than on the Warm score. Therefore we can see that Thin models have                 
the highest score on both items, but with a greater difference on the Competent items. Within                
the Thin and Competent ad, the Competent score is of greater importance than the Warm               
score regarding Greenness, Sales, and Attractiveness. This can indicate that a Thin model             
would be better for a Competent brand in their communication according to the attributes and               
feeling it would provide the consumer with through the Reflection and Personality in the              
Brand Identity Prism (Kapferer, 2012). 

However, something that was found interesting is that the connection between the            
Attractiveness and Green is different between the respondent groups on a more detailed level.              
As seen in H₁ The Green product is a more desired product from the consumer and from the                  
H₂ a thin model is seen as more attractive overall. To investigate this further in H₃ The                 
variables Warm and Competent were included to see which type of model would be the most                
Attractive for a Green product. The group with the highest score between Attractiveness and              
Greenness is the W/O (Warm/Overweight) which has a significant correlation of 0,601            
(Appendix 3.5). This finding is interesting as it could indicate that Greenness and the              
Attractiveness of a green brand are better displayed with an Overweight model with Warm              
traits than the other types of combinations. This would mean that the Attractiveness for the               
perception of Greenness might benefit from this combination even though it does not have              
the highest correlation towards Sales (Appendix 3.5). Below is a diagram on how the              
different body types combined with different personality traits were correlated between           
Attractiveness and Greenness. As shown the Warm trait were best for both of the body types.  
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Figure 11. Diagram showing correlation between Greenness and Attractiveness on          
all different groups. 

Therefore the choice of a Thin or an Overweight model might have an impact on how the                 
consumer perceives the product as Green and Attractive by the chain of processes in the               
Semiotics Model (Solomon et al., 2016) and the Identity and Image (Kapferer, 2012). This              
would thereby enhance the message being sent from the object and sign towards the              
interpreter. In other words, the sign would communicate the brand's identity successfully            
towards the interpretant. If a brand wants to be perceived as Green an Overweight model and                
a warm personality trait might be preferred to make the brand more attractive to the               
consumer. Overall the Warm trait is better for a brand wanting to be perceived as Green. 

6.4 Stereotype Content Model 
Figure 9 in the Results shows that even though the results of the ads and the weight of the                   
model were not significantly different between the respondent groups on Warmth and            
Competence, there are some indications on the theories from Cuddy et al. (2002) and Levine               
et al. (2015) on how the weight of people affects the perception of the brand as Warm and/or                  
Competent. The most interesting finding is the one of respondent group W/T (Warm text,              
Thin model) which shows the highest mean on Warmth and second highest on Competence,              
which was not predicted. This finding would suggest that this choice of combination between              
model and text might be the best choice for green brands wanting to be considered both                
Warm and Competent. This because it alludes to the emotional and functional attributes             
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described by Hartmann et al. (2005) as the best combination for green positioning and which               
would then put them in the “Golden Quadrant”. Secondary, the other findings of C/T, W/O,               
and C/O are both showing up as predicted, even though they’re not significant. Again, the               
finding of W/T being the most preferred choice for both looking at the means it is not                 
possible to say that this is the case since the results were not significant. 

  

57 



 

7.0 Conclusion 
 

This chapter presents the conclusions that the experiment has generated and also answers the 
experiment’s research question. The chapter also contains a presentation of the theoretical 
and practical contributions that the study resulted, as well as suggestions for further research 
in the field. This ends with a reflexivity of the study 

 

7.1 Conclusions  

The basis for this experiment was to see if there was a difference between the model                
displayed in an ad and if and what impact this would have on the perception of a brand. The                   
same products were used in all the experiments, an environmentally friendly product. Based             
on the different stimulus in the ads, the different respondent groups should display different              
perceptions towards the brand. Through an analysis of the quantitative framework and its             
results in relation to the theoretical reference framework the following conclusions have been             
made: 

● Previous studies show that an environmentally friendly product will sell better than a             
non-environmentally friendly product. In this study, this is shown as being correct. H₁             
is accepted. 

● Previous studies show that thin models are seen as more attractive. This study shows              
that there is no significant difference between Thin and Overweight models when it             
comes to green products and the consumer's purchase propensity. When it comes to             
attraction the Thin model is seen as more attractive than the overweight but cannot be               
said to be true for the environmentally friendly product in this experiment. H₂ is              
rejected.  

● Warmth and Competence have been proven to be traits connected to a certain body              
type in previous studies. In this experiment, these findings do not correlate.            
Attractiveness and/or Sales of a green brand is not affected by Warmth and             
Competence. However, it can be seen that the Thin model is seen as more Competent               
and has a higher Attractiveness.  H₃ is rejected. 

7.2 Research question  

Right now the consumption of environmentally friendly products is a hot topic. Society has              
become more and more aware of how their consumption is affecting the environment and              
themselves. During this spring both of the authors to this thesis were interacting with the               
sustainable world of fashion and gave the opportunity to see what is going on when it comes                 

58 



 

to making and market products as environmentally friendly. This is the reason for doing this               
experiment with an environmentally friendly product.  

Spending a couple of months working for a model agency it was noticed that the industry of                 
modeling is starting to change. The aspect on how a model should be and how they are being                  
perceived from the industry and surroundings is not like it has been before. When looking at                
this the questions as to how models should be used in commercials and ads. Because the                
personality of the model was experienced to more important now than before, this also opens               
up for understanding the reason as to why brands should use certain models to reflect their                
brand personality and connect to their brand identity. Since brand position themselves as             
having different personality traits, the same type of model should not be ideal for every               
brand. This to be perceived in the best possible way by the consumer. 

Looking at the personality traits Warm and Competent, which has grown bigger throughout             
the past years, and have had a great impact on the research of brands combined with an                 
environmentally friendly product and what model should be used to reflect this in the best               
way to the consumer. The research question to answer became: 

How does the choice of a model for a environmentally friendly product reflect the brands               
personality traits as warm and/or competent and how does this affect the consumers             
purchase propensity?  
 
The result of this study shows that environmentally friendly products are seen as more              
attractive towards the consumer and that it impacts the overall purchase propensity. The more              
green the consumer perceives the product the more attractive it becomes. The choice of a               
model having a diverse body type than the generally Thin model does not have an impact on                 
the product being perceived as green. When it comes to the personality traits Warm and               
Competent it can be seen that the choice of model does not have an impact on the brand being                   
perceived as Warm and/or Competent. These traits are correlated and mean that the models              
are being seen as both.  

Looking at this the choice of model will not affect whether the brand is being perceived as                 
Warm and/or Competent and the model will not impact the Attractiveness towards the brand              
as being green or have an effect on the consumers purchase propensity for green products. 

7.3 Theoretical and practical contributions  

The contribution of this study is that Greenness, Attractiveness and/or Sales is not dependent              
on the choice of model, whether it be an Overweight or Thin model. Even though the findings                 
of this study did not show up as significant, it gives brands a notion of how a green consumer                   
perceives the product when displayed with a model of diversity. This would further be              
helpful when planning, executing and constructing marketing activities for a green brand. 

59 



 

This study is also interesting since media today are (not only through marketing but in               
newspapers, magazines and other sources of information as well) bringing up weight, body             
shaming and more topics alike to a greater extent. This is therefore an interesting study to                
bring back when presented with such a topic, whether it be in a boardroom or at the dinner                  
table. 

7.4 Further research  

During the execution of the study, there have been aspects that are of interest to be                
investigated further, and are therefore presented as proposals for future research. 

In the discussion of Warmth and Competence, there was an indication on that the Thin model                
would be better for a Competent brand and the Overweight model would be a better fit for the                  
Warm brand, this might be interesting to research further. A more comprehensive experiment             
including qualitative research might be able to explain the underlying factors in more depth.              
What is worth considering is that this study only opens a path within this particular subject,                
but that a deeper and more comprehensive study needs to be done in order to find something                 
concrete. 

By this study, only a small part was covered for all the products out on the market, in this                   
case environmentally friendly coffee. This product category was chosen because previous           
studies show that this type of product has a high involvement when it comes to being                
environmentally friendly and it is consumed by most of the population. Investigating the             
same thing but in different product categories can be of interest to see if there will be any                  
differences. It goes to say that Thin models might be seen as more attractive for other green                 
product categories than the one in this research and that the Thin model and their perceived                
Attractiveness might therefore have a greater impact on green products in a different             
category, such as fashion or premium products and the perception of those brands. 

In this study female models were used, this means that the result can only be generalized to                 
female models. Further research should be done with male models as well to see if they differ                 
from the female models on showing different personality traits. 

7.5 Reflexivity 

What can be criticized with this study is its geographical scope and the number of people who                 
participated in the study cannot be generalized for the entire population. The study could              
have given another result if the population tested would have been greater. Due to time and                
resources, this was not possible. This is, however, something that would have to be done to                
look into the subject more in-depth. What can also be said about these findings is that this                 
research was for the greatest part aimed towards the Swedish market, this might affect the               
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outcome of the tests and might not be applicable for a greater population stretching outside               
the borders of Sweden. 

A qualitative investigation might also be needed as a complement to deeper understand the              
way in which consumers perceive the different preconceptions and what is the basis of their               
choices, as well as what they regard as more attractive. Because of the lack of possibility for                 
follow-up questions, the answers are generalized and deeper understanding cannot be           
achieved. 

The research is done with the best conditions given but lack of knowledge in the performance                
on how this type of research and data analysis should be done may also have affected the                 
results of the study. This may have also affected the work progress. 
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9.0 Appendix 

1.0 Coffee test (ECO vs. NON-ECO) 

 

1.1 ECO Coffee Answers 

 

1.2 NONECO Coffee Answers 
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1.3 ECO and NONECO Coffee Packages 

1.3.1 ECO 
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1.3.2 NONECO 
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2.0 Pretests 

2.1 Manipulation test 

2.1.1 THIN (Original) 
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2.1.2 OVERWEIGHT (Manipulated) 
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2.2 ANOVA comparing Version 1 and Version 2 of 
Warmth/Competence 
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2.3 Cronbach’s Alpha on Warmth/Competent 

2.3.1 WARMTH 
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2.3.2 COMPETENCE 

 

3.0 Final survey questions 
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3.1 Ads used in the final survey 

3.1.1 C/O  
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3.1.2 C/T 
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3.1.3 W/O 
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3.1.4 W/T 
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3.2 Demographic answers from the final survey 

3.2.1 AGE 

 

3.2.2 GENDER 
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3.2.3 NATIONALITY 

 

3.2.4 COFFEE 
 

Do you buy coffee? * Do you drink coffee? 
Do you drink coffee? 

Total No Yes 
Do you buy coffee? No Count 19 6 25 

% of Total 11.9% 3.8% 15.6% 
Yes Count 4 131 135 

% of Total 2.5% 81.9% 84.4% 
Total Count 23 137 160 

% of Total 14.4% 85.7% 100.0% 
A Crosstabulation of the respondents drinking coffee or purchase coffee. 

3.2.5 MANIPULATION TEST 
 
Group Statistics 

 

Model N Mean Std. Deviation 
Std. Error 
Mean 

How did you perceive this 
model? 

Overweight 67 3.09 .484 .059 
Thin 64 1.67 .856 .107 

Manipulation test of how the models weight were perceived.  
 
Independent Samples Test 

t-test for Equality of Means 
t df Sig. (2-tailed) 
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How did you perceive this 
model? 

Equal variances assumed 11.740 129 .000 
Equal variances not 
assumed 11.601 98.616 .000 

Manipulation test of how the models weight were perceived.  

3.3 Descriptive statistics from the final survey 

Statistics 

Group 

How 
likely is it 
that you 
would by 
this 
product? 

How 
attractive 
do you 
find this 
brand to 
be? 

This company 
is 
environmentally 
friendly in the 
production of 
their coffee. 

Warm 
Score 

Competent 
Score 

C/O N Valid 33 33 33 33 33 

Missing 0 0 0 0 0 

Mean 2.94 2.45 3.73 3.2727 3.0808 

Std. Deviation 1.059 1.092 .839 .89928 .89377 

C/T N Valid 34 34 34 34 34 

Missing 0 0 0 0 0 

Mean 3.18 2.88 3.74 3.3235 3.3333 

Std. Deviation 1.218 1.274 1.024 1.0199
5 

1.03475 

W/O N Valid 34 34 34 34 34 

Missing 0 0 0 0 0 

Mean 2.65 2.50 3.59 3.4608 2.9314 

Std. Deviation 1.276 1.108 1.184 .98136 .90928 

W/T N Valid 30 30 30 30 30 

Missing 0 0 0 0 0 

Mean 3.03 2.90 3.77 3.6000 3.1889 

Std. Deviation 1.273 1.322 1.165 .99578 1.04197 
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3.4 ANOVAs 

3.4.1 Green 

 

3.4.2 Attractiveness 
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3.4.3 Sales  
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3.4.4 Warm 

(1=Overweight, 2=Thin) 

3.4.5 Competent

(1=Overweight, 2=Thin) 
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3.5 Correlations test  

3.5.1 Competent/Thin 
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3.5.2 Warm/Thin 

 
 

3.5.3 Competent/Overweight 
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3.5.4 Warm/Overweight 

 

Regression 3.6 

3.6.1 3.6.2 Regression between perception of the Overweight model and 
Greenness 
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3.6.2 Regression between perception of the Thin model and Greenness 
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